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BUILD IN GRANITE oF GLASS 


POSTER or POSTAGE STAMp 






Any subject, product or texture is expertly handled 
by the Weber Process Fine Line Rendering —pro- 
duced photographically from continuous tone 
originals; for reproduction on news-stock, coated 
paper or boxboard in letterpress, lithography or 
silk screen in one or more colors. 
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MARTIN J.WEBER STUDIO 


171 MADISON AVENUE, NEW YORK 16, N. Y. 
TELEPHONE: LEXINGTON 2-2695 
Additional specimens mailed on request 
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Centurius &xetra (Condensed 2 


CENTURIUS flexibility with wick ~IN a of every ‘art director | 
»CENTURIUS flexibility with quick:»-IN REACH of every art director | 


CENTURIUS flextbty with quick:~IN REACH of every art directa. 
-CENTURIS fli mth quick =I RBACH fever a dregs 


Centurius Extra (Condensed 3 Centurius &xtra (Condensed 6 


FLEXIBILITY with reach of design: DIRECTOR following alphabet 
» FLEXIBILITY with reach of design >~DIRECTOR following alphabet 


FLEXIBILITY with reach of design DIRECTOR ling i habet 
°° FLEXIBILITY with reach of desyen:** DIRECTOR il cbt 
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This is the month of disenchantment. The new look of the 
new Post was calculated to bring raves from agency men 
and advertisers even more than from readers. But, reac- 
tions have been mixed. 


e the Herb Lubalin, Saul Bass, Neil Fujita, George | 


Tscherny layouts looked great when tacked up on the wall 
side by side. Scattering them through the actual issue dif- 
fused their impact. The conventionally layed out inbetween 
pages and the ads gave the SEP more of an old look than 
a new look, an erratic off-the-pace feel. 

® some were disappointed at the few and small illustra- 
tions, the step-up in photography. These may be ad pros 
with illustration close to their hearts and purses. 

e many liked the new vitality of the book, forgave the 
erratic pacing as something time would work out, but 
criticized an unimproved editorial content. That seems to 
be the big rap. Among those with this viewpoint are DDB 
media director Albert Petcavage and Fred Papert of Papert, 
Koenig & Lois. 

The general feeling is that visually vitality has been 
added, pacing has still to be perfected but that even when 
it is, waieas the content is changed, it’s the same old Post. 

Whatever the fate of the Post this should be kept in 
mind. Visual vitality can help but can not single handedly 
save an outdated concept. The fault would be not with the 
modernization attempted but with the failure to modernize 
thoroughly — in content as well as appearance. 

But perhaps the critics are moving too quickly. After a 
century or so the folks in Philadelphia know something 
about publishing too. Re changes in content, Robert K. 
Farrand, vp and director of public relations, said: articles 
that “once would have been considered outside of the Post's 
ken of interest” would run with increasing frequency “until 
they become so much a part of the character of the maga- 
zine that they will no longer provide any feeling of in- 
congruity . . . the editors of the Post at no time have con- 
sidered the esign of the magazine to be limited to “ar 


or graphic changes.” 
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Millions for weak trademarks, 

Hoyt Howard 

Man/problem solver, report of the IDC 

Eyes West 
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GRAPHIC 


DIRECTIONS INC. / THREE EIGHTY FIVE MADISON AVE. /NEW YORK 17, N. Y. / PLaza 2-5757 





business briefs 
the trend is up--but is it a 
more than seasonal rise? 


Billings for art studios moved up in the F: 
but the rise was only seasonal, at be: . 


CAM Report data shows August u 
about 3 points over July, still six poin 
below the 1960 level. The rise w.; 
greater in New York than in other 
centers. Since studio billings ha = 
risen in most of the Augusts sin: 2 
CAM has kept records, a rise was to 
expected. Phone calls to studios at A 
Direction’s press time indicated a fi ~ 
ther pickup would be reported { 
September. But this too is season 
since billings have risen in Septeml 
over August every year these reco 
have been kept. It is too early to c»- 
termine whether the rise will be mo 
or less than seasonal. 

” 
Type shops, whose ups and downs are close 
to those of many studios, while not run- 
ning at full steam, are reporting volume 
picking up too. 

Best guess now is that these pickups 
are not at boom level, are seasonal. 
Whether the pace will catch up to last 
year’s depends on more last quarter 
data. 

* 
if hard data so far only indicates gradual 
recovery, the business newsletters are 
talking boom for 1962. Their optimism 
is based on speed of the recovery, in- 
creased government spending, pickup 
in consumer buying due to job and 
pay rise. Business investment in new 
plants and inventories is expected to 
grow too. A pickup in Gross National 
Product of 8-9%, is hoped for. 

* 


Under these circumstances no one is worrying 
about the unemployed except the un- 


employed. Figure is down to a bit over 
4,000,000. Hopes are it will be cut fur- 
ther but unemployment of more than 
5% is expected. 
7 
Reports from package material manufacturers 
indicate increased volume. Someone is 
designing and illustrating, setting type 
for and printing the increased packages 
for products new and old. Here is an- 
other force working in favor of in- 
creased ad art billings. 
© 

Personal income, disposable personal income 
(after tax deductions) and _perseal 
savings are at all-time highs and h.ve 
been moving upward all year. T 4s, 
consumers are capable of the re rd 
buying spree businessmen are ho} 
for and forecasters are predicting. ® 





CAREFUL THOUGHT APPLIED TO 
A STRAIGHT IDEA CAN OFTEN 
PRODUCE A DELIGHTFUL TWIST 
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PAGANO INCORPORATED 


206 EAST 65 STREET, NEW YORK 21, N. Y.—TELEPHONE TEMPLETON 8-3300 
BIG AND SMALL PHOTOGRAPHY DONE TO A TURN 
REPRESENTED BY 


MARVIN SAUNDERS & CLINTON wooD 








we sell color... 

dye transfer prints 

at Langen & Wind 

420 Madison Ave., N.Y.C. 
PLaza 2-0424 JW 





JACK WARD 


COLOR SERVICE, INC = EKTACHROME = ANSCOCHROME = EKTACOLOR = PRINTON 
DUPLICATE TRANSPARENCIES © ART COPIES = RETOUCHING = PHOTO-COMPOSITION 
ASSEMBLIES = REPRO DYE TRANSFER = TYPE C PRINTS = SLIDES = COMP-STAT 
202 EAST 44TH STREET, NEW YORK 17, N. Y. © MURRAY HILL 7-1396 


where have | seen that face before? 
Maybelline’s “every Eve” spread (one 
page shown here) is currently running. 
The Harper’s Bazaar page appeared in 
June 1960. Don’t they make a good pair 
for your funny coincidence department? 

Henry Wolf, 

AD, Show 

(formerly AD, Harper’s Bazaar) 











Change of Address. Please send an addre 
stencil impression from a_ recent issu 
Address changes can be made only if » 
have your old, as well as your new addre 
Art Direction, Circulation Office, 19 We 
44th Street, New York 36, N.Y. 
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art director: RALPH AMMIRATI 
agency: BBD&O 
client: PEPSI-COLA CO. 
photographer : BERT STERN 
retoucher : ARCHER AMES ASSOCIATES 
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dye transfer, type “C” ektacolor, flexichrome and black&white prints, 


a 


involving the use of bleaches, dyes, electronics, chemistry and abrasives 
for the sole purpose of insuring the most faithful reproduction of your 
photography is truly an art as produced by ARCHER AMES ASSO- 
CIATES, INC., 16 E. 52 St., N.Y. 22, MU 8-3240 Contact Leon Appel 
for your FREEcopy of““Fundamentalsof Retouching” for Art Directors. 





calendar 


Dec. 1-20 . . . 22nd annual fine art 
hibit, Artists Guild of Chicago. Vis 
Arts Center, 27 E. Ohio. 

Dec. 4-29 .. . First Natl. NSAD exh 
tion, Cooper School of Art, Cleveland 
Dec. 15 .. . Deadline, NYADC’s 4lst 
nual exhibition. Judging will be in Ja: u- 
ary. Show at Park Gallery, Pepsi-C 
Bldg., 500 Park Ave., April 16-May 
11-7 except Sundays. 

Through Dec. 15 . . . Chicago ADC's 
exhibition, Prudential Bldg. 

Through December .. . Exhibit of \ 
ning and near-winning ads in newspc e 
ROP color contest. Conference ro m, 
Bureau of Advertising, ANPA, 485 Lex 
ton Ave. 

Dec. 20 . . . Typographic Trends sh 
San Diego ADC. 

Through Dec. 30 .. . Philadelphia AL 
annual, Philadelphia Museum Colleg: 
Art, Broad & Pine. 

Jan. 1 . . . Deadline, San Diego AD - 
2nd exhibition. Show opens Jan. 19, \ 
Co. store, Mission Valley. Entry blan} 
from show chairman Ken Kitsen, Fry: 
Smith Ltd., 5304 Metro. 

Jan. 5... Deadline entries for 1962 Awards 
competition, Lithographers & Printe 
Natl Assn., 597 Fifth Ave., NYC 17. 
Jan. 8-15 . . . First NSAD exhibition, 
Memphis Academy of Art. Jan. 22-26, 
ADC St. Louis. Feb. 5-24, State of Louisi- 
ana Art Commission, Baton Rouge. 
Jan. 14-20... International Printing Week. 
Jan. 15... Deadline, entries for Saturday 
Review awards for public interest or 
corporate image advetersing. The Satur- 
day Review, 25 W. 45 St., New York 36. 
Feb. 2. . . Awards dinner, Pittsburgh 
ADC, at the Hilton. 

Feb. 16 .. . ADLA’s 17th Awards lun- 
cheon. 

AIGA .. . Through December, Herbert 
Matter show; opens midDec.: Textbook 
show; Dec.-Jan.: Printing for Commerce. 
3rd floor, 1059 3rd Ave. (62-63), New York. 
Art Institute of Chicago . . . Through Dec. 
17, Japanese Decorative Style, organized 
by Dr. Sherman E. Lee, Cleveland Mu- 
seum of Art. 

Carnegie Institute .. . Fine Arts galleries, 
through Jan. 7, Pittsburgh International 
Exhibition of Contemporary Paintings & 
Sculpture. 

Cleveland Museum of Art... Dec. 6- 
Jan. 14, Van Gogh exhibition from Vin- 
cent Van Gogh Foundation, and Kroller- 
Muller Museum, The Netherlands. 
Detroit Institute of Aris . . . Futurism, 
Through Dec. 19. 

Gallery 303 . . . Through Dec. 28, George 
Salter show. 130 W. 46 St., New York 
LA County Museum ... Through Dec. 3], 
Folk Arts of Lapland. 

Mead Papers Library of Ideas... Through 
Dec. 15, Creativity on Paper. 230 Fa 
Ave., New York, and 20 N. Wacker 
Chicago. 

Metropolitan Museum of Art . . . Thro 
Jan. 7, 101 American Primitive Painti: 
from the Collection of Edgar William 
Bernice Chrysler Garbisch. 
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booknotes 





INTERNATIONAL PHOTOGRAPHY YEARBOOK 
1°62. Edited by Norman Hall. St. Martin’s 

Pross, Inc. $6.95. 
Tais British compilation, 192 pictures, 
is probably the only photography an- 
jial assemble: “without the aid (or 
jj.terference) of a jury,” according to 
ull. It’s a representative gallery of the 
st contemporary camerawork in many 
untries including Russia. Featured 
Europeans Tio Fotografer, Jiru, 
boud, Van Der Elsken and Berengo- 
idin. Pix from the U.S. (mostly 
ett Weston’s work) represent to Hall dick boyer ie photography 

a “vintage year.” * 


Tt E ART OF COLOR. Johannes Itten., Reinhold 
P. blishing Corp. $30. 

For the first time, the famed Bauhaus 
teacher, expressionist painter and pupil 
oi color theorist Adolf Holzel explains 
and demonstrates his own color theory. 
Here is a practical understanding of 
color’s subjective feelings and objective 
principles. 7 color contrasts are illus- 
trated by 28 4-color reproductions — 
from Middle Ages masterpieces to Klee 
and Picasso — each analyzed for color 
contrasts. Altogether there are 130 4- 
color charts & diagrams and 158 tipped- 
in illustrations. Itten, whose theory is 
said to underlie progressive art educa- 
tion, explores visual, psychic, emotional 
and symbolic color effects, colors in na- 
ture, harmonious use of color, and com- 
position. But he regards his rules and 
formulas as no more than “signposts,” 
contending that the inner essence of 
chromatic phenomena between black 
and white escapes our understanding 
— must be grasped intuitively. Beauti- 
fully produced. 1114”x1214”, 160 pages. 


new york 


BIRDS OF THE WORLD. Oliver L. Austin, Jr. chicago 10, “eee 355 e. 62nd street 
Illustrated by Arthur Singer. Golden Press, 21 w. pearson street ; . 5 4 rep —joe mendola 
Inc. $17.50. ——- ae 

ee DE 7-7211 | “| yu 6-5680 
Probably the finest book in its field, 5 j eS ' 
years in the making, by a noted or- 
nithologist who writes well. Illustrated 
with 300 specially commissioned full- 
color page and spread paintings which 
the publisher terms “the most beautiful 
and important since Audubon’s.” Sin- 
ger’s work has cameo perfection; his 
feather textures are superb. An eye- 
filling opus for ADs and illustrators, 
with an enormous amount of knowl- 
edge, and a reference file. 320 10”x 
134%” pps. Also available in a deluxe 
edition, $20, with 6 color prints for 
framing. 
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SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION’ 


LUCI i *No other “luci” machine can 


lo / % 
You save at least one half when you a Lo ated pes + i ge 
purchase a Lucygraf because there are Peter Peat a pt 6 
no middlemen, distributors, discount 4 n P see 
arrangements or hidden mark ups. ae 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 

LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLA?™ 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of vinyi cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS 1S THE $ OD wer. wil 
FULL PRICE! 3% Complete with — 
lens and hood 


(Not just a monthly payment!) ready to operate. 











EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER . MODEL “B’’...$278.00 


FULL PAYMENT WITH ORDER... “i Gives an additional 172 
$198.00. We wil! ship prepaid in "| sq. inches on both focal 
U.S.A. ‘ " ~=plate and copy board. 

PAYMENT PLAN...$100.00 pay- Includes a 4x 5” trans- 
ment with order. Balance in two parency holder in the 
equal monthly payments (60 copy board. 
days). Send Bank Reference. Pay one half with order 
Shipped F.O.B. Los Angeles. on payment plan. 

In California. ..add 4% Sales Tax ($139.00) 


LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 





booknotes 


VISUAL COMMUNICATION: INTERNATIONA.. 
Frank Baker & Edward S$. Morse. Hastin »s 
House. $6.95. 

Design’s role in furthering internation 
understanding was discussed by 15 d..- 
mestic-foreign government, indust 
publishing, education, broadcasting a: | 
arts leaders at ADCNY’s 1960 5th A - 
nual Visual Communication Conf. -- 
ence. In this 160-pp., illustrated, i. - 
dexed report, speakers’ pictures a 
biographies supplement the talks 
Sylvester Weaver, Margaret Mead, . 
drubal Salsamendi, Philippe Halsma , 
Douglas Leigh, Claudio Campuzar 
Bjorn O. Peterson, Margaret Sweenc ., 
Ismail N. Merchant, Robert Sivard, . 
thur T. Lougee, Norman E. Salmoi:, 
Bob Elliott, Ed Goulding, Ed Graha:, 
Charles A. Black, Herbert R. Mayes ai 
Otto Storch. Arthur Hawkins designe 
the book. Jacket “global eye” symb 
created by Matthew Basile. 


THE 26 LETTERS. Oscar Ogg. Thomas /Y. 
Crowell Co. $5.50. 

7th printing of a classic on letters as an 
art form of priceless heritage. 


AMERICAN HERITAGE. Oct. 1961. Vol. XII, No. 
6. American Heritage Publishing Co., $3.95. 
The “magazine of history” continues 
unique explorations of Americana. 
Americans Abroad presents Sargent and 
Whistler. Best Ree-maining Seats recalls 
movie palaces’ gingerbread decor. U.S.- 
Canadian folk art interspersed through- 
out the issue. 


IKEBANA—THE JAPANESE ART OF FLOWER 
ARRANGEMENT. Hiroshi Ohchi. Arthur Niggli, 
Ltd. Distributed by Hastings House. $5.95. 
Surveys century-old fine art’s varied 
styles, technicalities, craftsmanship, sym- 
bolism and color psychology. Graphic 
artist and drawing professor at Tokyo's 
University for Educational Science, Oh- 
chi relates it to abstract, surrealistic and 
other modern art forms. 124 pps., 132 
illustrations and photos, 16 in color. 
English-German text. 


LETTERA 2. Armin Hach & Walter Haettensch- 
weiler. Hastings House. $9.50. 

Perfected to the point of sterility, mod- 
ern graphic design and type faces need 
a “transfusion,” authors claim. They see 
faces switching from representational to 
abstract, with legibility the only change- 
over determinant. Featured are 27 
specially drawn alphabets, new forms 
from old, 8 rediscovered or new alpha- 
bets, and modern typographical trends. 
128 indexed pages. English-French-Ger- 
man text. 





Back in the early 1930’s some of our 
customers discovered that we had a 
genius for fine presswork. One thing 
leads to another, so we found our- 


selves adding the finest press equip- 
ment, first for letterpress, then for 
offset. Today we have about as flexi- 
ble a set-up as you will find anywhere, 
for runs of any size, on our one-, 


two-, and four-color presses. 
And not less important, most of the 
customers who came to us for fine 


printing more than a quarter century 
ago are still buying it from us today. 
They set our standards, and we 


& trained our people and selected our 
equipment to keep them happy. 
If you want to know how good we are, 
ask our customers who are some of 


the most distinguished and demand- 
ing users of printing in America. 


<BR tat Gt 2a 


To make our business more unusual, 
another group of clients, leaders in 
advertising and advertising agencies, 
depended on us for fine advertising 
typography. To satisfy all their needs 
we have developed complete facilities 
for machine (linotype, monotype) and 
hand composition in all sizes—foreign 
languages included. 





So here we are: one foot in letterpress 
printing and offset lithography, the 
other foot in advertising typography, 
and both feet firmly on the ground! 


To learn more about the service that 
our customers built, and what it can 
do for you, drop us a line or telephone 
ANdover 3-0722. ; 


Runkle-Thompson: Kovats: Inc 


Lithographers + Printers + Advertising Typographers * 650 West Lake Street, Chicago 64, Illinois 
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PHOTOMECHANICAL VARIATIONS BY EDS TAN 75 WEST 45 ST CIRCLE 5-6781 N.Y. 
# # 7 


a 
With Freddy Aune at the Gaslight Club 
Photographer CARTER J. ALLEN 


PHOTOGRAPHY 


22 W. Hubbard St. « Chicago 10, Ill. « WHitehall 4-7330 New York Sales Office + 527 Lexington Ave. « Plaza 3-0266 
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REPRODUCTION PAPERS 
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WRITE DEPT. AD121... 





booknotes 


DADA. MONOGRAPH OF A MOVEMENT. Editec 
by Willy Verkauf. Hastings House. $6.95. 


Dadaism’s effects on commercial anc 
fine art, literature, music, films an 
psychology and its relationship to ex 
pressionism, futurism, surrealism an 
existentialism are examined by Verkau 
and collaborators Janco, Huelsenbec 
and Richter et al. Unable to define i 
satisfactorily as a movement, they ide: 
tify dadaism as “shock treatment” ¢ 
artists’ Opposition to warring society 
cultural creations. 188 pps., more tha 
200 illustrations (Nievergett block 
Arp, Vache, Plakat, Prampolini dra\ 
ings, 24 photo pages); English-Frenc! 
German text, chronology, Dada dictio: 
ary, bibliography, index. 


THE PENROSE ANNUAL. Vol. 55, 1961. Edited 
by Allan Delafons. Hastings House. $12.50. 

Handsomest of all ad annuals—froina 
Leslie McCombie’s colorful jacket, goid 
embossed cover and Luzzati frontispiece 
to its rear ad section. Imposing con- 
tributors’ list and English-French-Ger- 
man-Italian-Spanish text provide an- 
alyses of historic and contemporary 
print designs in different fields and ma- 
terials-processes-machines technical de- 
velopments in U.S., Britain, Holland, 
Italy, India and Germany. Print de- 
signers, Delafons emphasizes, need un- 
derstanding of function of work to be 
reproduced, and thorough grasp of re- 
productive techniques and typography 
history continuously refreshed by study 
of eminent designers’ work. “The art- 
ist,” he says, “can still do more than 
any camera—what is more, his work can 
often be printed on any kind of paper.” 


ADVERTISING ART: INTERNATIONAL 1961/62. 
Modern Publicity Vol. 31. Hastings House. $10. 
An “encyclopedic view” of international 
ad art in wide media range from 26 
countries, compiled by editors of Studio 
Books, London, with text in English, 
French and German. Choices reflect 
high design, originality and visual sel- 
ling standards, prove that good tech- 
nique is universal. Editors conclude cur- 
rent Picasso-like imagery doesn’t make 
advertising more international; artists, 
unhampered, would produce something 
more desirable by their standards but 
not having more impact; artists’ visuals 
must now be adaptable to 6 different 
space sizes, 6 different lands. Artists 
can rely on people’s sameness and old 
ideas’ validity, but that doesn’t make art 
international. Best ads preserve local 
humor, forms, shapes and skills—iden- 
tify country or origin. The alliance with 
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YOU'RE... 


attending the opera, 
a concert, the theater, 
a jazz festival 


examining old china, 
handmade fabric, rare ge 
precious metals 


comparing first editions, 
original paintings, Etrusca 
antique furniture 


and for those who know 
and recognize quality the 
no need to speak. 


Throughout your life you’ 
lated a sense of values—d 

values, static values—whic 
help you discern between s 
good and excellent—produ 
people, politics, paper. 

In order to perceive the fi 

one must compare. By co 
a single, outstanding exam 
rest. Its superiority and q 
experience. Discussion wo 


Shhh. Let Plover Fine We 
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st editions, 
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who know 
» quality there’s 
eak. 


our life you’ve formu- 

of values—dynamic 

values— which 

ern between satisfactory, Y & CH TS 

sient — products, , "00 4 
8, paper. ON ia ge 


ceive the finest, 

ipare. By comparison, 

‘anding example will rise head and shoulders above the 
riority and quality will be self-evident—a memorable 
liscussion would only be superfiuous. 


over Fine Weave speak for itself. 


A final word Plover Fine Weave is not mass produced; rather, it is carefully crafted 
for people who demand superior quality. Examine it closely. Feel it. Write, type or print on it— 
any way you look at it, Plover Fine Weave makes a beautiful and lasting impression. 


The four original letterheads presented here for your examination are the result of creative artists, exacting 

printers and the dedicated papermakers who produced this Plover Fine Weave. 

Each has the unmistakable, permanent beauty of a chain-and-laid watermark — 
instantly appreciated by people of good taste. Plover Fine Weave. 


Where quality is the word but need not be spoken. 
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Where quality is the word but need not be spoken. 


——— WHITING- BR sores courar STEVENS POINT, WISCONSIN 
BONDS Vin: saitbiensiaieni cece 
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When you need the best, insist on the finest. Speak (even softly) 


to us—we are Plover Fine Weave Distributors. Ask for samples, 
but please whisper. We’ll be happy to supply them—and more. 
25% cotton fiber content . . . available in White, Blue, 
Ivory, Gray, Green and Pink . . . Substances 

20 and 24, Sizes 17 x 22 and 22 x 34. 


Akron, Ohio....... The Alling & Cory Company 
a The Whitaker Paper Company 
Baltimore. ......... The Baxter Paper Company 
Baltimore.......... The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. 
Birminghom.......... Jefferson Paper Company 
BEBe cccccccccccess Zellerbach Paper Company 
BO, c0csscedsancene D. F. Munroe Company 


Boston. ...Warren L. Wheelright Paper Co., Inc. 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. 


Indianopolis......... The Chatfield Paper Corp. 
Indianapolis. ...MacCollum Paper Company, Inc. 
Jackson, Miss.......... Central Paper Company 


Jacksonville, Fla..Graham-Jones Poper Company 
Kansas City, Mo.....Midwestern Paper Company 





Bristol, Va.-Tenn........ Dillard Paper Company 
BE coceccesese The Alling & Cory Company 
Burlington, Vt.....Vermont Paper Company, Inc. 
Charlotte, N. C......... Dillard Paper Company 
ee Chicago Paper Company 
GIs cc cccecceseses Midland Paper Company 
Gs cvcccenccsaveed Moser Paper Company 
GA cc sccccocescss Reliable Paper Company 
Chico, California... .. Zellerbach Paper Company 
Cincinnati. ..... The Chatfield Paper Corporation 
GENE. cc cscnses The Alling & Cory Company 
Columbia, S. C........ Palmetto Paper Company 
Bs cccacncecseces Clampitt Paper Company 
Danbury, Conn...........- Mid-Eastern Envelope 

& Paper Company 
BONE. coccccccceccses Jensen Paper Company 
Des Moines.......... Newhouse Paper Company 
Des Moines.......... Western Newspaper Union 
BHT. ccccccess The Whitaker Paper Company 
Dubuque. .........-0005 Weber Paper Company 
BHR. oc cccses Duluth Paper & Specialties Co. 
Eugene, Ore.......... Zellerbach Paper Company 
GUPERB. cccccecececs Zellerbach Paper Company 
PIPED cccccccceccecsccceseseses Leslie Paper 
PEED: coccccoccccces Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. 
Fort Worth........... Clampitt Paper Company 
PNB cocccccceces Zellerbach Paper Company 
Grand Rapids. .Solon & Gilhula Paper Company 
Great Falls, Mont...............- Leslie Paper 
Greensboro, N. C........ Dillard Paper Company 
Greenville, S. C......... Dillard Paper Company 
Harrisburg, Po...... The Alling & Cory Company 
Hartford, Conn............ Batt Paper Company 


Hartford, Conn. . ... Elliot R. Vanderlip Co., lac. 
Houston. .........0055 Clampitt Paper Company 





Kansas City, Mo...... Wertgame Paper Company 
SN a cievenacssses Dillard Paper Company 
Knoxville........ Louisville Paper and Mfg. Co. 
Lincoln, Nebr........ Western Newspaper Union 
Ole Rech. .cccccces Western Newspaper Union 
Los Angeles......... Zellerbach Paper Company 
Louisville........ Louisville Paper and Mfg. Co. 
Madison, Wis....... General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
Memphis............. Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
Pn 6 4ddcesceennde E. C. Palmer & Company 
Milwaukee....... Allman-Christiansen Paper Co. 
Milwaukee. .... Dwight Brothers Paper Company 
Milwaukee....... Yankee Paper & Specialty Co. 
Minneapolis. ...........eeeeeee0- Leslie Paper 
Mi Bc ccccecees Newhouse Paper Company 
* Minneapolis........ Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
eee Newh Paper Company 
Nashville. ........... Clements Paper Company 
Nework, N. J...... J. B. Card & Paper Company 
New Orleans............+- Alco Paper Company 
New Orleans............ A to Z Paper Company 
New Orleans............ Sam A. Marks and Co. 
New York.......... The Alling & Cory Company 
Miller & Wright Paper Co. 

New York........ H. P. Andrews Paper Company 
Sper WHER. ccccccccccesd Duplicating Papers, Inc. 
New York......... M, M, Elish & Company, Inc. 
ae WHR. cccccccescesss Forest Paper Company 
New York..........00. Linde-Lathrop Paper Co. 
ewe WR. ccccscess Majestic Paper Corporation 
New York.......... Geo. W. Millar & Co., Inc. 
New York........ Nelson-Whitehead Paper Corp. 
Sy WR. cencascoinccedd Reinhold-Gould, Inc. 
i Divan ccncessccccssd Ris Paper Company 
New York........ ++...Royal Paper Corporation 
Be Wc sc cecevencss Saxon Paper Corporation 
Oakland, California. .Zellerbach Paper Company 
Okliahome City.......Western Newspaper Union 
Omoho.........- -+++.Western Paper Company 





BOER. cc ccccces Graham-Jones Paper Company 
Philadelphia. ........ Schuylkill Paper Company 
Philadelphia. . . .Wilcox-Walter-Furlong Paper Co. 
PRRMIEE. os cvcsccesie Zellerbach Paper Company 
Pittsburgh......... The Alling & Cory Company 
Pocatello, Idaho..... Zellerbach Paper Company 
Portland, Ore........ Zellerbach Paper Company 
Providence, R. |......... Central Paper Company 
Ratete, BB. Gocccccccses Dillard Paper Company 
Redding, Calif....... Zellerbach Paper Company 
BERR. cc ccccvcccocce Zellerbach Paper Company 
Richmond, Va... .. B. W. Wilson Paper Company 
Roanoke, Va...........-. Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Sacramento......... Zellerbach Paper Company 
SNE Wc cc teccccvese Acme Paper Company 
I Pec ccccocescsecsccsacua Leslie Paper 
errr Newhouse Paper Company 
Salt Lake City....... Western Newspaper Union 
Salt Lake City....... Zellerbach Paper Company 
Son Antonio.......... Clampitt Paper Company 
Sam BG. cc cscccce Zellerbach Paper Company 
San Francisco....... Zellerbach Paper Company 
BOO BBs o ckcccseces Zellerbach Paper Company 
SHB. cccccccccece Zellerbach Paper Company 
ere Western Newspaper Union 
SE Ga cs ccccccue Western Newspaper Union 
Gees Ga GB Dice eccccsaccsccess Leslie Paper 
eee Zellerbach Paper Company 
Stockton, Calif....... Zellerbach Paper Company 
Syracuse, N. Y...... The Alling & Cory Company 
TER cc ccccssceses Standard Paper Company 
VESRIRB. cocccccccese Zellerbach Paper Company 
WE, ce cccciond Graham-Jones Paper Company 
WE ncccccesc The Commerce Paper Company 
Topeka, Kans....... Midwestern Paper Company 
Trenton, N. j...... J. B. Card & Paper Company 
Tucson, Arizona..... Zellerbach Paper Company 
Ws wckcescscssscccess Tulsa Paper Company 
Clee, BR Voscccccce The Alling & Cory Company 
Walla Walla......... Zellerbach Paper Company 
Washington, D. C...... Frank Parsons Paper Co. 
WED, ccvcccsesces Western Newspaper Union 
Wilmington, N. C........ Dillard Paper Company 
Worcester, Mass... The J. C. Campbell Paper Co. 


WI. 6c sdssvccewes Zellerbach Paper Company 
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t soknotes 


b sic humor of artists’ and copywriters’ 
s ills is claimed to be a “lasting thread” 
roughout American advertising. 9x 
3/8”, 128 pps. A fine idea-starter 

a d technique file. 


— ART OF ASSEMBLAGE. Wm. C. Seitz. 
seum of Modern Art. Distributed by Double- 
y. $6.50. 
ssibly the first book to survey this 
w art form’s metaphysics. Seitz briefly 
iches on its relevance to the nature 
reality, painting and creative thought 
ranization methods. Subjects are in- 
esting in technical eccentricities, wit- 
mystifying, often non-art or anti- 
. 8144"x934.” 176-pp. volume has 146 
ites, 11 in color. Jacket design by 
in Chermayeff. 


—s peer eo 6 ef Ss a> = 


DAZE. P. K. Thomajam. Centaur Press. $3. 
Thomajan, ad consultant and Fairleigh 
Dickinson U faculty member, recalls 
“kid days.” His 18 cameo pieces are 
“imaged” by BBDO AD Walter Kap- 
riclian with an interesting pastel imi- 
tation woodcut technique achieved by 
cutting into desktop roughboard, then 
removing the black lamination. Page 
size is 5.5x8.5”, french-folded; printed 
by Dwight Agner on Strathmore Chro- 
ma; text handset in Garamond. 


x 


JAPANESE DECORATIVE STYLE. Sherman E. Lee, 
Cleveland Museum of Art. Distributed by 
Harry N. Abrams, Inc. $9.50. 

Eleven centuries of Japanese decora- 
tion of domestic-ceremonial objects are 
chronicled by CMA Director Lee and 
illustrated in 190 pictures, 12 in full 
color, all annotated. The book, 168 
74x10” pps., is a by-product of the 
CMA-Chicago Art Institute exhibit. 
Pix and text are juxtaposed for con- 
venience. Bibliography and artists’ in- 
dex included. 


OF INTEREST 
BEGINNER'S BOOK OF SCREEN PROCESS PRINT- 
ING. Written & illustrated by Will 


Clemens. Pitman Publishing Corp. ART DIRECTOR: PAT O'HARA AGENCY: KENYON & ECKHARDT, INC., CLIENT: PABST BREWING COMPANY 


$2.75. 


ART OF ASSEMBLAGE. William C. Seitz. 
Museum of Modern Art. Distributed 
by Doubleday & Co. $6.50. 


rpg wed OF sear ae arg 
HEIR FACILITIES. Packaging Institute. 

Madison Ave., New York 17. $5. STEPHEN HEISER photography 
Lire OF JACQUES LIPSCHITZ. Irene Patai. 141 WEST OHIO STREET + CHICAGO 10, ILLINOIS + SUPERIOR 7-9717 


(Commemorates sculptor’s 70th birth- 
d.y). Funk & Wagnalls. $6.50. 
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Now you can take it with you! With the new Speedball Auto-Feed you can letter anytime, 
anywhere with uninterrupted speed and precision. Clips in your pocket like a fountain pen! 
Adapts for any Speedball point! Ends time-wasting dip! 


NEW 
SPEEDBALL 
AUTO-FEED* . 


UKE A FOUNTAIN P 


PUSHBUTTON 
FEED 


C. HOWARD HUNT PEN CO 
CAMDEN 1, N. J. 


FOR 
SPE BALL 


Guaranteed 
* Pat. Applied For 


EN 
Speen] oe 1 FB. 











RICH ART 
POSTER TEMPERA COLORS 


eee Ss ee 


DESIGNERS’ MAT 
WATER COLORS 


es ee ee ee 


OPAQUE 
BRILLIANT 





RE RERRERERERE RRBs 


BEREETEEETEL EEE 


Fine Artist Quality 
Opaque Designers’ 
Colors for illustrat- 


_— = 
50 BRILLIANT =~ FE te aa 
a . i 
SHADES = DR 
A - s —in % oz. glass jars. 
Atk for them a COLOR CARD 
Si . 
: ermal’ ' 


ON REQUEST 





Makers of Fine Artists’ 
Materials Since 1926 





F. WEBER CO. 











eralph cowan 


photography 


chicago 





booknotes 


TOREROS. Jaime Sabartes. Picasso illus- 
trations. George Braziller, Inc. $17.59. 


THE TREASURY OF THE AUTOMOBILE. Ral »h 
Stein. Golden Press, Inc. $15. 

A complete source book — from 18 h 
Century steam chariots to glimpses >f 
tomorrow. Important auto events a 
designs — early races, rallies, elect i 
cars, Stanley steamers, sports cars, r 
torations, racing models and the px 
— make colorful impact throughout t 
252 814”x1134” pages, 72 in full col 
many of them 2 pages. Over 250 pri) 
and photos. With taste and wit, St 
pours forth his affections in evaluati 
the cars’ personalities. Buckram bou 
handsomely produced. Also in a delux 
edition, $17.50, with 6 color prints 
framing. 


CARMONICA VALLEY. Emmanvel Anati. Alf. ed 
A. Knopf, Inc. $5.95. 

Rock art acquired more historical di- 
mensions with the discovery in Alpine 
Italy of 600 engraved rocks with over 
20,000 pictures — a legacy of the 
Camunians, a forest people who dis. 
appeared before the Romans came. 
Many of their carvings — traced, copied 
and analyzed by this Israeli scholar — 
are reproduced in 71 photos and 131 
drawings. 





ILLUSTRATORS ‘61—The Annual of American 
Illustration. Edited by Robert Fawcett. Hastings 
House. $14. 

Third volume in SI’s unique series, its 
300+ selections are a cross-section of 
stimulating, visually exciting contem- 
porary work — also a record of SI's 
Exhibit for ‘61, rated as “a vintage 
year.” Choices by 6 AD-illustrator juries 
(headed by Will Burtin, Otto Storch, 
George Krikorian, Bernard Quint, Lou 
Dorfsman and Allen Hurlburt) cover 
ad, editorial, book, institutional, TV 
and experimental work. For reference, 
study, inspiration. Designer Nelson 
Gruppo and assistant Edward G. In 
furna produced a handsome book. 

Its picture wealth speaks for itself: 
Few clichés, hesitancy or tentative 
statements, with no school dominant. 
Meaty observations, most in Robert 
Fawcett’s foreword, on individual, eco 
nomic survival. 


NEW STOCK PHOTO CATALOG 


Speed up ad production with our spanking new 
catalog. Our wide variety of creative photos in 
every category are sure to give your artwork a Change of Address. Please send an addiess 
: : : : stenci impression rom aé_ recent iss. 4 
4 » big assist. Write today for your copy of this Adios dean con be unt ae H 


helpful, new catalog—it’s yours free. have your old, as well as your new addrcss. 
P? 8 , Art Direction, Circulation Office, 19 © est 


44th St . New York 36, N.Y 
EWING GALLOWAY Dept. A-12 “lane ein 
420 Lexington Avenue, New York 17, N. Y. 


OMI PORES ugeminn yo 





lo ed 
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> NEW ADDITIONS TO OUR 


"62 CIE? ...:. THE SAME RELIABLE STUDIO NOW 
(TH THE BRIGHTEST NEW LINE-UP OF CREATIVE TALENT IN YEARS, WORKING HAND IN HAND WITH 
HE XPERIENCED PROS YOU'VE COME TO EXPECT AT... WHITAKER GUERNSEY STUDIO, 
(0 E\ST ILLINOIS STREET, WHITEHALL 4-6809, CHICAGO 11...CALL AND LET US SHOW YOU 


UENHs T & WAYNE WEBB-—DESIGN ¢ JOHN BALL-SALES ¢ 


NELSON SHAWN, CONRAD BAILEY 4 FRANK AMARI- PHOTOGRAPHY © AUDREY METZGER—STYLING « JACKIE AIGNER- PUBLIC RELATIONS 
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444 EAST 52ND 
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Need better results from 
your chromes or art work? Better use 


Coloroid Prints 


to get authentic color 





THE AD 
COPY FITTER 


This is the last of the original insta/ . 
ments of the Character Per Pica Tabl. ; 
which began in the September 1960 A: 
Direction. First installment of ti: 
Addenda, which has supplementary da: : 
for new faces, and sizes and faces f. + 
which data was not previously availabi , 
appears on page 91. 


Verona (ATF) 8-3.83; 10-3.19; 12-2.68 
14-2.45; 18-1.78; 24-1.54 

Vogue (1) 6-3.8; 8-3.51; 10-2.93; 12-2.4. ; 
14-2.12; 18-1.67; 24-1.28 

Vogue Bold & It. (1) 6-4.; 8-3.56; 10-2..:; 
12-2.35; 14-2.04; 18-1.64; 24-1.23 

Vogue Bold Cond. (|) 8-4.33; 10-3.67; 
12-3.02; 14-2.48; 18-2.25; 24-1.75 

Vogue Bold Oblique (|) 6-3.97; 8-3.52; 
10-2.84; 12-2.37; 14-2.06; 18-1.6; 
24-1.26 

Vogue Ex Bold & It. (1) 6-3.68; 8-3.05; 
10-2.45; 12-2.04; 14-1.78; 18-1.45; 
24-1.12 

Vogue Ex Bold Cond. (i) 8-4.33; 10-3.64; 
12-3.; 14-2.63; 18-2.11; 24-1.58 

Vogue Ex Bold Oblique (1) 6-3.71; 8-3.05; 
10-2.48; 12-2.03; 14-1.79; 18-1.47; 
24-1.11 

Vogue Light & Bold (|) 6-4.; 8-3.56; 
10-2.94; 12-2.45; 14-2.14; 18-1.65; 
24-1.23 

Vogue Light Oblique (i) 6-4.; 8-3.68; 
10-2.94; 12-2.45; 14-2.14; 18-1.65; 
24-1.34 

Vogue Medium Cond. (|) 18-2.08; 24-1.62 

Vogue Oblique (1!) 6-4.01; 8-3.63; 10-2.88; 
12-2.38; 14-2.08; 18-1.67; 24-1.28 

Vulcan Bold & It. (Li) 10-2.04; 12-1.92; 
14-1.65; 18-1.23 

Waldorf Text (ATF) 14-2.86; 18-2.49 

Waverly & it. (1) 8-3.11; 9-2.73; 10-2.56; 
11-2.34; 12-2.13; 14-1.80 

Wedding Text (ATF) 6-4.59; 8-3.71; 
10-3.01; 12-2.7; 14-2.47 

Weiss It. (Allow for Swashes) (B) 8-4.54; 
10-3.51; 11-3.38; 12-2.92; 14-2.66; 
16-2.3; 18-2.09; 24-1.69 

Weiss Roman (B) 8-3.76; 10-3.16; 
11-2.93; 12-2.58; 14-2.27; 16-1.92; 
18-1.7; 24-1.37 

Weiss Roman It. (B) 8-4.55; 10-3.56; 
11-3.31; 12-2.94; 14-2.65; 16-2.25; 
18-2.04; 24-1.65 

Weiss Roman & It. (|) 8-3.83; 9-3.43; 
10-3.19; 11-2.94; 12-2.68; 14-2.25; 
16-1.92; 18-1.54 

Weiss Roman Bold (B) 8-3.67; 10-3.02; 
11-2.78; 12-2.44; 14-2.06; 16-1.8; 
18-1.59; 24-2.2 

Weiss Roman Ex Bold (B) 8-3.25; 10-2.84; 
11-2.55; 12-2.3; 14-1.93; 16-1.68; 
18-1.52; 24-1.22 

Whitehall (ATF) 8-3.05; 10-2.68; 12-2.25; 
14-2.04; 18-1.65; 24-1.23 

Windsor & Bold (!) 814-2.57; 9-2.47 











“BLAIR SPRAY-FIX IS THE BEST FIXATIVE I’VE EVER USED. 
It’s difficult enough to do a good drawing without fooling around with anything 
but the best materials. Spray-Fix doesn’t fill the grain of the fine French water- 
color paper, ‘Arches’, which I use for most of my recent work. When I make a 
line with my carbon drawing stick I know Spray-Fix will hold it exactly as I’ve 


drawn it; and allow me to work over it, too.” Fa” 
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It’s completely NEW 


NEW ideas 

‘NEW graphic trends 
ee 

NEW illustrations 

NEW authors 

NEW scope. 


NEW techniques 


in the NEW 


ADVERTISING DIRECTIONS II 





MOST EXCITING ROOK 





MAIL this 
coupon today 
for your Advance 


Preview Copy 
of ADVERTISING 
DIRECTIONS II 


CONTENTS OF 
ADVERTISING DIRECTIONS I! 


A whole basic visual advertising 
library in one handy book! 


EDITORS: Arthur Hawkins 
Edward Gottschall 
HOW DOES IT ADD UP? 
Edward Gottschall 
THE ARTIST, THE MARKET, 
AND TOMORROW 
John P. Cunningham 
4 CRITICS IN SEARCH OF AN ANSWER 


Russell Lynes 
ILLUSTRATION: THE SHOCK 
BECOMES COMMONPLACE 


Harry Carter 
ADVERTISING PHOTOGRAPHY 
Onofrio Paccione 
ADVERTISING TYPOGRAPHY 
eorge Guido 
DESIGN: A MEANS OF 
ag ny ig pee 
ogle 
ANNUAL REPORTS:. MORE THAN 
FINANCIAL STATEMENTS 
Mahlon A. Cline 
THE yt oe SHIFTS IN 
MAGAZINE P. 
Otto Storch 
APPLIANCES: FROM ADDY TO 
NEWSY TO CREATIVE 
Walter Glenn 
ae a A. eens ADVERTISING 
‘au 
TRENDS IN ene 
ADVERTISIN 


Ken Lavey 
GRAND ILLUSION: COSMETIC 
ADVERTISING 
Irving Trabich 
BEER ADVERTISING: MANY HEADS, 
FEW DIRECTIONS 
Howard Munce 
VISUAL DIRECTIONS IN 
AIRLINES ee 
Andrew K. Nelso 
RETAIL ADVERTISING: A TREND 
IS NEEDED 
Arnold Varg: 
TV TODAY ‘AND TOMORROW 
William R. Duffy 
PACKAGE DESIGN TRENDS 
Donald R. Ruther 
TRENDS IN DIRECT MAIL 


Art Schlosser 
TRENDS IN OUTDOOR PCSTERS 
Orville Sheldon 
IN POINT-OF-PURCHASHE, 
DESIGN es _ ELSE 
David Flasters 
RECORD ALBUM D DIRECTIONS 


Robert M. Jon 
FOOD ADVERTISING: FEWER RECIPES 
Robert W. Wheeler 
MORE BRAND DISTINCTION TRENDS 
IN —. ADVERTISING 


“sel” 


Robert Wes: 
ae a ADVERTISING'S NEW LOOK 


COMPACT ‘AGENCIES FOR 
= Fe ype 


FASHION GoEs MIDDLE VOLUME 
Gene Federi 

THE TREND is iar CONFUSION 
El Whit 


wi 

IDEAS OF THE YEAR 
ward Gottschall 

NEW TYPEFACES 

WHAT'S NEW IN PRODUCTION 

ART BUSINESS NEWS ROUNDUP 

CLUB AND EXHIBIT DIRECTORY 

NEW BOOKS 

AUTHORS’ WHO’S WHO 

INDEX TO ADVERTISERS 

TRENDS INDEX 


De ee ee ee ae 


ART DIRECTION BOOK COMPANY 


Affl ated with ART DIRECTION ...CAM REPORT 


19 V est 44th Street, New York 36, N. Y. 


PLE \SE SEND ME for 10 Day 
F) EE EXAMINATION 


copies of ADVERTISING 
DIRECTIONS II 


xopies of ADVERTISING 
DIRECTIONS I 


iclose $ 





C) Please bill me. 








FIRM 





STREET ADDRESS 





SAVE POSTAGE 


STATE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 


postage. Unconditional guarantee providing prompt refund if not satisfied protects you. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS Ii 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“... today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as described above. 


In either case, you’ll want to see the 
new book because in it you'll find: 


29 top advertising authorities ana- 
lyzing the newest trends and pre- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 8%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


. .. with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 OUTSTANDING AUTHORITIES 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 
COPIES OF 

ADVERTISING DIRECTIONS |! 
are still available 


Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you'll want in 
your library. 


In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 

Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 
brought together a group of authorities 
like this. 


rial especially written for this book and 
never published anywhere else. 
w@ NO ADVERTISING CONVENTION... 


-..@ach a greatly respected specialist in 
his field have contributed to ADVERTIS- 
ING DIRECTIONS II—all original mate- 





Distinguished backgrounds... 


MOHAWK SUPERFINE 


POSEIDON OPAQUE : 
ARTEMIS : 
CORTLEA : 

NAVAJO : 
MOHAWK VELLUM $: 
MOHAWK OPAQUE : 
PERICLES OPAQUE : 


: Text, Cover and Bristol 


Text, Cover and Bristol 
Text and Cover 

Text and Cover 

Cover and Text 

Vellum, Cover and Bristol 
Vellum and Smooth 


Text, Cover and Bristol 


MOHAWK SUPERFINE BOND 
MOHAWK OFFSET 


...for the finest printing 











what’s new 


BETTMANN CATALOG. Illustrated Index 
booklet describing its “World Treasury 
yf Pictures for the Graphic Designer” 
s offered by The Bettmann Archive, 
Inc., 136 E. 57th St., New York 22. 
jategories of subjects—from aardvark 
0 zymosis—indicate scope of its line 
uts, paintings, etchings, photos, movie 
tills, etc. indexed and cross-indexed for 
juick reference and delivery. 


INGHEAD BOW COMPASS, for either 
\apidograph interchangeable drawing 
int sections or graphite, has quick- 
etting beam attachment (3175-B), for 
ompletion of the largest circles with 
mple ink reservoir. Koh-I-Noor, Inc., 
sloombury, N.]. 


PECIAL DAYS, WEEKS AND MONTHS as well 
s conventions, suppliers and competi- 
ions are listed in Sales Promotion Al- 
nanac for 1962, 3rd edition, $1, from 
\dvertising & Sales Promotion, 200° E. 
illinois St., Chicago 11. 


ELECTRONIC TRANSFER PROCESS for multi- 
color logos, trademarks and decorations 
seals them to vinyl binders, wallets, 
etc. Colored inks become part of the 
vinyl itself, permanent and scuff proof. 
Size-color range data from Electrocal, 
Inc., 105 Chapman St., Canton, Mass. 


BELL & HOWELL 935 AND 937 SLIDEMASTER 
SLIDE PROJECTORS, each 18 Ibs., 1314” x 


1114” x 5”, have azure green-aluminum 
exteriors, 8’ cords, remote controls, 
“look-’n-load” previewers, slide counter 
windows, self-contained carrying cases, 
fast 4” £/3:5 lenses, 500-watt lamps, 
and sell at $99 and $120, respectively. 
937 accepts cardboard-mounted Ban- 
tam, 35mm and Super Slides in 40-slide 
tray and also comes with Filmovara 
zoom lens to adjust picture size for 
virtually any screen. 7100 McCormick 
Rd., Chicago 45. 


2 “AD MAN’S ALLEY” BOOKS, from Ameri- 
can Maketing Services, Inc., cover flash 
bulletin and jumbo card designs, head- 
lines and ideas and offer pre-printed 
formats. User imprints his own mes- 
sage Distributed to pre-printed format 
buyers, $2 for 1 book, $4 for both. 610 
Newbury St., Boston 15. 


700A TANDEM-MATIC PROFESSIONAL, SINGLE 
STANDARD SLIDE PROJECTOR with 2 opti- 


cal systems, “lap dissolves” one slide 
into another in 114 seconds. Two 5” 
{/3.5 lenses focus on same screen spot, 
resting “fade over” at any point for 


i<® 


| 
| 


, Coco 


BOCOUR 


‘JUMBO 
WATER¢ 
COLORS 


Makers of 
BOCOUR # BOCOUR ARTIST COLORS 


— 500 WEST 52ND STREET, NEW YORK 19, NEW YORK 











WAX-FREE 


TRANSFER TRACING 
@ ERASES LIKE PENCIL 


GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 
WHITE—also for light on dark surfaces 
BLUE—for mechanicals (non-photographic) 








RED—for glossy surfaces (acetate, photos, glass) 
Introductory Pack, 1 sheet each color (84x12) 
Boxed rolls (12 ft. x 12% in.) $3.50 


if your dealer cannot supply, send check or 
money order to : 





55 park avenue, new Ball 16,n.y. 


oregon 9-1527 > Bill Bundzak aaah 
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custom 
K-L. color 
stats 


PAPER BASE, 

WHITE WHITES, 

DRY MOUNTABLE, 
RETOUCHABLE, 

CLOSE MATCH TO ORIGINAL 


8 x 10—815.00 
11 x 14—820.00 
16 x 20—830.00 


24 HOUR SERVICE, MADE FROM 
ANY SIZE & KIND OF 

COLOR TRANSPARENCY 

FROM ART ADD 2710.00 


KeL 


COLOR SERVICE INC. 
10 EAST 46TH ST., N.Y. 17, N.Y. MU 7-2595 








DYE: 
TRANSFER 


REPRODUCTION QUALITY 
ONLY * STRIP-INS eo 
MONTAGES * COLOR 
CHANGING/MATCHING e 


ILLUSTRATED BROCHURE 


Ralph Marks Color Labs. 


344 E. 49 St. NYC 














cqQ...CQ... CQ... 


ATF seeks you graphic arts designers who 

aren’t getting our regular (and free) mailings 

of type specimens. You need them—they’re 
indispensable tools of your trade—we have them. 
Send your name and address (home preferably), 

on business letterhead to American Type Founders, 
200 Elmora Avenue, Elizabeth, New Jersey. 


— ee ere 





Mel Hammond Company, Inc. 
185 Madison Avenue, N.Y.,N.Y. 


MECHanic ALS, 
i 20973 Ere, 








double-exposure effect. Remote unit has 
12’ cord, emphasis control, reverse but- 
ton and light pointer. Tray holds 54 
slides. Magnesium unit weighs less than 
22 lbs., has 750-watt lamp, sells for less 
than $300, including case. 714” lens 
optional. Bell & Howell, 7100 McCor- 
mick Rd., Chicago 45. 


CATALOG, 64 pps., offers ideas for prepar- 
ing printing without metal types, using 
proofs on transparent base and opaque 
proofs, oversize copy advantages, type 
styles, combination and limitations, 2. 
color headings. Altogether, 300 types 
styles and sizes. Fototype Corp. of N.Y., 
1199 Broadway, New York 1. 


TAPEWRITER, 814,” long, produces 3%” 
self-adhering labels (raised white let- 
ters or numerals on 10 different colors 
of vinyl tapes.) Made of aluminum 
alloy with nylon plastic character dial, 
magazine feed and cut-off blade which 
trims to exact size. M-5, $24.95. Illus- 
trative booklet from Dymo Industries, 
Inc., Berkley, Calif. 


DRAWING BOARDS, 710M, have anodized 
aluminum-edge, no-smudge molding, 
come in 7 sizes (12”x17” to 3”x42”), 
and range pricewise from $2.40 to $11. 
65. Also available is revived No. 10 
Trianglar table easel, $2.40. Anco Wood 
Specialties, Inc., 71-68 80th St., Glen- 
dale 27, N.Y. 


THE ART OF WATERMARKING, 4 5/8”x9” by 
Whiting-Plover Paper Co., Stevens 
Point, Wis., describes and _ illustrates 
a characteristic of fine grade paper. The 
dandy roll’s in water-marking and ad- 
vantages of trademark or logo in letter- 
heads to establish a corporative im- 
age are outlined. Booklet was prepared 
by The Brady Co., with Institute of 
Paper Chemistry's technical assistance, 
both in Appleton, Wis. 


RES-N-GEL: In addition to its 1”x6” tube, 
F. Weber Co. is marketing Res-N-Gel, 
concentrated colloidal synthetic resin 
gel mixing medium for oil colors, in a 
larger—114”x614"—tube at $1.35. 1220 
Buttonwood St., Philadelphia 23, Pa. 





Change of Address. Please send an address 
stencil impression from a _ recent issue. | 
Address changes can be made only if we | 
have your old, as well as your new address. ! 
Art Gleection. Circulation Office, 19 West 
44th Street, New York 36, N.Y. 














PHOTOGRAPHER: RUDOLPH JANU 


COMMITTEF. 
FOR 


ECONOMIC & CULTURAL 
DEVELOPMENT 
OF 


F 
CHICAGO 





VISUAL COMMUNICATION IS A DYNAMIC FORCE FOR THE CULTURAL AND 
ECONOMIC GROWTH THAT MARKS A GREAT CITY. CARL REGEHR DESIGN, INC. 
IS APPOINTED DESIGN CONSULTANT TO MEET THIS CHALLENGE FOR THE 
PEOPLE OF CHICAGO AND ITS PUBLIC. OUR DESIGN OFFICE WELCOMES THE 
CPPORTUNITY TO DISCUSS YOUR OWN GROWTH PROBLEMS AND THE CHAL- 
LENGE TO CREATE CONCEPTS IN ALL AREAS OF VISUAL COMMUNICATIONS. 
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THE MOST VERSATILE ARTIST MEDIA OF THE CENTURY 











For unsurpassed brilliance, permanence, the 
most versatile performance ever, ask for Shiva 
Casein Colors in tubes. These are the original 
Czsein Colors formulated and perfected by 
Ramon Shiva. They are compounded under 
rigid standards, and are permanent to light, 
gases, alkalies and acids. They are water solu- 
ble, but become insoluble with time. Use as 
gouache, tempera, transparent water color, 
fresco secco. Apply on canvas, board, wood, 
gesso, paper, cement, plaster, wet or dry lime 
. walls, glass. Introductory set of 12 4% x 4 tubes 
"available at your dealer's now—$3.95 
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% 
e 
, 
= 


COLOR CARDS 


} Ask your dealer for this handsome 
. brochuré (12 x 27) which includes 
a IO al! 34 Casein Colors, their tints, 
plus 5 grays, 2 blacks, non-yellow- 
ing whites,iand Technical Data on 
various painting techniques 


























HOSKINSON: ROH OFF & ASSOC. 





220 pours ait ¢rreer » CHICAGO 4, ILLINOIS 


SHIVA anv i ee? 









































Photography with purpose... 


for audiences of breeding 


SHIGETA-WRIGHT ASSOCIATES 
MIchigan 2-8715 Chicago, Illinois 
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MACHINE ASSEMBLED 


HAND ASSEMBLED 


Sere is Seldring 


Our styles are tastefully designed and are 
hand assembled (not by machine) by experienced 
personnel, allowing for better spacing, accurate 


joining of scripts and controlled dimensions. 


THERE ARE PRICES AND THERE ARE PRICES 





Fotoflex can keep prices down and quality up 


because we design all of our own alphabets and do 


not pass this expense on to you. 


Our prices are as low as $1 and $2 per word. 


“Te 


C0. 


207 EAST 37th ST. 
NEW YORK 16,N.Y. 
MU 2-1190 


<- 


Send for lhe sufpyplen onl to calle g number rot 


Cover designer 
Chuck Ax grew up in California wh re 


he studied architecture. After work ng 
a spell in Florida as an architectu-al 
draftsman he turned to commercial rt, 
enrolled at L.A.’s Art Center Sch: ol. 
Four years later he headed east wit': a 
brand new portfolio and joined N. W. 
Ayer in 1951. For the next eight yc us 
he AD’d on airline, dairy, meat pr >d- 
uct, gasoline, candy, automobile ind 
underwear accounts. He has won awards 
in New York, Philadelphia and Chi- 
cago AD shows, and in Graphis, AIGA 
and National Poster Competitions. In 
1958 he became a copy supervisor and 
in 1959 transferred to Ayer’s Chicago 
office as Creative Director. He’s just 
returned to Philadelphia as Group 
Copy Director. « 








LEWIS 


ARTISTS’ MATERIALS INC. 
SOLE DISTRIBUTORS OF MERCURY PRODUCTS 


* Drafting materials 

* Picture framing 

* Special rates and 
consideration 
given to students 
and art groups 


158 W. 44 ST. 


(OFF BROADWAY) 


JUdson 6-1090 


Retail — 
Wholesale — 
Prompt Delivery 


Big pitch, small dough? Better use 


Coloroid Prints 


to get authentic color 


*Trade Mark 











COLORFLEX 


makes your colors 
have on acetate 


STOPS CRAWLING 
STOPS CHIPPING 
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booknotes 


CONTROLLED MOTIVATION RESEACH. Louis 
Cheskin. Liveright Publishing Corp. $5.95. 

As in previous Cheskin books on buying 
motivations, case histories validate his 
findings on MR’s ability to pinpoint 
consumers’ attitudes and marketing- 
sociological problems. Among his con- 
clusions: Best ads are motivating, not 
consciously recalled; MR seeks to de- 
termine how much of old and new 
in packaging and ads win most accept- 
ance; package design should improve 
ocular impact without losing brand 
identity; reactions of feminine art 
juries should not be solicited—art and 
marketing aren’t the same; short state- 
ment and pictorial communicate best. 
282 pp., index and appendix. 


SKETCHING & PAINTING INDOORS & SKETCH- 
ING & PAINTING OUT OF DOORS. Adrian 
Hill. Pitman Publishing Corp. Both 
$2.75. Importance of bold experiment, 
fredom of natural style, what to pu in 
and omit, perspective, etc. Illustrated 
in b/w and color from author's ske‘ch- 
books. 





Louis 
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RISING LINE MARQUE 
25% Cotton Fiber Content 
Sheet Stock—in Antique Ivory, Aqua 
Blue, Petal Pink, Colonial Green, 
Dove Gray, White 
Substance 20 500 1000 
Size Sheets Sheets 
17x 22 20 40 
40 80 
1000 
Sheets 
48 





Dimension 
Grain Direction 


6500-sheet Ream Boxes of 
Rising Line Marque (83s x 
11) introduce a new and 
very.much desired user 
convenience. Available in 
White and all colors, 
Sub. 20 and 24. Also 
supplied in Junior Car- 
tons of tén Reams each 


OUTSTANDINGLY 
BETTER, RISING’S 
LINE MARQUE 
ADDS CLASSIC 
ELEGANCE T0 
COMMUNICATIONS 


Modern papermaking 
techniques make Rising's 
Line Marque outstanding 
in color evenness, clean- 
liness, and uniformity, yet 
it costs no more than 
ordinary 25% Cotton 
Fiber Bond papers. it is 
ideally suited to every 
reproduction process. 


in a selection of the best, 
Rising's Line Marque 
is always the choice. 
For now soft pastels en- 
hance its classic laid an- 
tique finish, adding new 
glamour to this elegant 
paper. Five subdued 
shades plus white, in im- 
peccable taste, are truly 
“Fine Paper at its Best.” 





RISING LINE MARQUE 
INR BOXES! 











Laid surface. Water- 
marked. Wrapped 500 
sheets per package. Avail- 
able in full-size sheets and 
letterhead sizes, boxed or 
ream sealed. Matching 
envelopes are available in 
the above substances from 
Old Colony Envelope Co. 


dl 


Write for samples and the 
name of the Rising merchant 
nearest you 


RISING PAPER COMPANY, 
HOUSATONIC, MASS 


MAKERS OF FISING 
PARCHMENT (100% CF* 


SaNOaAaVIA ANID ONISIO 


¢€ 


_— 


BOND) - RISING BOND ANDO 


* 











USE BUSINESS ARTS A FORWAF 
STUDIO IN. KEEPING WITH THE GROWTH OF 
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Tony Baldini 
John Borgersen 
Bob Branham 
John Burda 
Bob Chappell 
Tom Colmer 
Al Farmer 
Dave Foster 
Gene Givan 
Dick Hall 
Wally Hornal 
George Hussar 


“Bob Isenhart 


John Kolleng 


r 


Sam Hageman 
Gene Horwath 
Don Hurd 
George Jones 
Mel Lain 


May Kross 
Frank Lowe 
Jim Moshier 
Alice Nelson 

Don Olsen 

Joe Passarello 
Roy Patterson 
Dwain Rauhoff 
Jim Rose 
George Roth 
Gene Sharp 
Al Stine 
Harlan Vance 
Mary Wells 


+ 


RAUHOFF 


‘ PATTERSON 


ADVERTISING ART INC. 
CHICAGO 
230 N. MICHIGAN AVE. « RANDOLPH 6-4464 
ST. JOSEPH, MICHIGAN 
301 STATE STREET « YUKON 3-5596 


With these recent additions, our experienced staff totals thirty-three 
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SI names Valiant 
for styling award 
Steven Dohanos, president of Society 
of Illustrators, presents SI's Styling 
Award of 1962 to Virgil M. Exner, 
Chrysler Corp. vp/director of styling. 
The presentation was made at a SI 
banquet honoring the Valiant Signet 
200, Chrysler’s new compact, a 2 door 
hardtop with bucket seats. This is the 
second time in 30 years SI has named 
| am auto as its styling award winner. 
| Plymouth received the honor in 1955. 
The awards citation to Valiant named 
its “creative sculptured design . . . an 
automobile of outstanding originality, 
festraint and spirited beauty.” 


American TV Commercials 
' festival deadline Feb. 1 
Entries for the 1962 tv awards competi- 
tion is Feb. 1. Entry forms and details 
afe available from the festival director 
Wallace A. Ross, 40. E. 49 St., New 
York 17. An awards luncheon, exhibi- 
tion and workshop will be held Friday, 
May 4, at the Waldorf-Astoria, New 
York. It will be repeated May 11 at 
the Sheraton in Chicago, May 17 at 
the !.oyal York hotel, Toronto, and the 
Beverly Hilton, Los Angeles, May 24. 
Fie 16mm showings of the 1961 
awa) | winners are touring. Advertisers, 


agency creative and research staffs may 
book 2700 commercials in product 
category reels. 


AD repped by 

Ed Schoen, Jr. 

Art Direction advertising department 
has added Ed Schoen, Jr., formerly of 
Playbill. He has held advertising, pro- 
motion and publicity posts with indus- 
trial concerns, newspapers and maga- 
zines for 11 years. 


Corner named 
Milprint east AD 


Milwaukee production art director 
since 1957, Wesley Corner has been 
promoted to eastern area AD for Mil- 
print, Inc. and will be headquartered 
in New York. Corner joined the com- 
pany as a production artist in 1955, 
after freelancing in his native St. Louis 
and serving with the art dept., Uni- 
versal Match Corp. He is a member of 
the Milwaukee ADC. 


Life promotes Tudor, 

Quint, Mackland, Rowan 

Charles Tudor, AD of Life for more 
than 20 years, has been named director 
of quality control in corporate produc- 
tion, with responsibility for improve- 
ment in printing and reproduction for 
Time, Life and Sports Illustrated. Ber- 
nard Quint, primarily responsible for 
Life layout and design of the news sec- 
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tion, has been promoted from associate 
AD to AD. David Stech was named 
associate AD. 

Ray Mackland, picture editor for 10 
years, has been named to a corporate 
production project — investigating the 
company’s systems for transmitting 
photographic and text copy from 
source to printer, and exploring pos- 
sible technological advances. Roy Ro- 
wan, recently appointed asst. manag- 
ing editor, will direct Life’s photogra- 
phers and photographic facilities. Ri- 
chard Pollard, Life bureau chief lately 
in London, is now Rowan’s deputy as 
senior editor. 


Contrast in b/w and color and be- 

tween the lines. Another in 
the endless variations Papert, Koenig, 
Lois is doing on the vodka-with-a-taste 
theme. 

Credits: AD George Lois, PKL. Photo- 
grapher Tim Galfas. Model, actress 
Tina Louise. Copywriter Julian Koenig. 
Type, Frank. Goth. Cond. head, Cent. 
Exp. body. Bottom mandatory line, 
Light Line Goth., T.P.I. 


athe? ti tet 


: 


G 
i 
' 
> 
J 
, 
2 
E 


ewer 














Touring show demonstrates A travelling exhibit sponsored by Naegele Out- 
possibilities in outdoor door Advertising illustrates “ordinary” and “crea- 
tive design approach” outdoor in variety of 
product categories. Poster panels compare hackneyed design concepts with sug- 
gested new solutions employing both graphic and outdoor appliance design. 
Information on show dates and cities from local Naegele branches or James Root, 
director of national sales, Naegele, 3338 University Ave. S. E., Minneapolis. 





C&W promotes 
Steve Baker 


Vp/AD Stephen Baker has been 1 amed 
a creative director and vp in cha ze of 
special projects at Cunningham & 
Walsh. He has also been appointed 
to the plans board. His new responsi- 
bilities include copy as well as art for 
both tv and print. 
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Humor for airlines Sight gag carried 

to the nth degree 
in b/w for newspapers. Shot inside 
lighted plane at midnight, the complete 
stripin began with original shot of 
model in first seat. Photographer used 
wide angle lens for depth. 

Credits: AD William Taubin, DDB. 
Photographer Harold Krieger, Copy™ 
writer Monte Ghertler. Type, Light 
Line Goth., Grot. No. 9. Ret ucher 
Fred Greller Associates. Model Pete 
Turgeon, in phony glasses and 10us 
tache. 





$ pOnsi- 
s art for 


Qu druple use 


William Carter Co., on small budget, does a color spread every 


for small budget 6 months. This one gets maximum money’s worth with 4 
product showings, maximum design and appeal. Blue and 
gre a type, blue and white clothes on dark eyed baby. 
( edits: AD Bob Ballantyne, BBDO. 4 shots by photographer Tana Hoban. Copy- 
writer Joan Hoddeson. Type, 36 pt. Lydian Ital., Chris. F. Olson. 


‘cad Fort Pant tt ‘and pte or red at ps 
te & atest 20, 7) 4 tow 800 
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The Texas theme Everything’s bigger 
and better in Texas, 
Texans say. Advertiser Mission Valley 
Mills of Texas says it too in illustra- 
tion and copy for campaign contrasting 
small models and over-size props. 
Credits: AD Hal Davis, Jan Trahey 
Associates. Photographer Jerrold Schatz- 


| bery. Two color transparencies photo- 


composed by Norman Kurshan Color 
Service. Retoucher Tulio Martin. Type, 
Chelt. B. Ext. Cond. head; Light Line 
Goth. body, Franklin. 


supine 


incongruity for advertiser and pro- 

duct—Springmaid sheet of 
Supima cotton. This is an introductory 
ad—announces the first sheet made com- 
pletely of Supima. 

Credits: AD Peter Hirsch, Douglas 
D. Simon Advertising. Photographer 
William Helburn. Copywriter Douglas 
D. Simon. Type, Frankl. Goth. head, 
Light Line Goth. body, Composing 
Room. Logo designed by Gene Federico 
when with the agency. 
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Double take A left hand color page 

plus a facing 3rd-column- 
away b/w column do 2 jobs for SCM- 
Marchant calculators. Copy and illus- 
tration in both segments refer to each 
other, hard sell machine features and 
company’s services, include coupon 
offer. 

Credits: AD Phil Meyer, C&W. (Ac- 
count now at BBDO.) Photographer 
Ramon Rosario. Copywriter Don Wil- 
liamson. Type, Stand. and News Goth. 
B., Central Zone. 


SI 62 
Jan. 23-March 2 


The Society of Illustrators show will 
be held at SI galleries, 128 E. 63 St., 
New York, Jan. 23-March 2, and will 
be open to the public. Each entry ex- 
hibited will be reproduced in Illustra- 
tors 62 Annual, to be published next 
fall by Hastings House, and designed 
and edited respectively by William 
Buckley and Austin Briggs. Illustrators 
‘61 Annual, designed by Nelson Grup- 
po and edited by Robert Fawcett, is 
presently available. 

Awards will be presented at the pre- 
view opening at SI Monday, Jan. 22. 
Winners will be notified prior to the 
opening and will be guests. Accepted 
entrants will be invited. Reservations 
may be made by writing SI or calling 
TE 8-2560. 

Paintings and drawings in 6 illustra- 
tion categories will be judged by as 
many panels. They are: Advertising, 
jury chairman Stan Galli, Robert 
Geissmann, Richard Hurd, Arthur 
Lidov, Robert Pliskin. Editorial, jury 
chairman Alex Ross, William Cadge, 
Frank Eltonhead, Bernie Fuchs, Thorn- 
ton Utz. Institutional, jury chairman 
Robert Hallock, Arnold Copeland, 
Robert Jones, Alvin Pimsler, Bradbury 
Thompson. Book, jury chairman Barye 
Phillips, Harry Devlin, Hardie Gra- 
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matky, Helen Masten, Mike Ramus. 
Tv and film, jury chairman William 
Duffy, Raymond Betuel, Jack Good- 
ford, Marvin Kunze, Norman Tate. 
Unpublished, jury chairman Robert 
Handville, Henry Koehler, Al Parker, 
Richard Stone, Murray Tinkelman. 

Alternate jurors are Bernard D’An- 
drea, John Moodie, Ray Prohaska, 
Mary Suzuki. 

All selections in each category will 
be reviewed by a panel of jury chair- 
men, to assure a balance of techniques, 
concepts and applications. 


O. Paccione from Leaving Grey 
Grey to Leber & Katz where he was 

vp / head AD, 
Onofrio Paccione has joined Leber 
& Katz as executive vp/creative direc- 
tor and part of management. Agency 
has changed name to Leber/Katz/Pac- 
cione, Inc. The 8 year old 4A com- 
pany currently bills $3 million. 


AlGAers tour Asia 
with AD paper show 
Mr. and Mrs. M. B. Glick, book pro- 
duction and design experts, are cur- 
rently touring the Near East as repre- 
sentatives of AIGA and under the 
auspices of the Specialists Program, US 
Dept. of State. They are holding semi- 
nar discussions on printing design and 
production, and showing examples of 
American print design. The show in- 
cludes a selection from Art Direction 
magazine's Creativity on Paper show. 
The tour began at Kuala Lumpur, 
Malaya. Current and coming schedule 
includes Rangoon, Burma; Calcutta, 
India; Dacca, East Pakistan; Bombay, 
India; New Delhi, India; Lahore, West 
Pakistan; Karachi, West Pakistan; 
Teheran, Iran; Ankara, Turkey; Istan- 
bul, Turkey. 


The mild approach An island of peace — but sell — in the sea of rock 
sock-’em ads is this offwhite light-touch spread for A: lers 
anklets. White clothing against white background serves to de-emphasize the 
setting, so the product shot (real feet in the socks) holds the stage. 
Credits: AD/cartoonist Dan Gallagher, McCann-Marschalk Cleveland. Concept/ 
copywriter Mary Chichester. Photographer Carmen Schiavone. Retoucher Henry 
Krimberg. Logo, Ven. B., Text, News Goth., Type & Art, Inc., Cleveland. 





Night flight Four b/w panels record the time it takes to fly from New York to 
Bermuda, via Cunard Eagle. 

Credits: AD Tony Mandarino, Keyes, Madden & Jones. Photographer Richard 

Saunders. Copywriter Hank Seiden. Type, Frankl. Goth. and News Goth., Graphic 
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ADs urge less copy 
for direct mail 
The 44th Annual Direct Mail Advertis- 
ing Association Convention heard a 
panel of art directors tell them how 
print media has gained in communica- 
tion effectiveness by reducing copy, us- 
ing strong, direct, visual appeal to put 
across the sales message. The panel 
suggested the same for direct mail. 
The panelists were: Lou Dorfsman, 
CBS; Suren Ermoyan, BBDO: Herbert 


Lubalin, Sudler, Hennessey and Luba- 
lin; Alice Moseley, McCann-Erickson; 
Howard Munce, FC&B; Robert Pliskin, 
B&B; Patric Rowley, McCormick-Arm- 
strong. 

Session moderator was John Crich- 
ton, editor of Advertising Age. The 
majority of the panel urged shorter 
copy to allow more room for art and 
design, and for better selling pc wer. 
A TV Guide campaign was show" 4s 
an example of what the ADs consic :red 
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zood direct mail. When Alice Moseley 
juestioned whether the campaign had 
ichieved its sales objective — increased 
dvertising — the publisher from the 
loor reported that in the first five 
1onths a 50% increase was noted. 
Lou Dorfsman pointed out later, 
1edia promotion can be more sophisti- 
ited because of its audience. Just how 
fective the same approach would be 
1 a consumer item was not discussed. 
The panel also objected to gimmicks 
at were nothing but stoppers or sou- 
nirs. With slides they showed many 
ailings in which the visual device was 
mbolic of the key part of the message 
id thus served a valid communication 
{ netion. 


2 in 1 Double duty b/w ad for trade 

books to the decorating field 
shows 2 views of advertiser himself in 
chairs to fit modern and traditional in- 
teriors. 

Credits: AD Hal Davis, Jane Trahey 
Associates. Copywriter Frankie Cadwell. 
Photographer Horn/Griner. Type, 
Stand. Med, and Light Line Goth., 
Franklin Typo. 


Local outdoor contest 

deadline Jan. 31 

The 10th annual advertising contest 
sponsored by Outdoor Advertising 
Assn. of America honors the best cam- 
paigns and designs of local outdoor 
advertisers and recognizes organiza- 
tions and individuals responsible. All 
entries, in the form of 35mm color 
slides, color photographs or original 
artwork, must be submitted through 
member companies of OAAA. Details 
and entry blanks are available from 


29, Mates 


GREAT LAKES STEEL cen one» nnn enon 


Steel and brick Steel for auto bumpers — theme in series of color spreads for 


in high style 


Great Lakes Steel here emphasizes dent resistance. 


Credits: AD Jay Houtz, Campbell-Ewald Detroit. Photographer 
Lynn St. John. Copywriters Dick Turpen and Joe Paonessa. Headline, Lettering, 
Inc.; body type, Times Wide, Geo. Willens. 





contest chairman Rlaph Glockler, mgr. 
Business Development Dept., OAAA, 
24 W. Erie St., Chicago. 


Litho show awards 

moved to May 7 

The 57th annual convention of the 
Lithographers & Prniters Natl. Assn. 
has been rescheduled from April in 
Virginia to May 7-10 at the Boca Raton 
Hotel and Club, Fla. Change in dates 


ber 1961 
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affects the awards dinner and presenta- 
tion ceremony for the 12th Lithograph- 
ic Awards competition, now slated 
for May 7. At that time winning speci- 
mens will be displayed and an illus- 
trated awards catalog will be distri- 
buted. 

Entry deadline is Jan. 5. The 4 color 
announcement brochure, designed by 
Walter F. Bomar and illustrated above, 
and entry blanks are available from 
LPNA promotion director Herbert W. 
Morse, 597 Fifth Ave., New York 17. 


Fred Niles opens 

New York film studios 

A 5 story building at 108 West End 
Ave., between 64th and 65th streets, 
houses the $rd film production branch 
of Fred Niles Communications Centers. 
With the additional facilities, the Chi- 
cago company now has production cen- 
ters coast to coast. The west coast 
center recently reorganized and moved 
to Producers Studios, Hollywood. The 
New York center occupies 2 floors with 
access to the other 3, and includes fully 
equipped stages, car drive-in entrance, 
recording studios and editing rooms. 
Howard Henkin, formerly a partner in 
HFH Productions and once associated 
with Academy and Shamus Culhane 
Productions, is in charge of the New 
York branch. 
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1) Jap posits 
by American photographer. One in 3 
color portfolios of Japan, for Holiday. 
This, from The Moods of Fuji, has 
arrangement of pilgrims praying at 
dawn. 

Credits: Photographer Burt Glinn. 
AD Frank Zachary. Art editor Louis 
R. Glessmann. 





2) Attention 
to the copy point for Rainier Beer— 
the care taken in brewing... “if smoke 
got into the beer during the brewing 
process, it would alter the flavor.” B/w 
newspaper ad for the west coast. 
Credits: AD/designer Len Sirowitz, 
DDB. Copywriter Ronald Rosenfeld. 
The no smoking sign designed by AD 
combining hand lettering and Photo- 
Lett ring faces. Body, Cent. O. S., 
Typo Craftsmen. Logo signoff (idea, 


Bill Bernbach,) is replica of actual beer 
can top plus punched opening. 


3, 4) Take a bite 

of American Home’s “sweet market” 
says this promotion. Outsize “popsicle” 
piece in brown, purple, orange and 
white, is 19” deep, 634” wide. Mailed 
to agency media men and advertisers, 
also delivered in person by 414 year 
old model Pamela Beltz. 

Credits: AD / designer / copywriter 
Herb Ehrlich, American Home promo- 
tion AD. Designer Steve Lewis, artist 
Walter Tondetter, letterer Omylin 
Dannyluke, all when with Mel Rich- 
man, Inc. Type director Art Sullivan, 
MRI. Printed on 8 pt. coated card 
stock and no. 25 glassine bag by Char- 
les Offset. Type, Latin B. Cond. dis- 
play; Times New Rom., text; Typo- 
graphic Service. 
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5) 6)7) Easy does it 
Color, bleeds, large and exciting type 
may be the recipe of the magazine 
giants but those with less lavish bud- 
gets have to stir their readers too. 
Metronome does it with bold type 
handling, playing it contemporary yet 
cool. Family Weekly's b/w spread on 
pay TV achieves vitality an easier way. 
Playboy uses new illustration talent. 
Pages from these magazines are shown. 
Glamour-Charm recently ran all-type 
sectional dividers on a paper stock con- 
trasting to the regular coated, a grow- 
ing technique with magazines, includ- 
ing Woman's Day and the new Show. 
Credits: 7) Metronome AD, Jerry 
Smoker. 6) Family Weekly AD, Phillip 
Dykstra. Lettering by Ed Benguiat fol- 
lowing Melior, the magazine’s heading 
type. 5) Playboy AD, Arthur Paul. 
Drawing by James Plumeri. 


8) Art doing the job 

Simplified colorful illustration for Wor- 
thington Corp. campaign. Art rather 
than photography in the series of in- 
dustrial ads shows heavy equipment 
and applications. Quality of art, and 
body text used as expanded captions 
together make a combined industrial 
and institutional campaign. 

Credits: AD Anthony D’Arrigo, NLB. 
Artist Harvey Schmidt. Copywriter 
Dean Ferres. Type, Stand. B. head, 
News Goth. body, Typogaphic Service. 
Logo designed by NLB head AD 
Joseph La Rosa. 


9) Unusual view of motion 
Creativity of photographer panning in 
with camera captures movement and 
spirit of children on a swing, in ex- 
emplary reportage of India’s monsoon 
season. 

Credits: Photographer Brian Brake, 
Magnum, in color portfolio for Life. 


10) Building a creative image 

Combination .of old print, black type, 
and unusual paper stock in a mailer 
promoting a designer. 

Credits: Designer Richard Welling, 
Hartford. Print from Bettmann Ar- 
chive. Type, Frankl. Goth., Mono 
Type. Silk screened by Ad-Craft on 
Japanese handmade Cloud paper, from 
Nelson-Whitehead. 


11) Merchandiser 

A “phone booth” for floor and window 
display holds 3 cases of liquor, catches 
the eye through unusual theme, ma- 
terials and bright silver, red, yellow 
and black colors. Ilustration of four 
roses is silk screened on acetate back 


window panel. Size is 73” high, 19” 
wide, 13” deep. 

Credits: AD Randolph Philpotts, 
Interstate Boochever, Fair Lawn, N.J. 
Rubber plate printed in high gloss 
colors on white corrugated board. 








Both these pumps teed over 
Dut one does much better! 
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12) Offbeat tv 

Martini & Rossi series earlier featured 
an arm coming out of a crate in ship’s 
hold and pouring vermouth while the 
glass slides around. Now the crate is 
right out on the ocean with self pour- 
ing bottle serving the drinks in rhythm 
to the rocking waves. 

Credits: AD Gregory Bruno, Reach 
McClinton. Writer Richard Karp. Pro- 
ducer Merl Bloom. 20-sec. commercial 
was shot in b/w and in color at Col- 
umbia Pictures, Hollywood. 


13) Daring 

and informality of the Capezio ads, 
both art and script, interprets the copy, 
builds exciting image. Sales promotion 
tied to this ad is a red, white and 
blue “Capezio Declaration of Indepen- 
dence,” repeating the figure and ex- 
panding the copy. Advertiser’s one 
color ad a year is repeated at staggered 
intervals. 





Credits: Ward Emerson, Hockaday. 
Hand letterer Andrew Szoeke. 


14) Rainbow of color 
in strong inverted U shape tells the 
story for Advertisers Color Co., L.A. 
Used as a trade ad and a mailer, this 
contrasts brilliant colors and heavy de- 
sign with delicate b/w photo and typo- 
graphy. Logo at bottom in 4 colors. 
Credits: AD Lou Frimkess, Advertis- 
ing Designers. Designer Joe Weston. 
Photographer Ben Dennis. Copywriter 
George Wolfe. Type, Mono. Bembo 
#270 for the text, ATF Goth. #545 
for logo, Advertising Designers. 


15) A string of dimes 
themes promotion for 


Continental 
Coffee’s sales and distribution in vend- 
ing machines. This 8-fold diecut mailer 
in b/w and red. Copy message across 
front faces, “A whole string of dimes 
couldn’t buy a better cup of coffee.” 
Back faces run the big sig across 7 
panels, message on last panel. Direct 
mail and trade ad program is built on 
varied illustrations and themes with 
dime. Mailers include real dimes. 

Credits: AD Joseph MacDonald, Her- 
bert Baker Advertising, Chicago. Copy- 
writer Ira Brichta. Photographer Rose 
& Mayer. Lettering by Lettering, Inc. 
Type, Chelt. B. Cond. and Fut., 
Agency. Offset by Leonard Davis Co. 
on 70-lb. Beckett Hi-White Offset. 


16) Decorative and distinguished 

British display that’s simply assembled, 
practical for flat shipping, combines 3D 
forms with ornamental art and space 
for product. Entire display can be cut 
and creased from 1 flat sheet. Rein- 
forced folds and hinges lock the unit 
rigid when erected. 

Credits: ADs John Cox and John 
Baber, Brand Image, London. Designer 
John Baber. Artists Frank and John 
Baber. Photographer John D. Green. 
Offset by J. Wiener in 7 colors on 
Chromo paper lined onto .065 straw- 
board. 


THSrrar ft ser ts ITIL 


immririvrey 


Se Se ee oe |) a BS 
T= 








f acer Sy Jens Riso 
ack adjustable For frrn step 
noistered orn watout. The 


pocage Qailas Las Angeies, New 


JUST BREAKING 


rt, Capenhages. Me ibourne, Taront 


Old Pheough ‘eaciog Sealers 4 deagners 





AD spots top creative direction in cur- 
rent newspaper, magazine ads 


To help you keep on your advertising 
toes, Art Direction has developed a new 
newsgathering system making it possible 
to illustrate and report ads just breaking. 
The accompanying ads all make their 
first appearance in late November or 
early December publications. 
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{ Oredan ... the fiber with the six senses of fashion 
of the six sete of fashion. It ix tenderness, wonder, romanec . . . the 
of contact. In all of fife, it is the most tangible expression of the trath. 
acrylic fiber is odding this truly creative touch to deep pile rags. apparel. 
Shions. Creslan imbues fabries with a beautiful band, makes them triendlier, 
letightful: tonches them with richness. Look for them. Youll delight im all 
work, vitality, lightness, color, teste. and beeaty. American Cyanamid Co. X.Y 
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Why Ford Motor Company cars are better built. One touch of the toe while backing up 
and the brakes are adjusted. That's one of the self-servicing features pioneered by Ford 
Motor Company, and standard on many of our cars. Others include 6,000 miles between 
oil changes and minor lubrications, major lubrications that last 30,000 miles and 
life-of-the-car transmission fluid. These are just a few of the steps already taken in Ford 
Motor Company's determination to free you from car cares. They add up to the fact 
that Ford-built cars are built to last longer, require less care, and retain their value 


FORD: Falcon, Galaxie, THUNDERBIRD 
MERCURY: Comet, Monterey, LINCOLN CONTINENTAL Products of @EE3> Motor Company 


1) The boss’ boss approves his choice of Risom furniture. Her telling 
does the selling in this conversation piece. Advertiser: Jens Risom De- 
sign, Inc.; Agency: Sudler & Hennessey, Inc.; Art Director: Herb Lubalin; 
Photographer: Wingate Paine; Engraver: Collier. 


2) Photo likeness via line. CBS TV Network's 150-plus line drawings pro- 
moting 80-odd programs are now being used by affiliated stations. Series 
objectives: Ads must stand out, capita!ize on white space, be foolproof 
for newspaper reproduction, instant recognition for each character, and 
reflecting photographic likeness. Agency: Ads prepared by BBDO; CBS 
Art Director: Lou Dorfsman; Artist: George Breslow; Engraver: Collier. 


3) The non-stagey, unstudied product look. Ad series creates the inti- 
mate feel of things—“as they look before the camera came—something 
just glanced at as you went through the room and reacted to warmly.” 
Advertiser: American Cyanamid Co.; Agency: Ben Sackheim, Inc.; Art 
Director: Thom Lafferty; Photographer: Melvin Sokolsky; Engraver: Knapp. 
4) Creating quality image through dramatic closeup of quality symbols. 
Most ads in this new campaign show only a small part of the Fords, 
some none at all. Agency: Kenyon & Eckhardt, Inc.; Art Directors: 
Chauncey E. Korten & Clyde Baird; Photographer: Erwin Blumenfeld; 
Engraver: Knapp. 
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New Ronson Varaflame lights 150 packs of cigarettes without refueling! 


And with a 10-second injection of Butane fuel it's ready for 150 more 


You hardly ever have to refill the Ronson 
Varafiame. Take those 160 packs up there. 
At a pack a day, that’s about 5 months of 
lights without refueling ! 

Ronson® has created this revolution in 
lighters by getting rid of cotton, wicks, ordi- 

and 


nary lighter fluid, mess. 
Instead of lighter fluid, the Varaflame 


gas. You inject it from a 
t's 


makes evaporation 
impossible. Other lighters lose fuel when 
they’re not in use. But the Varaflame uses 
fuel only when lit. 


And by replacing the wick with an ingen- 
ious valve, we achieved the remarkable 
adjustable flame. You touch a dial and go 
from a low flame for cigarettes to higher 


Vv styles (from 
$9.95"). And 25 table styles (from 914.95") 
that go up to 2 years on one fueling. 





5) Visualizing a potent sales point. Research showed that a Ronson 
lights 3,000 cigarettes without refuelling. AD and photographer drama- 
tized that finding. Corollary readership factor: Readers search picture 
for their favorite brand. Agency: Doyle Dane Bernbach; Art Director: Ben 
Spiegel; Photographer: Marty Bauman; Engraver: Collier. 


6) Alerting men’s-boys’ outwear manufacturers. Trade ad humanizes 
swatch illustrations of Dynel Modacrylic pile fabrics with line art re 
versed into fabric photos. Advertiser: Union Carbide; Agency: Chirurg & 
Cairns, Inc.; Art Director, Art: Walter Schnyder; Photographer: Houston 
Shields; Engraver: Horan. 


7) Bible sells paper. Ecusta combines a topical illustration with a pitch 
for its whiter, almost weightless paper. Advertiser: Olin Mathieson Chem- 
ical Corporation; Agency: Doyle Dane Bernbach; Art Director: Bob Gage; 
Photographer: Wingate Paine; Engraver: Knapp. 
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Philip Morris 96% 
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RCA Victor 94% 
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Heinz 92% 


By HOYT HOWARD 


What makes a great trademark? Why 
arc many trademarks not remembered, 
unmemorable and weak even though 
widely used (I didn’t say “widely 
known”)? How can you tell a good 
‘mark from a poor one? 

Easy . . . a simple parlor game. If 
played by some of our largest corpora- 
tions, it might redirect millions of 
dollars now being spent to promote in- 
effective trademarks. 

One large company is now redesign- 
ing its corporate image because of the 
low score its trademark received when 
the author played the game with 135 
members of the United States Trade- 
mark Association two years ago. If the 
executives of this corporation had done 
this years ago themselves . . . well... 

Anyone can make a similar test; here 
is all you do: clip up to 26 trademarks, 
and paste them on small cards. Letter 
the cards from A to Z. Ask at least 100 
persons to identify the product. Keep 
score. Now . . . pick out about a half 


Sunshine Bakers 26% 


Aunt Jemima 91% 


Brooks Brothers 23 


Bordens 91% 


dozen top scoring trademarks and pin 
them up in front of you. Then pick out 
an equal number of the poorest ones 
and pin them up directly underneath. 
Ignore the ones in between for a while. 
Look at them from time to time. If 
yours is in the top group (or close to 
it), leave the design alone. If it is in 
the poor group, you will be able to 
find out why. 

Here is a list of trademarks that we 
tested in two sets. One set had 435 
interviews, the other 326. We have com- 
bined them here for comparison. This 
is not an accurate comparison, and the 
scores are probably high because most 
of these were made among my Madison 
Avenue friends as well as the trademark 
experts. But the important thing is that 
the good ones will be good and the bad 
ones will be bad, no matter whom you 
interview. 

Greyhound Bus 98% 

Philip Morris 96% 

RCA Victor 94% 


Frigidaire 18% 
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Smith Brothers 
Heinz-57 

Aunt Jemima 
Bordens 
Pontiac 
Ballantine Beer 
Jantzen 
Seagrams 7-Crown 
Cadillac 
Planters Peanuts 
Four Roses 
Johnnie Walker 
Dutch Cleanser 
Morton’s Salt 
Socony-Mobil 
White Rock 
Blue Cross 

Bon Ami 

White Horse 
Buster Brown 
Fisher Body 
Green Giant 
Kraft 


Black & White Scotch 
(Continued on next page) 


Pontiac 8&% 
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1.W.Harper 10% 
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Chevron Gasoline 56% 
CBS 55% 
Campbells 51% 
Revere Copper 51% 
Newport Cigarettes 50% 
Metropolitan Life 49%, 
Hathaway Shirts 49% 
Sunmaid Raisins 48% 


Fisk Tires 47% 


Chesapeake & Ohio 45% 
Mercedes-Benz 45% 
Shulton Old Spice 45% 
Beefeater Gin 48% 
Old Grand-Dad 89% 
Goodyear 87% 
Cream of Wheat 34% 
Carstairs 34% 
Hartford A&I 27% 
Sunshine Bakers 26% 
Brooks Brothers 23% 
Frigidaire 18% 
I. W. Harper 10% 


15 years ago I began the test with my 
friends. Certain things began to bother 
me. Why didn’t they know what the 
man-of-distinction drank (do you?)? 
They recognized Betty Crocker all right, 
but they did not know what flour she 
was selling (do you?). Why didn’t they 
identify the Clicquot Club eskimo or 
the Cadillac shield? This did not keep 
other auto manufacturers from imitat- 
ing Cadillac . . . they all had to have 
a shield . . . none of them identifiable. 
When Cadillac changed to the- famous 
V, its identification rose to 98% at one 
point. Now, it is down to 85% because 
... well... your reason will be as good 
as ours. 

Four Roses, for years and years, was 
perfect; 100% recognition. Then they 
put it in a shield. Look at the list and 
see where it is today. Evidently we 
should stay away from shields as well as 
other done-to-death symbols. Business 
men must think that their competition 
is smarter than they are because they 
want to do what the other is doing. 
Perhans they are just sheep-in-grey- 
flannel-clothing. Witness the hundreds 





of brand names ending in “co”. 

Go no further than the Oil Industry. 
Here we have Texaco, Amoco, Sunoco, 
Aramco, Conoco, Utoco, Tenneco, and 
the latest, Enco. I am disappointed that 
Lion Oil Company did not follow suit 
... "Loco Gasoline makes your car go 


like crazy”. 
Philco, Crisco, Delco, Inco, Armco, 
Nabisco, Tabasco, Norelco, Pebecco, 


Necco, Apeco, Airco, Canco, Westvaco, 
Genesco, Avco, etc., etc. I am sure we 
ali could name at least a hundred in 
an hour. 

The same thing is true for trade- 
marks. We have lots of crowns, shields, 
eagles, cooks, old men, winged feet, etc. 
Most are not even remotely connected 
with the product. Look at all the circles 
and ovals, not to mention the dia- 
monds, oblongs and triangles. Union 
Carbide recently asked for another oval. 
The designer gave them a modernized 
hexagon . . . bravo designer . . . bravo 
Carbide. 

Now look at the trademarks we are 
comparing. The good ones (at the top) 
are all exclusive and most are distinc- 
tive to the product. Now look at the 
poor ones to learn what not to do. 

Goodyear gets all sort of votes for 
Mercury Auto, Flowers-by-Wire, Wes- 
tern Union, delivery services and even 
The New York Athletic Club. 

Cream of Wheat trademark is identi- 
fied with all kinds of food products. 

Carstairs White Seal is a visual pun. 
You see, this is really not the kind of 
seal they are talking about. 

Hartford A&I sells beer, whisky, Elks 
Club, sporting goods, hair tonic, as 
well as other insurance companies. This 
stag (which is really a hart . . . get it?) 
is the main illustration of most Hart- 
ford ads. 

Sunshine Bakers do fine for any other 
kind of baked goods, especially Uneeda, 
a rival. 

Brooks Brothers is just not recognized. 
Some venturous souls write British 








woolens, a meat company or somethii g. 

Frigidaire is one of those crowns tl.at 
I mentioned earlier. A vice president of 
General Motors, at one of my gave 
sessions, missed this one. Don’t bla:.e 
him .. . it is the mark’s fault... 
only 18% of my advertising frier ds 
identified it. 

I. W. Harper sells Johnnie Walker 
and Hiram Walker like crazy. We cin- 
not say that he has not had his chance, 
because I. W. Harper ads have featured 
him, full-length, in all their ads for 
years and years. 

Whenever I found some company 
bragging about their trademark, I put 
it in the game. Here are some samples: 

“The Hartford stag, a long-standing 
symbol of reliable coverage and fair 
treatment . . . one of the most widely- 
recognized and trusted trademarks in 
the insurance field.” (Score at the end 
of the half, Metropolitan 49, Hartford 
27.) 

“Year after year the kindly figure of 
Old Grand-Dad has served to symbolize 
the trust and confidence in the hearts 
and mind of millions for the finest of 
all bourbons.” (39% identification on 
Madison Ave. He also sells Old Taylor, 
Old Fitzgerald, Old Hickory and other 
“old” something-or-other, as well as 
Webster’s Dictionary and the Saturday 
Evening Post.) 

“The Brooks Brothers trademark ... 
known to all men, everywhere, as a 
symbol of quality clothing.” (23% even 
on Madison Avenue). 

“America’s oldest and _ best-loved 
trademark,” once said Fisk Tires. This 
little boy with tire and candle sells 
tires, however . . . Firestone, Goodye2r, 
Goodrich, Seiberling, Kelly, General 
and Fisk. 

fell, fellows . . . with millions of 
dollars riding on these visual symbols, 
keep those trademarks exclusive, im- 
mediate, and distinctive . . . if you can. 
o 





SOURCES OF STIMULUS 


TV commercials often draw on 


avant-garde films 
by Ralph Porter 


Of all the film societies in the country 
none has influenced the creative televi- 
sion artist more than Cinema 16. Their 
experimental, avant-garde and new art 
forms pop up with amazing regularity. 

This year marks the fifteenth anniver- 
sary of Cinema 16 which was founded 


9 by Amos Vogel, an Austrian film enthu- 
es siast, who has sought out these unique 
ding aa films shown nowhere else in the States. 

fair ‘ He has an impressive library and is now, 
dely- perhaps, the main authority on experi- 
dar mental filmmaking. 

end While many of his highly volatile 
ford films evaporate into nothingness or ob- 

scure points of esthetics, most are excel- 
re of lent visual barometers for the graphic 
olize . artist. Agency Art Directors and film 
carts producers flock to view these private 
st of showings. Much of what they see even- 
Pua tually finds its way into TV commercials. 
ylor, Say 1) Dance of the Shells transforms sea 
ther ‘ shells into monstrous and marvelous 

1 as shapes. 


rday 2) Loops is a Norman McLaren ani- 
mated film. This represents two musi- 
cal notes, one in high and one low 
register. 
Etude is an example of abstract art 
deriving from nature, in this case the 
beautiful patterns produced on an 
oscilloscope by the movements of an 
electric current. 
The avant-garde film can be deeply 
human too, as in The Mirage, by 
Peter Weiss. This European film will 
be shown in New York in April 1962. 
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still a down-to-earth ad center, 


effectiveness and distinction 


Chicago s 29th 
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Chicago's creativity ts a blend of 


“Down-to-earth advertising” is a phrase 
to warm the heart of many an ad man- 
ager and chill the soul of some creative 
men. But Chicago is finding a way to 
blend creativity with hardsell. Little of 
Chicago advertising (but some of the 
editorial pages prepared there) is way 
out. But there is a touch in the illus- 
tration, design and photography of the 
best ads that gives the campaigns both 
effectiveness and distinction, as some of 
the top winners from the current exhi- 
bition, shown here, illustrate. 

Awards dinner featuring comedian 
Dick Shawn was held at Palmer House 
Nov. 20. Show runs at the Prudential 
Building through Dec. 15. The show 
will travel and the club will produce an 
annual based on it. 


AD: Fran Foley 
Art, photog: Fran Foley 
Advertiser: Marshall Field 
& Co. 

2) AD: Charles Walz 
Art: Ernest Henefeld 
Advertisers: Abbott Labo- 

ratories 






















4, 4 fs 
Nahe vente! he give 
~sorte comers cow rofl, Weer 
thew phew fess the PS Aneto 
out hy dee ot ght ooh ee 
ore trewetom teks, ce amt 


ee 
+) tows dewwen These by San 


eth Sate, ate Pv omeren (ee 
Pork, tase Rorwer, Pack Korum. Ui 
mcheaed om See am Mata te 


Art Direction / The Magazine of Visual Communications / December 1961 














= 


tastes even better than it looks! 


&, 


~ and Sara fee Cream Cheese Cake _ f 


(AORN HREEN PRON TOE CHEN BRADY TO RERYE = VOUe GROCERS PROTON 


Otto Storch, Tana Hoban and 
E. A. Adams 
Howard Zieff, Draper Dan- 
iels, Sam Fink (back to cam- 
era), Otto Storch and Tana 
Hoban 
TV jurors Georg Olden, Jim 
Cherry and Jack Zander 
(standing ) 
Howard Zieff, Draper Dan- 
iels, Earle Ludgin, Norm Lu- 
rich, Sam Fink 

e) facing camera, Harry Smed- 
ley, jury committee member, 
and judging committee chair- 
man Gene Kolkey 





8) AD: Ken Tauber, Ron Bean 
Photo: Charles Thill 
Copy: Sherman Rogers 
Advertiser: Kitchens of 
Sara Lee 
AD: Burton Cherry 
Photo: Gary Scott 
Copy: Natalie Cherry 
Agency: Burton Cherry & 
Associates 
AD: Bob Englund 
Copy: Tony Sellwood 
Agency: BBDO 
Advertiser: Minneapolis 
Star & Tribune 
AD: Leonard Jossel 
Photo: Dennis Stock, Mag- 
num 
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9) 


7) Art: Robert Trendie 
Agency: Chess Producing 
Corp. 

Advertiser: Argo 

AD, art: John Massey 
Advertiser: Container Cor 
of America 

AD: Richard Howe 
Photo: Ray Atkeson 
Copy: L. Holmberg, D. Bom- 
bach 

Agency: Y&R 
Advertiser: Internationa 
Minerals & Chemical Corp 
AD: Bernard Roer 

Art: Dan Romano 

Copy: Ken Hayes 
Agency: Y&R 
Advertiser: American Bak- 
eries Inc. 


America’s modern farms are growing larger! 1 


w thousands 











nye six times aa caluchle. Rach year farm 
land. As the world « largest ends pends = 


more efficient farma here, and in 56 











The leaning 
tower of peas 


Wheo you're 2 gant, « lithe leaning 
goes a long way. Sometumes nght into 
the mex! county. 


father... and farther... watil “whump!” 

Well. there he was, siftiag kerphumk in 
the muddle of a salt patch of earth way 
off w the next county. 





#2 64GB ene bende’ 


ducing 


aga to hod « held thet musts bam. 
Stange way for » Giant to keep on 
hus toes, wouldn't you say? 


Green Giant 


. Bom- 
11) AD: Marc Beaudoin 
Art: Lowell Herrero 
tional Copy: Jim Stein 
Corp Agency: 1st National Bank 
of St. Paul 
AD: Dick Weiner 
Art: Saul Mandel 
Copy: E. J. Buckman 
Agency: Leo Burnett 
Advertiser: Leo Burnett 


Art Direction / The Magazine of Visual Communications / December 196! 








Can't you almost #2. 
smell and taste it? 


© veu'se ciety 6 inttin bn aeilin, Seteeeies ae For a quick dessert with a fancy air, graie a little on 


good part of what a Sunkist lemon's got to give. The peel 

The peel, with ite fragrant flavor oils, adds a zest to 
cooking that nothing else can. Try grating some into 
sauces and salad dressings Grate if into cream cheese 
and dips for extra mp Taste what it does for frostings, 
fillings, cakes and cookies. 


ice cream, puddings and canned truit. And what good 
cook would dream of making lemca pie without a gen- 
erous grating of peel? 

But whether you grate, squeeze or slice our Sunkist 
lemons, always be sure you have enough. Buy them by 
the beg Remember, when you add a little lemon you 


add a lot to life 


Sunkist — the way the best lemons sign their name 


13) AD: Dick Weiner 
Photo: Bacon-Tirschel 
Copy: Bob Reardon 
Agency: Leo Burnett 
Advertiser: Sunkist Lemons 
AD: Bernard Roer 
Photo: Mel Kaspar 
Copy: Ken Hayes 
Agency: Y&R 
Advertiser: American Bak- 
eries 
AD: Norm Houk 
Photo: Harold.Halma 
Copy: John Mathews 
Agency: Leo Burnett 
Advertiser: Kellogg’s 


“The best to you each morning” 


Ulley ome 


15) 


CORN FLAKES 





orning” 


( World's fevente 
Kellogg's sect 
out of 
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it pours 


19) AD: Tom Gorey 
Photo: Elbert Budin 
Agency: Needham, Louis & 
Brorby 
Advertiser: Morton Salt Co. 
AD: Tom Gorey 
Photo: Elbert Budin 
Agency: Needham, Louis & 
Brorby 
Advertiser: Morton Salt Co. 
AD: Jack Amon 
Photo: Jim Braddy 
Agency: Needham, Louis & 
Brorby 
Advertiser: Kraft Foods Co. 


Art Direction 








MAN/PROBLEM 
SOLVER 


11i International Design Conference at Aspen 
co siders how we pose and solve problems, where .... , 

- i z $ There are not many Aspens im our 
ou problem-solving ability is getting US. : world today. Rarely do we have a chance 


to indulge ourselves in contemplation 
and in abstract thought. This is such a 
place. I ask you to cherish it and en- 
rich it.” 

With these words IDCA President Hy 
Hoffman opened IDC’s 11th. Following 
precedent, prepared papers were dis- 
tributed before the sessions started and 
the large and small group discussions 
grew from them. 

Following is a summation-analysis of 
the conference by Anatol Rapoport, 
Prof. of Mathematical Biology, Senior 
Research Mathematician, Mental Health 
Research Institute. Interspersed through 
Professor Rapoport’s comments are brief 
quotes from some of the papers 


Hy Hoffman Anatol Rapoport 


Several themes emerged from the con- 
ference. There was general agreement 
that solving problems was as character- 
istic of man as any other crucial sur- 
vival mechanism. Opinion ranged, how- 
ever, as to what constitutes problem- 
solving, about its relation to that elu- 
sive, prestige-laden character trait we 
call “creativity” and above all, about 
what the important problems are. 

The last pertains, of course, to values. 
The participants showed much concern 
for values: how to choose them, how to 
decide their relative importance, and 
how to realize them. This is as it should 
be, because problem-solving is meaning- 
less unless problems are posed, and 
problems cannot be posed without speci- 
fication of value. 
problem-solving an end in itself .. . 


may i merlilivisity’.ti a ereT. eet fy 


So much is obvious but it is by no 
means true that a problem solver always 
examines the values involved. Typically: 
he simply goes on to solve one problem, 
because that is his job, or more impor- 
tant, because problem solving comes 
natural to him. When people are trained 
as problem solvers, their work, whatever 
their import, whatever the impact the 
solutions have on individuals, on socie- 
ties, on humanity itself, becomes an end 
in itself. The meaning of life. 

I believe that one of the greatest so- 
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cial problems of our age is precisely this 
dual role of the problem-solving process. 

On one hand problem-solving is in- 
strumental: it achieves certain ends. On 
the other hand, it is an end in itself, 
an activity richly rewarding to the hu- 
man psyche. 

In practice, however, the first role ob- 
scures the second, and the second sub- 
verts the first. Let us see how this comes 
about. 
simplified ends . . . 

The emphasis on the instrumentality 
of problem-solving reduces science to 
technology, turns art into propaganda 
or advertising, demotes education to 
training and character-building to brain- 
washing. When what is done is justified 


“We are building massive communica- 
tion networks upon massive communi- 
cation networks in an ever-increasing 
frenzy of words. Telephones, intercom 
systems—everybody is talking, but who 
is thinking?” Bernard S. Benson 

“We have developed transportation and 
communication techniques to a rela- 
tively high level, but instead of gain- 
ing independence, they are giving us 
interdependence.” Bernard S. Benson 


in terms of ends, the ends tend to be- 
come simplified. Since the simplest ends 
are those which can be expressed quan- 
titatively and since man is most easily 
motivated by appetites, the result of a 
hypertrophied utilitarian component of 
problem-solving is the vulgar material- 
ism of which American civilization has 
been accused. We have at times de- 
fended ourselves by pointing to our 
generosity, assuming generosity is in- 
compatible with greed. But idolatry 
goes beyond greed. Sinclair Lewis’ Bab- 
bitt is mot greedy when he thinks that 
the buildirg across the street is more 
beautiful than his. He does not covet 
the building; he admires it selflessly. 
His admiration is nonetheless idola- 
trous: hé thinks it is more beautiful 
because it is four stories taller. 





Our millionaires may be very modest, 
even Spartan in their habits. They may 
engage in far-flung good works, thus 


“. . . the most distinctive characteristic 

of man is not his capacity to solve but 

more his capacity to set problems.” 
Tomas Maldonado 


acquitting themselves of the charges of 
selfishness and self-indulgence. Yet it is 
axiomatic with us, that an income of 
two million dollars per year is better 
than one of one million dollars. If one 
asks “why” the question would most 
likely be dismissed as facetious or as a 
symptom of eccentricity. 

denigrated values . . . 

I need not go into the well known 
account of how popular values have 
been denigrated by this accent on the 
instrumentality of all activity to the ex- 
tent that the motivation of every effort 
is questioned until it is shown that it 
leads to the acquisition or augmenta- 
tion of some quantity; a dollar, a horse 
power, a vote, a promotion, a unit of 
popularity, or a unit of strategic ad- 
vantage in some power game. The re- 
sulting losses of awareness, or the fun 
of being simply alive, and, of course, of 


“Problems that can be solved automati- 
cally, habitually, or for-once-and-for-all 
are not likely to be important in our 
complex technological culture. Our 
problems are likely to be the perennial 
ones—many of which have no simple fi- 
nal solution.” Herbert S. Zim 


genuinely creative aspects of human ac- 
tivity have been amply pointed out at 
this conference. 

unquestioned ends .. . 

Let us now look at the obverse. Al- 
most any activity can be turned by 
proper, imaginative handling into a 
problem-solving activity, sometimes into 
a genuinely creative one. Any activity 
can be fun, that is, can engage man’s 








imagination, can get him invo ed. 
When a man is involved, he does not 
question the ends which are service _ by 
his activity. So it comes about tha’ sci- 
entists and craftsmen become sed ced 
into fashioning instruments of ass 
murder. They are not evil men. Yet 
they know that their work will be ised 
to kill by blast, by fire, by blood cor. 
puscle-dissolving radiation, by di ease 
and by starvation. 

rationalized goals . . . 

Some scientists who work on mil tary 
projects rationalize their participation 
by invoking goals supposedly transcend- 
ing short-term humanitarian values. for 


“We intend to continue to seek oui the 
unfamiliar, the foreign, the little under- 
stood ideas.” Herbert Pinzke 


example the needs of national security. 
But to many of them, the emptiness of 
such concepts has become quite appar. 
ent. Nevertheless, they continue to solve 
problems aimed at insuring the totality 
of destruction. Why? Not for money; 
they would indignantly refuse money 
offered to them directly for committing 
murder. They do so, because it’s fun; 
their creative faculties are challenged, 
because to meet such a challenge has 
become a principal adult value in our 
activist civilization. 

creative trivia .. . 

Let us look further at how creative 
activity is channeled. Whenever business 
people meet with professors or with 
artists, they are quick to point out the 
“creative” aspects of competitive busi- 
ness, probably because professors and 
artists tend to ignore those aspects and 
vo cling to their stereotyped image of 
the philistine business man. I, for one, 
am deeply impressed with the busines 
man’s argument that there is ample op 
portunity for creative problem-so!ving 
and hence for self-realization, in com 
petitive business. However, when | look 
at the ends served by this expenc ture 
of creative talent, I am appalled. ° hese 
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ends, to be sure, are not mass murder, 
as in the case of the military scientists’ 
end product, but they are certainly akin 
to mass idiocy. Need I spell this out? 
Need I follow the adman’s torturous 
search for the gimmick that will con- 
vince the housewife that toilet paper is 
“distinctive” if it comes in seven colors? 
Need I remind the designers of the 


“The power of the great communica- 
tion network is dependent on our will- 
ingness to succumb to it.” 

Bernard S. Benson 


a 
crimes perpetrated against their ideals 
because doodads cater to infantile fan- 
tasies, which themselves have been cre- 
ated by the adman in his pursuit of the 
“distinctive features” that give a prod- 
uct a competitive edge? 

asocial creativity .. . 

The outright criminal and corrupt 
practises of competitive business, such 
as price-fixing and payola, have been ex- 
pressly repudiated by one of the speak- 
ers at this conference. But nothing was 
said of the millions of dollars spent by 
the tobacco industry to counteract the 
decline in cigarette smoking following 
the announcement of findings of corre- 
lations between cigarette smoking and 
lung cancer. Nothing has been said 
about the problem-solving activity of a 
California public relations firm, which 
circulates a price list for electing candi- 
dates to public office, ranging from al- 
derman to the governor of the state. 
This firm boasts of having delivered the 
goods in 19% of the campaigns under- 
taken. To my knowledge, they do not 
yet guarantee the election of a United 
States president (indeed, they failed to 
put their candidate into the White 
House in the last election). But will it 
not be a triumph of creative problem- 
solving when they are able to do so? 

All this activity, the work of scien- 
tists and craftsmen on the perfection of 
weapons and of strategies of mass mur- 
der, the work of admen on the perfec- 
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tion of means to inflate public appetites 
for trivia; the work of public relations 
men and of lobbies to influence public 
policy to serve special interests—all this 
activity is not only legal, but, according 
to our mores, it is also moral. It is the 
heart and soul of free enterprise. More- 
over, it has provided us with a solution, 
of sorts, to the fundamental social prob- 
lems of industrial civilization; namely 
how to preserve opportunities for cre- 
ative activity in an age of mechaniza- 
tion. Were it not for this “solution,” 
the industrial system could hardly con- 
tinue to command the loyalty of those 
who live in it. 
a palliative ... 

I submit that this solution is a bad 
one. It is a palliative, not an antidote 


5h LE ALLE LL 
“. . . Just as the medium in which we 
(and the fish) are bathed contains the 
stuff that nurtures us, so it may con- 
tain the poisons we secrete. Leave the 
goldfish alone in his bowl, and he will 
soon die from his own excretions. The 
fish in the ocean fares better — he can 
escape the polluted region. We in our 
semantic ocean, like the goldfish, can- 
not escape. Unless we invent a language 
hygiene, some means of disinfecting the 
semantic medium we live in or of de- 
veloping immunities towards its pot- 
sons, our great biological invention 
which permits us to live in an ocean 
of common experience may make this 
ocean our common grave.” 

Anatol Rapoport 


to the dehumanizing by-products of the 
industrial society. There is no lack of 
soul-searching among the scientists who 
have sold their minds to the Pentagon 
and among the artists who have sold 
their souls to Madison Avenue. I am 
not saying these things to put any indi- 
viduals to shame. It would be the height 
of arrogance for one to castigate an- 
other for somehow having come to terms 
with his conscience. All of us do this 
one way or another every day. We are 


75 











all guilty. We do not live in an age 
where one can come among us and say, 
“Leave everything and follow me.” 
Moral leaders recruit their faithful fol- 
lowers mostly from those who have noth- 
ing to leave behind. 
needed: a priority of values .. . 

If we are very fortunate, however, if 
we are granted a generation-long re- 


“Has man achieved the status of a prob- 
lem solver, asks the program commit- 
tee. Are we able to recognize a problem 
when we meet one, I should like to ask. 
Having selected to colonize the bleak- 
est part of the continent, we do not find 
it bleak enough. To make ourselves 
truly at home, we blighted the land, 
cut down the forests, exterminated the 
higher animals, all with a deep sense 
of duty, or, as we are fond of calling 
it, pioneer spirit. By the same token, 
any country without eroded soil and 
steaming dumps, without polluted riv- 
ers and polluted air we refer to, pity- 
ingly, as underdeveloped.” 

Bernard Rudofsky 


“When man leaves school he thinks he 
knows instead of knowing he thinks.” 
Bernard S. Benson 


prieve from sudden, ignominious death, 
the process of re-examining our values 
can gain momentum. Then perhaps, 
problems can be put into perspective 
and arranged in the proper order of 
importance. The proper order of im- 
portance is determined by the interde- 
pendence of the solutions. Necessities 
for survival come before luxuries of re- 
fined taste, esthetic gratification and 
freedom, because the latter mean noth- 
ing unless the former have been as- 
sured. . The problems of physical 
survival are now solvable with means 
at our disposal. But this does not mean 
that they have already been solved. 
Anatol Rapoport 


“To be effective in solving major prob- 
lems in such areas as the sciences, the 
arts, creative iiterature and the like, 
one’s guide to success is more than short 
term, monetary gain. The ability to ac- 
cept status and cultural rewards or even 
the altruistic acceptance of no reward 
at all becomes increasingly important 
these days.” Herbert S. Zim 


“Hypnotized as we are with extraneous 
problems, with conquering ever less hos- 
pitable properties such as the moon and 
the stars, we are progressively losing 
track of our mosi pressing terrestrian 
problems. In a way we are kindred souls 
to those 18th century aristocrats who 
solved the problem of cleanliness not 
by taking a bath but by dousing them- 
selves with perfume to cover up the 
stench of their bodies.” 

Bernard Rudofsky 


“Language makes possible the bypass- 
ing of experience . .. it must always 


be kept in mind that it is not experi- 
ences but only words which are com- 
municated. Often the same words refer 
to different experiences in different peo- 
ple. Unless this is known and corrected 
for, confusion rather than sharing of ex- 
perience results from communication.” 


Anatol Rapoport 
tao RR a 


“A human being is born. He, or she, 
should be met by beauty. Beauty should 
be with a person his whole life. At his 
home, in the street of his home town, 
at the place where he earns his living.” 

Yuri Soloviev 
ME A RR 
“In most cases the industrial designer 
wants to set and solve problems for hu- 
man use, but in most cases he feels 
obliged to set and solve problems for 
human abuse. This is the problem of 
all problems.” Tomas Maldonado 


“Problem solving in business is the ¢'s- 
ciplining of creativeness.” 


Edward C. Bu. <k 


eee £3 Te: — 
“We may speak to our companions ad 
the words we say have to us a spe 
meaning, a sharp edge and gleam 
truth, but we have little assurance ¢. ; 
we are ever understood.” Richard I 


“If Americans are not bright enoug/ 
know instinctively that the “invis 
shield” that protects teeth from de ay 
or the “sandpaper” that can be lathe 
for shaving are understandable dei 
for putting across a point tellin 
rather than deliberate attempts to 
fraud or hoodwink, then they had 

ter not be allowed in the market wt 
out a nurse.” Edward C. Bursk 


the rule of paradox. ... the 
cynic so often affects to despise human. 
ity perhaps because he loves too dee jrly, 
is so vulnerable to disappointment and 
pain. Those who have, on the othe 
hand, proclaimed their profound con- 
cern for man have perpetrated traves- 
ties in the name ol love through war, 
hatred, prejudice, and misunderstand- 
ing.” Richard Pick 


“Part of being forward-looking is to ask 
all the mean questions possible about 
the past before making a present deci- 
sion that will affect the future. One of 
the biggest traps management can fall 
into is to look at past results and think 
they prove that a new move won't 
work.” Edward C. Bursk 


“.. one of the most difficult ideas to 
get across to students is the importance 
of review ...” Richard Pick 
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PACKAGING 


Breaking the Visibility 


Barriers of the 


Supermarket Package 


DR. IRVING A. TAYLOR 


Packages are designed to be seen. In 
the past, the small dark grocery posed 
few problems: the smallness of the store 
forced the consumer to remain station- 
ary; he requested and the grocer pro- 
vided the goods; good lighting was un- 
necessary. The appeal of the package 
played a small role in the purchasing 
decisions. 

Today, under the flood of super- 
market lighting and wide open spaces, 
all has changed. The package design 
has displaced the grocer as a salesman, 
leaving several thousand silent salesmen, 
all vying for the consumer's eye through 
highly vocal but frequently illiterate 
design appeal. The consumer, tracking 
down packages, usually in some habitual 
pattern, may end up practically deafen- 
ed by the silent din of much visual 
simulation. In this sense, over-stimula- 
tion produces visibility barriers which 
the designer has to understand and 
break through. 

The problem of package visibility is 
underestimated and simplified. With 
countless packages on display only a 
very few are seen. There is ample light, 
but light is only part of the story. 

Since millions of dollars are spent on 
packaging, the problem of package 


visibility needs extensive analysis; there 
are many situations and factors that 
play a crucial role in design visibility 
and have eye-arresting appeal. Usually, 
only one or two of these are singled 
out and the complex situation of the 
modern supermarket is overlooked. 
illumination 

How much light does a packzge need 
to be seen? This is usually measured 
with a Visibility Meter. Unfortunately 
Light Visibility is overemphasized. A 
single illumination study, although 
relevant, is not sufficient to establish 
an adequate visibility baseline for a 
given package design. Moreover illumi- 
nation is too frequently seen as a 
problem concerning only the quantity 
of light and the quality of light is dis- 
regarded. The latter, however, can 
radically change the perception of a 
design. 

In the area of illumination, packages 
should also be examined for their re- 
sistance to glare — a problem of uneven 
light distribution. Some materials, for 
example, foil, can reduce the visibility 
of a package by as much as thirty per 
cent. Estimating Glare Visibility is al- 
most always neglected. 
time 

The old grocery situation which fixed 
the consumer to one spot has changed. 
In the supermarket, consumers race 
down an aisle of about 45 feet in about 
10 to 20 seconds, their eyes racing over 
packages at tachistoscopic speed, eying 
as many as 700 packages in about 20 
seconds, an average of three-hundredths 
of a second per package. The wide 
open space of the modern supermarket 
therefore makes time a factor. The 
question then is whether the package 
design can succeed in its allotted time 
in stopping the eye for the necessary 
appeal. Usually a good Tachistoscope 
can provide a good measure of Speed 
Visibility for a given package, although 
this alone is not sufficient since there 
are other visibility barriers that must be 
broken. 

Adaptation of the eye to a package 
design, or Adaptation Visibility, over 
a long period of time is a neglected 
area. Will the package continue to be 
eye-arresting after several visual en- 
counters or will it fall into limbo, join- 
ing the thousands that do so each year? 


space 
The supermarket means space. Space 
barriers that enter into the picture are, 
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first, how far away from a package can 
a consumer be and still properly iden- 
tify the product. Some packages reveal 
a product several aisles away, others 
hide the product even when you are 
directly upon them. Distance Visibility 
can be easily measured, but again, is 
only one of several factors involved. 
Even more important is displacement 
or Motion Visibility. How readily can 
a package be identified while the con- 
sumer is in motion? Some package de- 
signs remain fairly identifiable while 
the consumer rushes by. Motion visi- 
bility can be measured by moving the 
package instead of the consumer. 


the package as an object 

The package itself has properties 
which enhance or reduce visibility. 
Package size is one factor. Also the 
angle at which the package is seen is 
another. Walking down a 45 foot aisle, 
the size of a package increases as you 
approach, and the angle at which you 
can see it falls between zero to 90 
degrees. Size Visibility involves deter- 
mining the optimal dimensions for 
identifying a product; and Angle Visi- 
bility has to do with the angle at which 
a package can be identified. These are 
two very relevant factors, frequently 
neglected, but easily evaluated. 


package surroundings 

Probably most important is the effects 
of all the other surrounding packages 
on the visibility of a particular package. 
Environment Visibility, or the context 
in which a package is displayed, has to 
do with the strength of the package to 
stand out from its competitors. This is 
easily measured with a tachistoscope. 

Also important is interposition or 
Blockage Visibility; frequently packages 
are partly covered by other packages. 
How much or what per cent and what 
part of the package communicates 
product identity? A special Closure 
Meter is used by the writer to estimate 
blockage visibility. 
the total picture 

The point is that more than one or 
two visibility factors should be con- 
sidered — in fact all of the above, since 
all are operative in the modern super- 
market situation. Diagnosing the visi- 
bility of a package has to be based on 
all relevant facets. 

In subsequent articles the writer will 
examine the various factors that are in- 
volved in the total visibility picture in 
terms of actual package design research. 
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Birmingham's 3rd 


\nother step forward in the develop- 
ment and scope of commercial art in 
this young but growing ad art center 
was marked by the 3rd Annual Show of 
the Art Directors Club of Birmingham. 
Some of the winners among the 150 en- 
tries are shown here. 
Shown in photo: Show juror Maltby 
Sykes, Auburn University; juror Ted 
Drell, New Orleans; show chairman Ted 
Morton, and juror D. Forrest Cox of 
Atlanta. 
1) AD: Ted Morton 
Art: Leo Wright 
Client: Avondale 
Agency: Robert Luckie 
Best-of-show 
AD: Ted Morton 
Art: Dill Yeager 
Client: The Downtown Club 
Agency: Robert Luckie 
AD, photo: Sumner Fineberg 
Client: 1st National Bank 
Agency: Sparrow 
AD: Ted Morton 
Art: Leo Wright 
Client: Ingalls 
Agency: Robert Luckie 
5) AD: George Hackney 
Art: Bill Yeager 
Client: Birmingham Trust 
Agency: Robert Luckie 
6) Art: Max Heldman 
Client: Southern Research Insti- 


) 





co 
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tute 1) 
7) AD: Bob Kembel 
Art, design: Sandra Davis z : 


Client: Ebsco Industries, Inc. 
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JACKSONVILLE’S 4th 


the artist as well as his work was on display 


Jacksonville’s ADC held its 4th annual 
in conjunction with the local Arts Fes- 
tival and at the Prudential Building to 
reach as large an audience as possible. 
Not only the 60 top pieces of ad art 
done in the area were on display, but 
photographic closeups of the artist and 
the tools of his trade were incorporated 
into plywood and iron modular units. 
The units make it easy to reassemble 
the display for future exhibits locally 
and in other parts of Florida. The pho- 
tos were taken by Judith Gefter and 
the displays designed by Floyd R. Ben- 
ton, Jr., of Benton & Mikulas Associates. 
Show chairman was Joe Bailey of 
Newman/Lynde/ Associates. The judges 
were Maury Hurt, Curran & Hurt As- 
sociates, Orlando; Ed Matthews, Pres- 
ident of the Advertising Club of Jack- 
sonville; William Parker, Jacksonville 
Art Museum. Pre-judging team was 
headed by Everett Draper, Prudential 
Insurance Co. Mr. Draper is President 
of the ADC. Here are some of the top 
award winners. 
1) One of a series of panels con- 
taining a photographic essay 
showing the artist at work. 


Best of show 

AD: Floyd Benton Jr. 
Design: Benton & Mikulas 
Advertiser: Printing Week 


Special award for creativity 
AD; photo: Judith Gefter 


Medal award for typography 
AD, client: Benton & Mikulas 


Medal award in illustration 
AD, art: Lucille La Mont 
Advertiser: -Purcells 


Medal award, design 

AD: Ed Duckett 

Photos: Lester Bodden 

Agency: Newman/Lynde 
(series of ads ran on consecutive 
right hand pages of one issue of 
the magazine, Trend.) 
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The 8th International Advertising Film 
Festival included 1217 entries from 190 
producers but comparatively few from 
the US. The show, the only interna- 
tional competition for both cinema and 
tv ad films, had most of its film entered 
from Great Britain (273 tv and 83 cin- 
ema), Germany (70 tv and 67 cinema) 
and France (27 tv and 89 cinema). US 
entered 80 films in all from 23 pro- 
ducers, sent only 4 delegates. 

Each country had 1 or 2 judges on 
the international jury of 15. The US 2 


few American commercials 


cop first prizes at cannes 


were Richard F. Reynolds, vp D. P. 
Brother & Co., Detroit, on the jury's 
cinema section, and Robert Dellacqua, 
director in charge of tv commercial pro- 
ductions, McCann-Erickson New York, 
on the tv section. 

Few Americans were numbered among 
the first prize winners, and when ‘hey 
were it was usually a cooperative Amer- 
ican and European production. A sam- 
pling of some of the first prize win ers 
in the 19 categories follows. 











1) Grand Prix du Cinéma. “Magic Ride,” 
for Chevrolet 1961. Agency, Campbell- 
Ewald; producer Don Miller, copywriters 
Ken Jones and Bob McTyre. Production, 
Arco Film Production, through Cinéma et 
Publicité, New York and Paris; producer/ 
director Bernard Lemoine, overall coordi- 
nator René Oulmann,. president Arco. 
Photographed in France, with special ef- 
fects achieved on the spot with mirrors 
and prisms, not in a lab. Couple and bag- 
gage in invisible car move along scenic 
road, smoothly passing other jouncing 
vehicles. Impala sedan materializes near 
end of film as announcer mentions smooth 
ride. Couple ride away on Chevrolet 
trademark. Researched in a recall survey, 
the commercial scored 68, compared with 
average recall of about 40. 
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Grand Prix de la Télévision. “Garden- 
ing Advice,” for Schweppes Tomato Juice. 
Agency, Clifford Bloxham & Partners, 
London. Ideas and scripts, Dave Freeman. 
Director David Paltenghi. Agency pro- 
ducer Micheline Mathews. Production, 
Anglo-Scottish Pictures; lighting, and 
cameraman Frank Kingston, camera op- 
erator Eric Williams, set designer Michael 
Boone. This award is the first Grand Prix 
to be won by Great Britain. A 30-sec. live 
action, it features comedian Benny Hill 
as a gardener advising how to grow to- 
matoes—but in broadly farcical situations 
which end in complete destruction of 
plant, but that doesn’t matter because 
“you can always buy a bottle of Schweppes 
Tomato Juice ; 
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3) First prize, 60-sec. cartoon. “Oil Drop,” 
for Bardahl. Agency Miller, MacKay, 
Hoeck & Hartung; AD Marlow Hartung; 
writer Jerry Hoeck; idea, Joe Scanlon. 
Production, FilmFair, Hollywood; AD/ 
animation director Richard van Benthem; 
music director Bill Bates. A drop of oil 
tells his function and effectiveness while 
changing into forms which demonstrate 
the message. 


First prize, animated objects over 45 sec. 
“Of Birds and Bees,” for Sunday Times 
(London). Agency BBDO London; tv di- 
rector Richard Macdonald; storyboard and 
production, Peter Sachs. Animation, Ros- 
trum. Music, Frank Cordell. Voice, Gary 
Miller. Shot frame by frame, no graphic 
animation. Elements were newspaper cut- 
outs moved according te a music chart. 


5) First prize, live action over 45 sec. “Take 
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A Picture,” 1 min. 50 sec., color, for East- 
man Kodak. Agency, JWT; producer 
Matt Harlib, copy supervisor George 
Tripp. Production, MPO; director Charles 
Dubin, AD Dick Bianci, director of pho- 
tography Tony Brooke. Editor George 
Fineman, Filmways. Music, Morris Mamor- 
sky. Commentator Julia Meade. Straight- 
forward presentation with warmth and 
human interest of a family record—court- 
ship, marriage, buying a house, children. 


6) First prize, series, live action over 15 sec. 
“Horses” and “Motor Car”, for Timex 
Watches. Agency, Y&R London. Produc- 
tion, Aspect Productions; director John 
Spencer on “Horses,” 45 sec., director 
Geoff Muller on ‘Motor Car,” 60 sec. To 
demonstrate ruggedness and good looks, 
the watch is tied to horse’s leg, to car 
wheel; action shots show resistance to 
shock, water, mud. ® 
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NEWSPAPER COLOR AWARDS 


Y&R wins agency creativity 
award 2nd time in a row 


Editor & Publisher magazine’s News- 
paper Full Color Creativity Award win- 
ner was Y&R’s partial page color cam- 
paign for Taystee and Cook Book bread, 
American Bakeries, Chicago. Last year 
Y&R won the agency creativity award 
with a Hunt’s Tomato Catsup ad. 

At a luncheon cosponsored by E&P 
and American Assn. of Newspaper Rep- 
resentatives, awards were presented for 
agency creativity, retail creativity, and 
newspaper reproduction. A display of 
winners and near-winning entries is in 
the conference room of the Bureau of 
Advertising, ANPA, 485 Lexington, 
through December. A production au- 
thority from ANPA Research Institute 
will answer questions on printing and 
production. Agencies and advertisers 
may arrange viewing times. There will 
be travelling shows of about 50 mounted 
examples of excellent ROP reproduc- 
tion. For details, contact James R. Mc- 
Lauchlen at the Bureau, MU 7-9300. 

Judges of the agency creativity and 
the retail color entries were Elwood 
Whitney, senior vp FCB; AD Ted 
Matyas, Bureau of Advertising, ANPA; 
consulting AD Arthur Hawkins; Hoyt 
Howard, asst. treasurer NSAD; Famous 
Artists Schools president Albert Dorne; 
JWT vp/AD William H. Buckley. Re- 
production awards judges were PM 
Charles F. Brooks, B&B; PM Walter 
Conway, Wm. Esty Co.; PM Harold E. 
Bisson, Fred Wittner Co.; PM Michael 
T. Winow, OBM; PM Jorden Ferrara, 
GMMB; vp/exec AD Charles S. Ador- 
ney, C&W; Al Mauro, director of 
graphic arts production, MWS. 
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1) Full Color Creativity Award, also 
Reproduction Award, newspapers under 
100,000 circ., Duluth Herald & News 
Tribune. AD Bernard G. Roer, Y&R 
Chicago. Copywriter Bob Higbee. Pen 
and ink line drawing over a 3 color 
illustration, Dan Romano, San Fran- 
cisco. Letterer Bill Ficho, Ficho & Cor- 
ley, Chicago. Type, Cent. Schoolbook, 
Ryder Typographers. 
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pot Color Creativity Award. Adver- 
Peoples Drug Stores, Washington, 
AD artist Richard Hess, Ayer 
adelphia. (Hess is now with B&B 
York.) Copywriter James Smith. 
e, News Goth. and Frankl. Goth., 
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Bring bene sane ~~ BURNY 
BROS. 


3) Retail Creativity Award, newspapers 
over 250,000 circ., Chicago Tribune. 
Advertiser Burny Bros., Chicago. AD 
Catherine Spies, Henri, Hurst & Mc- 
Donald Chicago. Copywriter Martin 
Zit. Photographer Stephen Heiser. Let- 
tercr Don LaFond, Pace Etudios. Type, 
Baskerville, Frederic Ryder Co. 





5) Retail Creativity Award, newspapers 
with 100,000-250,000 circ., San Antonio 
Express & News. Advertiser Frost Bros. 
AD John Woods. Artist Max Jordan. 
Copywriter Esther Stith. 2 spot colors 
(green and coral) plus black, with over- 
printings to give effect of 7 colors. 


Spring Salad fixin’s 
at early-bird savings“! 


TOMATOES 1% CELERY 2. 29: 
CUCUMBERS RADISHES ' SCALLIONS 
3-19 ; 3>: 10 : 3-10 


4) Retail Creativity Award, newspapers 
under 100,000 circ., Lancaster (Pa.) 
New Era and Intelligencer Journal. 
Advertiser American Stores Co. 


footballers like its happy-go-healthy flavor 


6) Honorable mention, full color, agency 
creativity. Advertiser Fairmont Foods. 
AD/artist/designer William D. Fries. 
Agency Allen & Reynolds, Omaha. 
Copy, A&R group. Type, Cent. School- 
book, Midwest Typographers. ¥ 
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Eyes West 


a look at the creative process to better understand its 


stimuli, organization, and effects 


More than 350 artists, designers, edu- 
cators and ad men concerned with 
creativity enjoyed three days of stimu- 
lating discussion about where ideas 
come from, how we use them and what 
they do for us. It came off with humor 
as well as profundity, self-criticism as 
well as self-praise, an ease of presenta- 
tion by the speakers and a warm recep- 
tion by the listeners. 

Eyes West was the first large scale 
coast attempt at this sort of conference. 
It was co-sponsored by the Art Direc- 
tors and Artists Club of San Francisco, 
the Art Directors Club of Los Angeles, 
and the University of California. 

Attendees came to Monterey from as 
far away as Texas and Vancouver and 
some came from the Midwest and the 
East. 

Some of the key points made at the 
conference: 


creativity’s impersonality . . . 

® Howard Gossage focussed attention 
on advertising in his talk, “Hello Out 
There”. He yearned for the good old 
days when the first radios were being 
sold and the audience was eager to 
listen, spent half the night trying to 
get you on KDKA, KFI or KOA. The 
eagerness of announcer to speak to 
audience and of audience to listen 
seems to be a thing of the past and 
Mr. Gossage feels this was due to crea- 
tivity which has helped isolate this 
natural contact and reduce it to an 
impersonal formula. 

He says: “Creativity is very in, just 
now, in advertising. In addition to 
creative copywriters and creative art 
directors, we have creative media direc- 
tors and creative production men, crea- 
tive marketing directors, creative ac- 
count executives and, with the advent 
of brainstorming, creative reception- 
ae 

“Perhaps the reason creativity is so 
popular is because there is so little of 
it. Technique, yes. Creativity, no.... 
I think one of the reasons creativity is 


in short supply in advertising is that 
we persist in regarding it as an isolated 
phenomenon, separate both from the 
creator and the audience ...a mechani- 
cal technique to be practiced by an un- 
defined somebody on an _ undifferenti- 
ated somebody else. It is roughly anala- 
gous to a set of instructions for making 
love by the numbers and without refer- 
ence to either men or women.” 

Mr. Gossage also recalled Ernest 
Hemingway’s line: “It is a good thing 
for a writer to have a built-in crap 
detector.” 

And to the AD he said: “This exces- 
sive preoccupation with form as op- 
posed to content has brought advertis- 
ing further and further out of contact 
with its audience.” 


not people 

He had a word for researchers too: 
“Advertising’s conception of the audi- 
ence is interesting in that it consists 
not of people, but of consumers.” 

Mr. Gossage also described the ir- 
ritation factor in advertising and ulti- 
mate consumer boredom. He noted that 
during the °50s, when gross national 
product grew by 53%, advertising 
doubled, showing that it takes increas- 
ing amounts of advertising to penetrate 
boredom and other defenses. 

On the other hand, he admitted, 
“There is every indication that self- 
interested advertising, without regard 
to the audience’s sensibilities, works. 
It is like shooting fish in a barrel. How- 
ever, aside from the fact that it isn’t 
very sporting to shoot fish in a barrel, 
the fish aren’t holding still the way 
they used io..It takes more ammuni- 
tion all the time.” 

Gossage, as anyone acquainted with 
some of his firm’s advertising knows, 
(Irish Whiskey, for example) believes 
in entertainment in advertising. He 
finds theatrical temperament akin to 
that of creative admen. “Ideally, it is 
not enough to be either a writer or an 


consumers... 


artist, you have to have something 
the actor in you as well....I do 
know how many of you have seen o 
ads but if you have you may ha 
noticed almost all of them are in | 
first person, though plural . . . this 
acting pure and simple. We smear 
grease paint and get out there a 
play the client’s role.” 

In conclusion, having touted the \ 
tues of entertainment in advertisi! 
Gossage quoted Saki (H. H. Munrv): 
“In baiting a mousetrap with chee 
always leave room for the mouse.” 


on shedding skins .. . 

e Henry Wolf spoke off the cuff, 
showed slides of some of his work at 
Esquire and Harper’s Bazaar. Some of 
his observations: 

@ an esthetic sense may be a sub- 
stitute for love . . . for people more at 
home with things than with people. 

® security is a handicap, a kind of 
pressure that destroys stimulus. You 
have to find a new place and when 
you're going at what seems your best, 
leave it. 

® you swipe from sources but your 
style derives from the way you form 
combinations. 

© it is very hard to stay ahead of 
yourself. 

@ the creative people who stay on 
top are the ones who keep shedding 
skins (changing jobs) many times in a 
career to find new stimulus. 

© the designer’s responsibility to him- 
self is to keep shedding skins. 

® his responsibility to the public is 
to go beyond catering to existing taste 
levels without losing commercial effec- 
tiveness. 


the power fo reject .. . 

® creative men face a constant chal- 
lenge from those who don’t understand 
creativity yet have economic power to 
judge and reject. (James McCray, F’ro- 
fessor of Art and Chairman of ‘he 
Dep’t., U. of C) 





ots of inspiration . . . 

¢ Photographer Ansel Adams talked 

out the roots of inspiration. He 

und more than experience involved, 
rhaps a mystical approach. He noted 
at unlike other artists the photo- 
apher must consider subject matter, 
ust translate from shape to form to 
i.ea. The roots of stimulus of the 
ilitarian artist are functional. In the 
ist Many artists have found inspira- 

m in religious subjects. Mr. Adams’ 
own roots of inspiration “go deep into 
the domains of the natural scene.” He 
noted that, “I cannot command your 
response — I can only invite it.” He 
finds “the greatest and most enduring 
art, in any medium, contains a vast 
spiritual resource and is based on the 
artist’s spiritual concept of the world 
...let us say that the greatest art re- 
lates to both the inner spirit and the 
outer obligation.” 

Mr. Adams talked about how im- 
possible it is to put a moving work of 
art into words, such as a simple rock- 
and-wood organization by Edward Wes- 
ton, and was reminded of Louis Arm- 
strong’s excellent rebuttal: “Man, if 
you has to ask what is it, you ain’t 


never going to know! 


seeing plus experience . . . 

® on visualization Mr. Adams said: 
“I must see my picture as a finished 
photograph. I call this effort visualiza- 
tion. With constant feedbacks and ad- 
justments, I construct an image in my 
mind’s eye that I believe will contain 
some of the essence of the subject and 
will transmit to the spectator some of 
the qualities and moeds which I have 
experienced. In addition, I must add 
something which is best expressed as 
the sum-total of previous experiences 
in the full domain of life. Hence, while 
the subject itself might be a vast pros- 
pect, perceived only by an intensive 
scanning of the eye and mind, the pic- 
ture may well be an extraction of a 
few elements which will convey the 
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essences of esthetic and emotional 
values potential within the scene.” 

® on technique he said: “I cannot 
afford to have fixations about techni- 
que. As Edward Weston once said, ‘I 
don’t care if you make a print on a 
bathmat as long as it is a good print.’ 
But I have found that the simplest 
technique usually resolves into the 
strongest statement — and this is true 
of any medium of art.” 

@ Composer Gunther Schuller gave 
an unusual demonstration of the re- 
lationship between abstract painting 
and music. He played compositions, 
some of his own, which were essentially 
interpretations of paintings (often 
Klee’s.) He showed the paintings as he 
played the musical excerpts, then ex- 
plained how the music derived from 
the art. 

e Architect Louis I. Kahn revealed 
a humanizing approach to building in 
his preference for galleries over corri- 
dors. Discussing school design, he ex- 
piained how the more spacious gallery 
encourages students to congregate, 
while the more economical corridor 
ends up lined with lockers to further 
discourage personal contact. Among 
his comments: “As soon as you employ 
thought you must give up your dream.” 

“A good question can be greater 
than a brilliant answer.” 

@ Sister Mary Corita, Professor of 
Art, Immaculate Heart College, Los 
Angeles, showed slides of the work of 
her students and explained how art 
was taught there. Among her observa- 
tions: “The beginning of wisdom is 
carelessness” and “If you're original 
you can’t really hide it.” 

@ Dramatist John Houseman spoke 
of creative pressures and how they 
actually contribute to creative success. 
Pressure can be a form of stimulus, 
even pressure of time, budget, circum- 
stance and client. About clients he 
observed that often the creative man’s 
problem was to develop a mechanism 





for outwitting the many paying the 
bill, for his own benefit of course. 


people . . . nof consumers 

e If the program to this point em- 
phasized the artist and techniques of 
communicating, the final speaker, Lewis 
Mumford, focussed attention on people. 
Not on consumers as blocks of people, 
but on people who have feelings, hopes, 
frustrations, dreams. As in all his writ- 
ings, Mr. Mumford’s talk combined a 
feeling for humanity with caustic criti- 
cism. 

His talk was informal, consisted 
largely of a give and take with the 
audience. Its tenor, if not its content 


is summed up in the chairman’s in- 
troduction. 


“As we near the end of Eyes West 
we might recall Louis Kahn’s advice 
that a good question can be greater 
than a brilliant answer. 

“We might ask what we are doing to 
or for people to make life richer. Lewis 
Mumford asks this question constantly.” 

A few quotations from Mr. Mum- 
ford’s books were read to_ illustrate 
how in his criticism, whether of art or 
literature, architecture or cities, he is 
only secondarily concerned with techni- 
que or esthetics. 

...Of skyscrapers he wrote, 

e “One need not dwell on the way 
in which these obdurate, overwhelming 
masses take away from the little people 
who walk in their shadows any semb- 
lance of dignity as human beings.” 

e ...of standardized housing . . . 
“The chief thing needful for the full 
enjoyment of this architecture is a 
standardized people.” 

© ...of our mechanized society .. . 
“The end of a civilization that con- 
siders buildings as mere machines is 
that it considers human beings as mere 
machine tenders.” 

@...“We have forgotten that there 
is a science of humanity as well as a 
science of material things.” * 
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UPCOMING 
DESIGNER 


Richard Oborne 

Trucks and boxes, tubes and cans, bags 
and baggage are part of Dick Oborne’s 
concern as Director of Package Design 
and Graphic Art for the Akron indus- 
trial design firm of F. Eugene Smith & 
Associates. Dick was born in Akron 28 
years ago, received his BFA in painting 
at Kent State University. He is on the 
faculty of the Akron Art Institute Pro- 
fessional School where he teaches Pack- 
aging and Graphic Art. 





A / D COPYFITTER 


F om September 1960 through Novem- 
b.» 1961 Art Direction serialized char- 
a: er per pica copyfitting tables. In the 
fi t and last installment a copy of the 
ci .racter per line gauge appeared to 
he p you quickly, accurately convert data 
fo line lengths up to 55 picas. Herewith 
ar supplementary data for new faces 
an | sizes and faces for which data was not 
p: viously available. Art Direction is 
pu slishing the AD Copyfitter as a book- 
lei along with the character per line 
gaige which is made of durable plastic. 
Tie unit sells for $2.95. Orders should 
be addressed to Art Direction, 19 W. 44th 
St., New York 36, N.Y. 


Adonis Extended (S-B) 10-1.69; 12-1.41; 
14-1.21; 18-1.04; 24 (S.F.)-.84; 24 
(L.F.)-.73 

Adonis Extended It. (S-B) 10-1.63; 
12-1.37; 14-1.18; 18-1.; 24 (S.F.)-.82; 
24 (L.F.)-.70 

Admiral Script (Lud) 14-2.91; 18-2.25; 
24-1.64 


Baskerville No. 169 (M) 6-4; 8-3.18; 
9-2.91; 10-2.79; 11-2.44; 12-2.35; 
14-2.03; 18-1.78; 24-1.33 

Baskerville It. No. 169 (M) 6-4.89; 8-3.82; 
9-3.43; 10-3.05; 11-2.91; 12-2.67; 
14-2.44; 18-2.03; 24-1.54 

Bauer Folio Medium Extended (B) 8-3.05; 
10-2.44; 12-1.91; 14-1.64; 16-1.33 

ea 7 (B) ‘10-3. 05; 12-2.68; 
14-2.5 

Beton Ex Bold & Oblique (1) 18-1.23 

Bodoni & It. (Li) 16-1.91 (no it.) 

Bodoni w It. & S.C. (1) 9-2.95; 11-2.45 

Bodoni Bold Cond. (1) 30-1.23 

Bodoni Bold Cond. ‘s-¥ 14-2.44; 
18-1.91; 24-1.54; 30-1.23 

Bodoni Bold & It. (Li) 11- 2.35 

Bodoni Bold w It. & S.C. (1) 9-2.69; 
11-2.25 

Bodoni Bold Recut No. 975 (M) 9-2.79 

Bodoni Book & It. (1) 9-3.18 

Bodoni Campanile It. (Lud) 18-2.24 

Bookman It. No. 98 (M) 14-1.54; 18-1.33 

Brody (ATF) 18-2.24; 24-1.78; 30-1.33 

Bulmer & It. (1) 12-2.54 

California No. 300 (M) 8-4; 10-3.05; 
12-2.54; 14-2.14; 18-1.64; 24-1.23 

California It. No. 300 (M) 8-4.55; 10-3.43; 
12-2.91; 14-2.54; 18-2.03; 24-1.54 

Casion Bold (F) 12-2.39 

Caslon Bold No. 3 & It. (I-Li) 5-4.55 

Caslon Cond. No. 113 (M) 14-2.03 

Casion O.S. Inland No. 137 (M) 7-3.67; 
14-1.91; 18-1.54 

Casion O.S. Inland It. No. 137 (M) 

7-4; 14-1.91; 18-1.54 
Century Bold It. No. 118 (M) 9-2.67 
Century Expanded It. (ATF) 4-4.89 
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Century Schoolbook No. 420 (M) - 
814-2.79; 13-1.91 

Century Schoolbook It. No. 420 (M) 
814-3.05 

Century Schoolbook Bold No. 620 
(M) 9-2.44 

es gma & Bold (1) 7-3.2; 

Cheltenham Bold Cond. It. (F) 12-2.87 

Cheltenham Bold Cond. It. No. 88 (M) 
14-2.24; 18-1.78; 24-1.44 

Cheltenham O.S. Cond. No. 264 (M) 
14-2.35; 18-2.03; 24-1.54 

Clarendon Craw (M) 8-2.35; 9-2.24; 
10-2.03; 12-1.78; 14-1.54; 18-1.12; 
24-.89 

Clarendon Craw Book (M) 7-2.79; 8-2.44; 
9-2.14; 10-2.03; 12-1.78; 14-1.44; 
18-1.18; 24-.89 

Clarendon Craw Cond. (ATF) 14-1.9; 
18-1.6; 24-1.2 

Clarendon Haas (AC-KS) (American point 
sizes) 6-3.82; 8-3.18; 8#2-2.91; 
10-2.54; 10#2-2.24; 12-1.91; 14-1.64; 
18-1.44 

Clarendon Haas (AC-KS) (Didot point 
sizes) 6-3.82; 8-2.91; 10-2.24; 12-1.91; 
14-1.54; 16-1.44 

Clarendon Haas Bold (AC-KS) (American 
point sizes) 6-3.43; 8-3.18; 8#2-2.79; 
10-2.44; 10#2-2.24; 12-1.91; 14-1.54; 
18-1.33 

Clarendon Haas Bold (AC-KS) (Didot point 
sizes) 6-3.43; 8-2.79; 10-2.14; 12-1.91; 
14-1.54; 16-1.33 

Classic (B) 8-3.54; 10-2.79; 11-2.54; 
12-2.24; 14-2.03; 16-1.64; 18-1.44 

Classic It. (B) 8-3.67; 10-2.91; 11-2.67; 
12-2.35; 14-2.03; 16-1.64; 18-1.44 

Clearface & It. (ATF) 5-4.89 

Cloister O.S. No. 395 (M) 18-1.91 

Cloister O.S. & It. (1) 8-3.82 

Consort Bold (S-B) 24-.89 

Consort Bold Cond. (S-B) . 

Cushing It. No. 25 (M) 5-4 

De Ry A No. 11 (M) $3.97: 6-3.43; 


Dom Bold (ATF) 36-1.23 

Excelsior w It. & S.C. (Li) 8#2-2.79 

Egizio Medium (A/C) 6-3.82; 6#2-3.43; 
ae + lai 12-1.91; 14-1.64; 


Egizio Medium It. (A/C) 6-4.; 6#2-3.67; 
8-2.67; 10-2.35; 12-1.91; 14-1.64; 
18-1.44 

Egizio Medium Cond. (A/C) 8-4.35; 
10-3.43; 12-2.79; 14-2.54; 18-2.24; 
24-1.78; 12#2-1.64 

Egmont Medium & It. (1) 6-4.55 

Egyptian Bold Cond. (A/C) 10-3.18 

ptian Bold Extended (A/C) 10-1.84 

Fairfield Medium & It. (Li) 6-3.67; 8-3.05; 
9-2.91; 10-2.67; 11-2.44; 12-2.35; 
14-2.14 

Firmin Didot Bold (A/C) 8-3.43; 10-2.91; 
ee y 14-2.14; 18-1.91; 18#2-1.64; 





Firmin Didot It. (A/C) 8-4.18; 10-3.32; 
12-2.79; 14-2.35; 18-2.03; 18#2-1.78; 
24-1.33 

Firmin Didot Roman (A/C) 8-4.18; 
10-3.18; 12-2.54; 14-2.24; 18-2.03; 
18#2-1.78; 24-1. 33 

Florentine Cursive (Lud) 12-3.6; 14-3.43; 
18-2.67; 24-2.03. (Allow for swashes). 

Franklin Gothic Wide (ATF) 24-.82 

Futura Bold Cond. (1) 30-1.33 

Futura Demibold (1) 36-.70 

Futura Demibold & Oblique (1) 9-3.05; 
11-2.54 

Futura Ex Bold (1) 30-.77 

Futura Medium Cond. (B) 30-1.23 

Futura Modern Cond. (1) 24-1.64; 30-1.33 

Garamond & It. (1) 7-3.67 

Garamond Bold & it. (1) 7-3.43; 9-2.91; 
11-2.54 

Gill Sans Bold No. 275 (M) 6-3.54; 
8-3.05; 10-2.54; 11-2.24; 12-2. 14: 
14-2. 03; 18-1.44 

Gill Sans Bold It. No. 275 (M) 6-3.67; 
8-3.32; 10-2.79; 11-2.44; 12-2.24; 
14-2.14; 18-1.54 

Gills Sans Bold Cond. No. 343 (M) 8-3.43; 
10-2.91; 12-2.44; 14-2.14; 18-1.78 

Gill Sans Ex Bold No. 321 (M) 8-2.67; 
10-2.24; 12-1.91; 14-1.78; 18-1.23 

Gills Sans Light No. 362 (M) 6-4.; 8-3.43; 
10-2.79; 12-2.35; 14-2.14; 18-1.54; 
24-1.23 

Gill Sans Light It. No. 362 (M) 6-4.18; 
8-3.54; 10-3.05; 12-2.54; 14-2.35; 
18-1.64; 24-1.33 

Gill Sans Medium No. 262 (M) 6-4; 8-3.43; 
9-3.05; 10-2.91; 11-2.67; 12 -2.44; 
14-2.24: 18-1.54; 24-1.23 

Gill Sans Medium It. No. 262 (M) 6-4.18; 
8-3.54; 9-3.43; 10-3.32; 11-2.79; 
12-2.54; 14-2.35; 18-1.64; 24-1.33 

Gothic, Alternate No. 1 (1) 8-4.55 

Gothic, Alternate No. 2 No. 77 (M) 
14-2. 35; 18-1.91; 24-1.44 

Gothic Cond. No. 529 (ATF) 30-1.54 

Gothic Lightline (ATF) 6#3-4.89; 6#4-4. 

Gothic News Bold (ATF) 6-3.18; 8-2.67; 

10-2.24; 12-2.03; 14-1.64; 18-1.33 


No. 18 (Li) 7-4.; 
9-3.43; 11-3.05; "18-1.91; 24-1.54 
Gothic ic News Cond. w Bold Cond. (1) 
rey | 8-3.82; 10-3.43; 12-2.79; 
Gothic Record (Lud) 14-1.91; 18-1.54 
Gothic Record Bold Extended & It. (Lud) 
6-3.18 (no it.); 8-2.44 (no it.); 10-1.91 
ro 12-1.78; 14-1.44; 18-1.12; 


Gothic Record Bold It. (Lud) 12-2.24; 
14-1.91; 18-1.44 

Gothic Record Cond. It. (Lud) Ok 
14-2.44; i 91; 24-1.54; 30-1 

Gothic Record Ex Cond. (Lud) 1247 18; 
14-3.54; 18-2.91; 24-2.24; 30-1.78; 
36-1.54 

(continued in a future issue) 
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Ayer shows outdoor Traveling pos- 

ter show of the 
29th annual competition of outdoor 
advertising art was up at Ayer Galler- 
ies. Agency's vp/managing AD Robert 
O. Bach and president Warner Shelly 
note the Plymouth poster, one in the 
60 national winners being toured by 
Outdoor Advertising, Inc. Besides Ply- 
mouth, other Ayer clients in the show 
include Atlantic Refiining, United Air 
Lines, and Michigan Bell Telephone 
Co. 


Ed Cullen joins Former Mel Rich- 
Dixon & Swanson man design direc- 
tor Ed Cullen has 


become a partner in Dixon & Swanson. 
The firm changed name and address 


to Dixon, Swanson and Cullen, 2016 
Walnut St. 


Carlos Sierra-Franco 


Walter Terbovic 


MRI adds Terbovic Formerly graphics 
and Sierra-Franco AD for Container 

Corp., designer / 
AD for Mead Johnson and visual de- 
sign director for American Greetings 
Corp., designer Carlos Sierra-Franco 
has joined Mel Richman, Inc. He holds 
27 international advertising and fine 
art awards. Walter Terbovic, designer 
and former owner of Gateway Studios 
of Pittsburgh, also came to Richman. 
He has been an AD for Miami agency 
Bishopric, Green, Fielden, a member 
of the design staff of Graphic Arts, 
Miami, and has been recognized for 
creative lettering. He is a charter mem- 
ber of Advertising Artists of Pittsburgh 
and of the Art Directors Society of 
Pittsburgh. He is a former member of 
the Miami ADC. 


Philadelphia AG Artists Guild pre 
honors Fawcett dent Edward H 

White, executive v 
Harvey Simpson, vp Albert Michi1 
and illustrator Robert Fawcett at AG 
presentation of Certificate of Achiev: 
ment to Fawcett for his “outstandin 
contribution to the field of illustr 
tion.”” Fawcett addressed the group o 
the relation of the artist to his clie1 
and to the public, and his respons 
bility to himself. 


Business insurance The light ap- 


with a smile proach to a com- 
plicated business 


— both advertiser and campaign. The 
latter, by Insurance by North America, 
combines illustration and copy theme 
selling advertiser's clients, secondarily 
tying in INA. This, plugging Rand 
McNally, is a color page and facing 
column running in business books thi 
month. 

Credits: AD Thomas E. Yerxa, ce 
signer Arthur Taylor, Ayer. Copywrit 
Charles Brennan. Artist N. M. Bodec«- 
er. Type, Alt. Goth. head, News Got: 
body, Fred Weber, Ayer. Logo « 
signed by Cynthia Drasnin. 


























“For Christmas, let’s make it... 


ART DIRECTION 








i’s a 12-time package long remembered and treasured as 
e thoughtful’ reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already 
a subscriber, your gift will extend his subscription. 











Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $6.00 
for one year, $10.50 for two years. 


Art Direction, 19 West 44th Street, New York 36, New York 
Please send Christmas gift cards and subscriptions to: 





NAME 











STREET AND NUMBER 





CITY. ZONE, STATE 








NAME 





STREET AND NUMBER 





CITY. ZONE, STATE 





NAME 








STREET AND NUMBER 





CITY. ZONE, STATE 





Gift from, 











ADDRESS 
While you're at it, renew my subscripticn too. 


Enclosed check or money order for $ 
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BLAZE 


Notionolly proved ond accepted black 
and white retoucher s photo bleach since 


1955. Send for FREE SAMPLES and instruc- 
tions. Dealers invited. 


ce 


URBAN ART SERVICE 


oke View Ave Chicago 14 











for comfort 
convenience and 
economy 


On Michigan Avenue’s ‘*Mag- 
nificent Mile’’ near fine shops, 
dining, sightseeing, medical 
center, Furniture Mart, univer- 
sities, yet just a stroll from 
the Loop and the Lake, 


26 Floors of reasonable rates 
designed for the businessman, 
family or special group. . .Full 
hotel service. . .Convenient 
municipal parking. . . 


HOME OF THE TIP TOP TAP 


Try the Allerton 
| and see on your 
next Chicago visit. 


| See your travel agent or 
“Ask Mr. Foster” 


Telephone SU 7-4200 
TWX CG 3083 








Keep off the thin ice of second rate typesetting. 
Specify Service Typographers for all your ads 
and promotion pieces. Make your goal the 

very best type impression and let Service 

help you achieve it. / 


SERVICE TYPOGRAPHERS, INC.” 723°S. WELLS. CHICAG’ 


HA 7-8560 





Creative catalog A national effort in- 

volving a Minnea- 
polis firm, a Denver communications 
consultant, and Chicago design and 
printing produced a full color 100-page 
catalog showing items in unusual for- 
mats, including: decorative art; varied 
photography — mood, humor, side and 
back lighting, high style; an 8-page 
gatefold; a 12-page halfsize insert held 
by a spread introducing the insert’s 
subject (illustrated). 

Credits: Advertiser Gold Bond Stamp 
Co. Production coordinator Sherle Ma- 
guire. Design/art/photography, Whit- 
aker Guernsey; designers Hank Ro- 
bertz and Bud Islinger also supervised 
finish; photographers Connie Bailey 
and Nelson Shawn plus other staffers. 
Type, Monsen Goth., Monsen Typo- 
graphers. Printed roto by R. R. Don- 
nelley on cover stock 65 lb. Peninsular 
Fluorescent White Snowweave, fe't 
finish, and the body on 45 Ib. white 
blade-coated stock, from Oxford, I:- 
ternational, Mead, Kimberly-Clark. 
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aphics 62 in 

Feb. 15-18 

trade exposition for creators, pro- 

ers and buyers of visual sales tools 

be produced by B-M-W Corp. at 

ine Exposition hall, Los Angeles, 

t February. Managed by Robert 

k, Herbert Mitchell and Roby 

ntz, Westprint Co., the Western 
xposition of Applied Graphics will 

w products and services of over 100 
yetern suppliers. In many cases actual 
production of a product or service will 
be demonstrated. Exhibitors will in- 
clude printers and lithographers, pack- 
agers, designers, paper mills, creators of 
sales aids on film, typographers, plate- 
makers and binders. 

Details from Roby Wentz, 1605 N. 
Cahuenga Blvd., LA 28. 


Seattle’s Paul Horiuchi 

to do 17 ft. x 60 ft. mural 

The largest single work of art in the 
Pacific northwest will be a huge out- 
door mural by Japanese-born Paul Hor- 
iuchi, designed for the 1962 Seattle 
World’s Fair. It will be executed in 
ceramic or glass tile, constructed and 
mounted in an architectural form de- 
signed by Thiray. The work will be 
nonfigurative, “gay, bright and in keep- 
ing with the spirit of contemporay art 
and of the Pacific northwest,” accord- 





indians .... scenes 
pictorial 


ZEEE 1333 SO.HOPE ST.,LOS ANGELES I5 





CAMERA HAWAII 


Advertising and editorial 

illustration photography 

Hawaii's top photographers 

cirected by WERNER STOY 

CAMERA HAWAII, Inc. 

206 Koula St., Honolulu — Cable:CAMHAWAII 





ing to Norman Davis, World’s Fair vp 
for fine arts. 

Art sales to AE 

not AD, reports SASC 

Studio Association of Southern Cali- 
fornia reports the oversupply of artists 
in the region and the resultant in- 
creased number of calls upon ADs have 
closed many AD doors. Designers and 
illustrators have replied to this by direct 
contact with account executives and 
have sold this way, the association notes. 
Really successful freelancing is now pos- 
sible only to the illustrator, designer or 
photegrapher with a national reputa- 
tion, SASC said, with local ad artists 
finding it necessary to do textbook illus- 
trations at $25 to $30 apiece, or back- 
grounds by the hour or week for pros- 
perous cartoon studios. 

The association emphasized that Cali- 
fornia is a very small advertising center, 
with, according to Dept. of Commerce, 
Los Angeles having 5% of the nation’s 
agency business and San Francisco a 
little over 2%. New York has about 
50% of the national market with one 
New York agency buying more art and 
photography than all the LA agencies 
combined. 


Coast clips 

Dean Smith, San Francisco, added ex 
New Yorker Graham O. Smith to his 
staff and resigned the Eichler Homes 
account . . . Hanna-Barbera Produc- 
tions’ “The Flintstones” now syndi- 
cated by McNaught as a daily news- 
paper strip. As a tv show, “The Flint- 
stones” was the first weekly all-cartoon 
series to be in the nationally rated top 
10. . . Elgin Davis Studios, Los Angeles, 
appointed Jack Courtney to client serv- 
ice. He had been with LA agencies... 
Comara gallery moved to 8475 Melrose 
Place, Los Angeles . . . Dr. Lester Long- 
man, chairman of the art dept. at 
UCLA, has been elected chairman of the 
board of art consultants, Natl. Federa- 
tion of American Artists League. The 
board will “appraise and declare the 
true marketable value” of work by the 
members who may, if they wish, ex- 
hibit and sell through the Celebrity 
Gallery chain which has its home gallery 
in the Beverly Hilton hotel.... Y&R 
named Robert W. Wheeler a vp in the 
LA office . . . The 7th annual art fair, 
sale and purchase prize exhibition will 
be held at the Westside Jewish Com- 
munity Center, 5870 W. Olympic Blvd., 
LA, Dec. 9-15. . . . Nat Goldenberg, a 
member of the Artists Guild of Chicago 
and the Advertising Assn. of the West, 
has joined Magoffin Typographers as 
typographic consultant and representa- 
tive. « 
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films for 
club programs 


(Editor’s note: The following list of films 
and slides is being serialized. Names and 
addresses of distributors, explaining the 
code letters at the end of each listing, ap- 
peared with the first installment in De- 
cember 1960, will be repeated with the 
last installment.) 


THE PAPER MADE FOR YOU. 23 min. How a paper 
mill’s research lab develops various papers for 
business use. A Gilbert Paper Co. film. MTPS. 

PAPER MAKING. PHG. 

PAPER MAKING. 2 reels. B/W. From forest to 
press. A Coronet film. CF. 

PAPER WORK. 30 min. How fine papers are made. 
A Champion Paper & Fibre Co. film. MTPS. 

PAPYRUS 10 min. $4. Dr. Frank C. Baxter demon- 
strates the ancient Egyptians’ conversion of the 
plant to form sheets of writing material. (The 
Milestones in Writing series). Produced by the 
Dept. of Cinema, University of Southern Cali- 
fornia. CFD. 

PINE PACKS A PUNCH. 25 min. Papers’ use in 
multiple carton packaging. MP. 

POWELL RIVER STORY. 35 min. Making & market- 
ing of newsprint. PRS. 

PRODUCTION 5118. 30 min. Communication: Trans- 
mitting ideas fully & clearly. A Champion Paper 
& Fibre Co. film. MTPS. 

PULP & PAPER FROM CANADA. 22 min. B/W. NFBC 
or WMDF. 

RIVER OF PAPER. 30 min. The newsprint story. 
PRS. 

TENNESSEE VENTURE. 1 reel. Wood pulp & news- 
print production. BP. 

WEALTH OF THE NATION. 22 min. Canadian forests, 
newsprint source. AS. 

YOUR FOREST HERITAGE. 18 min. Canada’s forestry 
contributions. A National Film Board of Canada 
release. CTFL. 

PRODUCTION & PRINTING 

ADVANCEMENTS IN PRINTING PRESS DESIGN. 25 
min. Miehle No. 61 offset press & basic prin- 
ciples of feeding, registering & delivering 
sheets. MTPS. 

THE ART OF PHOTO-ENGRAVING. 27 min. H-E. 

THE BEAUTIFUL BOOK. 29 min. B/W. $4.75. 
Printing’s development from simple writing on 
papyrus to decorated books of parchment & 
vellum; origins & differences between parch- 
ment & vellum; Middle Ages’ paint-ink-writing 
techniques, illustrated with collectors’ items. 
A Dr. Frank C. Baxter exposition. (The Written 
Word series). Produced by the Dept. of Cinema, 
University of Southern California. IU. 

A BETTER RUN FOR YOUR MONEY. 20 min. Offset 
lithography’s advantages in advertising produc- 
tion; how advertisers can achieve effectiveness. 
HS. 


(continued on page 106) 
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.. THE BEST RETOUCHING IS BETTER WITH GAMMA 


, RUMBACHER 


460 W. 34th St., New York 1, N. Y. 


GAMMA 


NEUTRAL RETOUCH GRAYS 


TAKE THE “GUESS-WORK” 
OUT OF RETOUCHING 


Warm or Cold?...it makes no difference 
with GAMMA®—because GAMMA Grays 
are Neutral uniformly accurate equivalents 
of photographic tone values—and 
reproduce with perfect fidelity 


Tubes 35c each and 
1 oz. jars 40c; 4 oz. jars $1.25 





For The Best 
in Board... 


BUY 
BAINBRIDGE 


E ach board individually 
hung, air dried, 

to eliminate warping, 
insure flatness. 


At Art Suppliers Everywhere 


CHARLES T. 
BAINBRIDGE’S SONS 
20 Cumberland Street 

Brooklyn 5, N. Y. 








MORILLA BRINGS YOU ANOTHER WORLD LEADER 
THE SUPERB 


ROYAL SOVEREIGN 


DRAWING PENCILS 


2 for 33¢ 


Made in England by the 
makers of the famous 


Wolff’s sks PENCILS 


Artists, draughtsmen all over the World appreciate 
the pre-eminent quality of the Superb “Royal Sover- 
eign’. Firmness of points, pete meh of leads and 
absolute consistency of grades delight the most criti- 
cal experts. Supplied in a new attractive metal box 
which provides complete protection for the pencils. 


Available in 14 Degrees Of Hardness — 6B to 6H 


SPECIAL INTRODUCTORY OFFER: 
Send 25¢ for 2 pencils to cover mailing costs, specify ‘e- 
gree wanted and mail to: 


The MORILLA Company 


12-12 Bridge Plaza So., Long Island City 1, N. Y. 

















NO SHAPPING, SKIPPING 
CRUMBLING or CRACKING 


...Just the smoothest, richest lines you've ever drawn- 


THAT'S A GENERAL PENCIL! 


N° 555- 


‘ 6B 
ibRUEe Bive 


KIMBERLY 
dllullichrome”: 426% 


Test-Draw one today. 
Discover how a General 
Pencil keeps a sharp point 
longer, draws smoother, 
resists breaking and crum- 
bling. Amazing, too, how 
General Pencils make ideas 
come alive in the richest 
crispest lines you ever saw! 
CJ There’s a General Pencil 
that helps solve every art 
problem ...cleaner, neater, 
faster and easier. Your art 
supply dealer has them all. 

See him today! 


im 


GENERAL'S “<ayout Pencil * V.S.A 


KIMBERLY DRAWING PENCILS in 22 en SKETCHING PENCIL — HB- 


accurate degrees 6B-9H, Tracing 1-2-3- 
4, and Extra B Layout Pencil. GENERAL LAYOUT PENCIL — em in- 


KIMBERLY GRAPHITE STICKS (Square ee. black 


& Rectangular) 2B-4B-6B. — 28-48-68. 
MULTICHROME Colored Drawing Pen- FLAT SKETCHING PENCIL — 2B-4B-6B. 


cils in 50 Brilliant Colors. 


GENERAL'S DRAWING PENCIL KIT — An all-purpose sketching kit with 
a versatile assortment of drawing aids. 


For FREE SAMPLES write on your letterhead to: 


ENERAL PENCIL COMPANY Lo) 


69 FLEET STREET, JERSEY CITY 6, N. J. 
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most illustration boards look alike 


but... does the illustration board you are using have a// 
these favorable features: Lies flat, stays flat...erases feather- 
free...stands excessive reworking...is consistently free of 
defects... has excellent stripping qualities...is faced with two 
usable surfaces of 100% cotton fiber...is double mounted 
making for economy in price and file space...accepts all media 
such as air brush, line and wash, tempera, water color, pen 
and ink...has incomparable photo-reproduction qualities? 
Any illustration board has some of these 
features. Strathmore is the only illustra- 
tion board that offers you all of them. 
Ask for it by name (specifying regular or 
high surface) and be sure it has the familiar 
“thistle” trademark. Write for free sample book, show 


ing the full line of Strathmore Artist Papers and Boards: Strathmore 
Paper Company, 10 Front Street, West Springfield, Massachusetts. 


STRATHMORE 


STRATHMORE PAPER COMPANY « WEST SPRINGFIELD, MASS. 
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The class of '61 will soon be entering the field of graphic art. = 
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N: AD’s first traveling show 
bc sking dates 


C: | Klinghammer, second vp NSAD 
an chairman of the NSAD national 
ex. ibitions, announced the completion 
of he booking schedule to mid 1963. 
To date: 

162: Jan. 8-15, Memphis Academy of 
Ar'; Jan. 22-26, Art Directors Club of 
St. Louis; Feb. 5-24, State of Louisiana 
\r. Commission, Baton Rouge; March 
5-20, University of North Dakota, 
Grand Forks; April 6-27, Wustum 
Museum, Racine, Wis.; May 7-8, Flint 
(Mich.) Institute of Arts; June 8-28, 
Bowdoin College, Brunswick, Me.; July 
9-Aug. 25, University of Maine, Orono; 
Sept. 5-26, Tennessee Fine Arts Center, 
Nashville; Oct. 5-26, University of 
Georgia, Athens; Nov. 5-26, University 
of Missouri, Columbia; Dec. 5-26, 
Arkansas Arts Center, Little Rock. 

1963: Jan. 4-25, San Francisco Unified 
School District; Feb. 4-25, Texas Tech- 
nological Coliege, Lubbock; March 
7-28, University of Chattanooga, Tenn.; 
April 8-29, Roberson Memorial Center, 
Binghampton, N. Y.; May 6-27, Boston 
Public Library; June 3-24, Pratt 
Institute, Brooklyn. 


NY presents 4A’s Gamble 
with achievement medal 
The 1961 gold medal of achievement is 
to be presented Dec. 7 to Frederic R. 
Gamble, president of the American 
\ssn. of Advertising Agencies for the 
pat 17 years. The ceremony will be 
he d at a luncheon in the Hotel 
Di ‘monico. Gamble, who is retiring as 
4\ president next spring, has been in 
ad ertising 32 years. 

he luncheon will also mark the 40th 
N° ADC annual, which was published 


N EWS National Society of Art Directors 


by Farrar, Straus & Cudahy Nov. 30. 
The 40th number in a series by FSC 
for the club, this includes over 400 
examples of outstanding ads in all 
media, and complete indices of ADs, 
designers and artists. 





Ted Poyser proposes 
weekend NSAD meeting 


A weekend schedule for the 16th annual 
NSAD meeting to be held in Los 
Angeles has been recommended by 
E. W. “Ted” Poyser, ADLA past pres- 
ident and LA chairman of arrangements 
for the meeting. The weekend sched- 
ule, he said, would minimize lost 
working time. Tentative dates for the 
meeting are April 14-15. Under this 
plan the representatives could arrive 
late Friday and return late Sunday. 
Poyser said the ADLA, “proud to 
host the assembly of delegates, plans a 
program aimed to allow a maximum 
of interchange of ideas for the strength- 
ened progress of NSAD. At the same 
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time we plan to provide social pleasure 
and entertainment. To permit plan- 
ning to take final form in the next few 
weeks it is important that we know 
the approximate number of delegates 
we might expect. 

“Each club is requested to publicize 
the event and to encourage its 2 dele- 
gates or alternates to bring news reports 
from the clubs and areas for discussion, 
and to prepare to express their views 
on the national scene. Details on this 
phase will be mailed to the clubs soon.” 


30th Natl. Outdoor competition 
deadline Jan. 19 


Art Directors Club of Chicago is 
sponsoring the outdoor advertising 
competition which for the first time will 
include Canadian as well as American 
entries. Submissions must be in 35mm 
Kodachrome transparencies. Entry 
blanks and general information is cur- 
rently being mailed to agencies. For 
blanks and details, John Norse, 
National Outdoor Advertising Art 
Competition Committee, 400 N. 
Michigan Ave. 

The judging will be held Jan. 29 
and the awards luncheon will be on 
April 25. Contrary to usual custom, the 
3 top winners will not be announced 
until the luncheon. 


San Francisco prepares 
Sales Tax Guide 


Actual wording on the new ruling on 
state sales taxes on art is included in 
the Sales Tax Guide for Artists, pre- 
pared by the sales tax committee of the 
Art Directors and Artists Club of San 
Francisco. The new ruling, a guide and 
interpretation, which apply to artists, 
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designers and agencies, are given in 
simple nontechnical language to make 
understandable what is and what is not 
taxable. 

Taxability or nontaxability of devel- 
opment work is clarified, and the tax 
on retouching is firmly established and 
defined. 

To obtain a copy of the Sales Tax 
Guide, send a $2 donation to Sales Tax 
Fund, Art Directors and Artists Club, 
609 Sutter St., San Francisco 2. 





Robert 0. Bach named to 
Visual Communications Conference 


Program director for the 1962 confer- 
ence sponsored by the NYADC is Robert 
O. Bach, vp/managing AD N. W. Ayer. 
Arthur Hawkins has been appointed 
chairman. Club president Edward B. 
Graham, in announcing the appoint- 
ments, said the conference, to be called 
“Visual Communications 7” will be 
held at the Waldorf Astoria April 18- 
19 to coordinate with the schedule of 
the 2nd International Meeting of 
Advertising Agency Leaders, sponsored 
by the 4As April 23-May 4. 


Chicago has annual 
on sale at $2.50 


The recently published Awards Annual 
of the Chicago club, 148 page book, 
reproduces winners and runners up in 
the club’s 28th annual competition for 
the best advertising and editorial 
graphics created in the Chicago area 
in 1960. The book is available from 
ADCC headquarters at $2.50 per copy 
or a 20% discount on the per copy 
price to those ordering 5 or more. 
Checks should accompany orders to the 
Art Directors Club of Chicago, 6 E. Lake 
St., Chicago 1. 
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LA show covers 
a wide area 


Show chairman John Whyte brushes a 
line on the map enclosing the area 
the LA club’s 17th Western Exhibition 
will cover. ADLA president Luther 
Weare smiles approvingly, though 
Whyte’s circle does not include the 
Alaskan and the Pacific areas which the 
show covers as well as the states west 
of the Mississippi. 

The show will be judged by NSAD 
president Arthur Lougee; AD Helmut 
Krone, Doyle Dane Bernbach New 
York; Neil Fujita, New York; Margot 
Sherman, creative director McCann- 
Erickson New York; Don Sternloff, 
Fuller & Smith & Ross San Francisco; 
Bill Tara, Los Angeles. 


ADLA joins 

Graphic Arts Agency 

The Los Angeles club has joined the 
non-profit employment service organ- 
ized by the Studio Assn. of Southern 
California. ADLA president Luther 
Weare, announcing his club’s affiliation 
with the Graphic Arts Agency, said, 
“For several years the club has been 
studying ways in which it might effec- 
tively assist members in the delicate 
process of changing positions. 

Ideally job placement assistance should 
be handled by a dedicated father 
image, skilled at counseling, widely 
known and highly regarded in the art 
field, with great powers of understand- 
ing and sensitivity and the highest 
ethics. The Graphic Arts Agency has 
now been operating for a year in what 
we feel to be an admirably businéss- 
like manner.” 





Jack Baxter 
addresses Kansas City 


Recent meeting featured the directo: 5f 
Chicago’s Creative House, an organ 
ization that produces complete cam- 
paigns in print and tv for agencies < id 
advertisers. He discussed copy and 
design aspects of current campaigns 
including those developed by his 
company. 

Baxter was named Copywriter of 
Year in 1959 and in 1960. 

His background includes art dire 
tion and he served as creative head « 
BBDO, Robert W. Orr, Leo Burnet 
and Earle Ludgin. He was a found 
of the Chicago Copywriters Club a1: 
was president of the Chicago Copy 
Executives Club. 


Montreal’s executive 


Seated, left, president R. M. Buckham, 
senior AD/art dept. manager, Cockficld- 
Brown & Co.; right, associate repre 
sentative Pierre Garneau, CBC Gr«ph- 
ics. Garneau is chairman of the ex!!- 
bition committee. Standing, from k 
associate representative Grant Tig! 
second vp Sol Litman, API studios 
first vp Gaston Parent, AD Comme 
Art Centre; treasurer Alan Wilkins 
AD Foster Advertising; secretary Gi 
Seymour, AD Bomac Montreal. 
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Cleve: nd helps judge 

Catho * Car card design 

\t the judging session for the Cleve- 
land @ »cese’s National Catholic Youth 
Week ar Card Design Contest: Joe 
Solitar », right, Bayless-Kerr Co. AD; 
\lfred ‘lowell, left, retired director of 
ut ed: cation, Cleveland Board of 
Educat on; William Whitsett, center, 
directo. of Cooper School of Art. 


Solitario is one of the Cleveland club's 
busier judges for extra-curricular con- 
tests and a contributor and/or com- 
mitteeman for various local art club 
exhibitions. 

The winning posters are shown in 
back of Solitario, with first prize poster 
at far right in back of his hand, second 
prize poster above that. and third prize 
next to it (above Solitario’s head). 





N. J. charter member 
awarded a Guggenheim grant 


Edward Colker, ethical drug div. AD, 
Warner-Lambert Pharmaceutical Co., 
has been named to a 1961-62 fellowship 
grant for creative work by the John 
ymon Guggenheim Memorial Founda- 
ton. Jhe grant is awarded annually 
(0 persons of unusual and proven 
ability in the fine arts. Colker will travel 
i this country and in Europe where 
he plar's to complete a series of etchings 
and ui dertake experimental designs 
relatin plate to text. 

Coll _r, a charter member of the New 
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Jersey ADC, has been with Warner- 
Lambert since 1957. He studied at NYU, 
Philadelphia Museum College of Art. 
He was later a faculty member. His 
drawings, paintings and prints have 
been widely exhibited and are repre- 
sented in the permanent collections 

of Museum of Modern Art, Philadelphia 
Museum of Art, National Museum in 
Stockholm, Peabody Museum in Cam- 
bridge, Mass., and the Library of 
Congress. 


San Diego show 
deadline Jan. 1 


ADSD’s second annual opens Jan. 19 
at the new May Co. store at Mission 
Valley, San Diego. Winners will be 
announced at an awards dinner to be 
held that night. Entries are being 
received until Jan. 1 at Frye & Smith, 
5304 Metro St. Entry blanks are avail- 
able from show chairman Ken Kitsen, 
Frye & Smith, CY 7-3344. 

The club held its annual seminar on 
professional art for high school and 
college students Nov. 4 at the La Jolla 
Art Center, cosponsor. Following a 
conducted tour of the gallery exhibits, 
the program proceeded to a presen- 
tation of values and practical knowledge 
important to students considering 
graphic arts careers. 

Seminar speakers included Lynn 
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Fayman, president of the La Jolla Arts 
Center board; Stanley B. Hodge, chief 
of art direction, General Dynamics 
Astronautics; Geoff Relf, Barnes & 
Chase Advertising; Warren Molentin, 
senior AD Barnes & Chase; Bill 
Noonan, freelance designer; Bill Clark, 
AD Image; Ken Kitsen, president of 
Frye & Smith. Leading San Diego 
illustrators also participated in a panel 
discussion on illustration. 

Club held a joint meeting with the 
San Diego Advertising and Sales Club 
to hear a debate on copy versus art, 
by George Labadie, executive AD, and 
Charles Lee Hutchins, copy chief, both 
of Donahue & Coe, Los Angeles. Geoff 
Relf, member of both clubs, presided. 

Another recent program was a Sup- 
pliers Night presenting latest data on 
techniques and technology. Richard B. 
Walters, E. I. duPont de Nemours & 
Co., demonstrated the 4 color process 
separation. Fred Moyer, superintendent 
of the composing room at San Diego 
Union Tribune, discussed photo type- 
setting. 

Jerome Gould, Jerome Gould Asso- 
ciates, was guest speaker at a recent 
meeting. He discussed contemporary 
design in advertising and illustrated his 
talk with slides. 


Portland club becomes 
Portland Art Direction Group 


Some 40 members are in the new asso- 
ciation which absorbed the Portland 
Art Directors Club. Format of the new 
organization was defined by a new 
constitution drawn up by an 8 man 
committee. The constitution provides 
for an administration and 4 committees. 
Each member participates in the work 
of the committee he chooses. This 
framework was designed to open the 
membership to anyone in the profes- 
sional applied arts who is interested in 
the work of a particular committee. 
Membership now consists of commercial 
artists, graphic designers, ADs, typog- 
raphers, photographers and art edu- 
cators. 

The ADG intends also to invite 
other people in the above named fields 
and related areas such as architecture 
and industrial design. This is in line 
with the announced purpose of the 
new organization: “The Group is 
intended to provide an assembly for 
those concerned with the direction of 
art in our professional and community 
environment. The committees will 
explore the best work and present 
thinking in their categories and present 
reports and programs to the whole 
Group at our weekly meetings.” 

Officers of ADG are president Robert 
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Reynolds, vp Don Condit, secretary- 
treasurer Douglas Lynch, executive 
secretary Marilyn Holsinger. 

The committees, chairmen and pur- 
poses are: 

lyt Improvement, chairman Charles 
Politz. “For those interested in self 
improvement in the professional arts. 
Discussions will center on what's good, 
what's new, and how can we bring 
better art to ourselves and our fields. 
Phis commit&e will explore what's 
going on in graphic design, advertising, 
architecture, display, typography, » 
photography, industrial design and 
education.” 

Professional Art, chairman Ed Mittel- 
stadt. “For those concerned about the 
professional standards of the artist in 
the business community. Discussions 
will encompass billing practices, pric- 
ing, ethics, promotion, etc. and will 
begin exploring the commercial art 
field.” 

lrt Community, chairman Don Mac- 
Gregor. “For those who believe that 
the artist must be a responsible member 
of his social community. It will con- 
centrate on providing professional 
influence in matters of art in our area’s 
environment. It will bring its voice to 


such projects as the city sign code, 
billboard improvement, public art, 


murals, etc. 
{ Communications committee was 


formed to produce the ADG Bulletin 
and send news of the Group’s activities 
to other publications and professional 
organizations. It is staffed by chairman 
Byron Ferris. Martin Allen reports 
news of typography and printing arts. 
Keith Corn is printing and mailing 
coordinator. Lloyd Allen is in charge 
of publication design examples. Ed 
De Temple is correspondent for mem- 
ber news. Don Kopp is business 
committee correspondent. Stan Putman 
is art improvement committee cor- 
respondent. 

Ihe Group holds luncheon meetings 
every Thursday at the Imperial hotel, 
featuring programs geared toward the 
committees’ activities. Those interested 
are invited to visit a meeting. Member- 
ship invitations are available from 
Douglas Lynch, at Jantzen, and from 
Marilyn Holsinger at Studio 1030 W. 
Burnside, CA 8-6385. 

Recent meeting programs included 
a display and explanation of recent 
work by graphic designers; a product 
display development for View-Master, 
shown by Jack Myers; a mailing series 
for Portland University, explained by 
Joe Erceg; a presentation of the 1962 
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Jantzen International Sports Club 
advertising program of national ads; 
new experimental photography shown 
by Photo Art and Condit Studio; new 
color calendar designs by Don Mac- 
Gregor for Crown-Zellerbach; a taped 
talk by Stan Freberg at the Chicago 
Advertising Creativity Conference held 
last August. 

\ report on the Eyes West design 
conference held in Monterey was led by 
chairman Chuck Politz who commented 
on Ansel Adams. Group members who 
attended the Eyes West conference 
included Homer Groening, Pete Teel, 
Bob Clark and Byron Ferris. They 
explained some of the thinking and 
comments of the speakers. Cy Snyder, 
Container Corp., San Francisco, was the 
Group's guest at this meeting program. 

\ meeting chaired by Ed Mittelstadt 
was devoted to a discussion on pricing 
and a variety of cost judgments on 
the same example of work was noted. 

Other meetings included a talk by 
Sam McKinney, president of Skidmore 
Fountain Development Area Commit- 
tee; a discussion about a proposed ADG 
exhibit; an address by NSAD president 
Arthur Lougee: and the Gallery Art 
Day with Clive Davies and John 
Waddingham and others discussing 


exhibitions. 


Washington presents 

an NSAD award 

Lee Perri, executive AD/vp Larrabee 
Associates; David Dickson. AD Army 
Times and Washington club president, 
present award certificates to Donald 
Thompson and Stuart Freeman of 
Graham Associates for their company’s 
series of Arabian American Oil posters 
which won certificates of excellence in 
the NSAD first annual national 
exhibition. 

Graham vp Freeman accepted the 
award for his firm and their AD Ray T. 
Graham. Thompson accepted for de- 
signers Clifton Line, Fred Ott and 
himself. 


Baltimore plans 

its show for May 

The 12th annual exhibition to be 
sponsored by the Baltimore club w 
planned at a committee meeting h 
at Don Major’s home. General cha 
man is Ed Gold. Irv Yaniger is vic: 
chairman. Subcommittee chairmen 
include: Don Culbertson, awards 
luncheon; George Fondersmith and 
Hunter, judging; Gordon Schwart 
and Joel Adler, graphic design; Ho 
Adler, exhibition; Carroll Remley 
production;George Blakeslee, sorti 
Dick Loomis, awards; Gary Goldm 
location and hanging; Frank Mira 
traveling show; Bob Nohe, treasur 
Jane Edmonds, secretary. 

BADC president Major named 
following as chairmen of club’s pei 
nent operating committees: Educa 
Lun Harris; Employment, Lyle Ca 
cart; Entertainment, Bob Robbins; 
Exhibition, Ed Gold; Newsletter, 
George Fondersmith; Program,: Sta 
Paulus; Publicity, Ken Blair; Scho! 
ship, Carter Perkins; Sketch Sessioi 
Jack Thompson. Carol Little head: the 
temporary committee for the Grap' ix 
Arts Directory. Frank Mirabile and }ob 
Lapham are the NSAD representati es. 


Patrick McCain, Memphis 

ADC member Patrick Dooley McCain, 
46, died from injuries received in an 
auto accident. His illness was compli- 
cated by a hemophiliac condition. by 
his request remains were given to the 
University of Tennessee College of 
Medicine for hemophilia research. 
Contributions to the research fund may 
be sent to The Patrick McCain 
Memorial Fund, c/o Rodgers Menzies, 
Plough, Inc. 

An AD with Plough and creative 
consultant at Lake-Spiro-Shurman, he 
had attended the University of Arkansas 
and was graduated from the American 
Academy of Arts in 1941. With Dancer- 
Fitzgerald-Sample until 1952, he was 
with Grant until 1955 spending much 
time in Peru, Chile and Buenos Aires. 
He was with Leo Burnett before join- 
ing Plough in 1959. 


Hisashi Tani, San Francisco 


ADASF members are saddened by | :¢ 
news that former club president Hi shi 
Tani died following a long illness 
He held many national awards in 
design and lettering and won med: 
from the New York and the Los 
Angeles shows. 
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HIGGINS ink co, inc. BROOKLYN, NEW 


Made with the same care 
and thorough grinding as 
Permanent Pigments Artists’ Colors 
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x-actégraphic 
cut & raste-up set 


SCIENTIFICALLY DESIGNED FOR WORKING WITH PRESSURE SENSITIVE MATERIALS. 
Speed, nae re flexibility are at your fingertips with the new 
X-Actographic CUT & PASTE-UP SET. Ideal for the preparation of graphic 
presentations—charts, graphs, hag = maps, technical illustrations, 
mechanicals. = Surgically sharp, the X-Acto knife with its clip-on trans-- 
parent.safety cap assures precise cutting. The mechanical pencil is on 
the opposite end of the knife for marking guide lines. Cross-action pick-up 
forceps hold the smallest materials, which can be securely affixed with 
the burnishing end of the bens Also included are three interchangeable 
blade styles in a five-blade pack. = The new X-Actographic CUT 

& PASTE-UP SET #61, luxury-packaged in a clear, compact, 

protective polystyrene container is just $3.00. Components are 

also available individually from your X-Acto dealer. 


X-ACTO PRECISION TOOLS, INC., 48-41 Van Dam St., Long istand City 1, N.Y. 
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What time does 
the balloon go 


In typography, it goes up all the 
time...every day...with every job. 
Sometimes it is impelled only by 
its own hot air. And sometimes it 
rises on the clean wind of honest 
ethics, sustained by painstaking 
craftsmanship. At Huxley it goes 
up whenever a customer phones 
MU 7-1050. Your job may be pro- 
pelled into the jetstream for 
special speed...although the cost 
stays down to earth, as always. 
Try it, and see for yourself. 


HUXLEY HOUSE, LTD 


216 East 45th Street, New York 17 
MuUrray Hill 7-1050 





(continued from page 95) 


BLUE STREAK LINOTYPES. 25 min. B/W. Descrip- 
tions of Models 31 & 32. ML. 

COLOR ON A STONE. 14 min. $6. Techniques of 
transfer, visualization & registry in color lithog- 
raphy, with museum & current examples. IFB. 

THE COLONIAL PRINTER. 25 min. B/W & color. $4. 
Cw. 

THE CREATION & PRODUCTION OF ADVERTISING 
DISPLAYS. 30 min. B/W & color. Silent. Basic 
steps involved. (Illustrated booklet also avail- 
able). MLC. 

“CUT IT OUT.” 40 min. The making of a silk 
screen: Film-cutting & adhering techniques & 
tools used in the printing process are dis- 
cussed. UP. 

DECLINE & REVIVAL. 29 min. B/W. $4.75. Causes 
of the 18th-19th centuries’ decline in printing 
& the work of William Morris et al in reviving 
the art—a Dr. Frank C. Baxter discussion. (The 
Written Word series). Produced by the Dept. of 
Cinema, University of Southern California. IU. 

THE ELECTROTYPE—THE PRECISE LETTER PRESS 
PRINTING PLATE. 274 min. ESANY. 

5 CENTURIES OF TYPE FOUNDING. 30 min. 35mm 
filmstrip. B/W. An American Type Founders Co., 
Inc., film. MTPS. 

FUNDAMENTAL OF ROTOGRAVURE. 25-frame film- 
tion depicts the various printing steps, CCNY. 
strip. B/W. Silent. $1. Society for Visual Educa- 

GRAPHIC '57. 45 min. International Graphic Arts 
Exhibit in Lausanne. CIES. 

HOW A MASS MAGAZINE IS PRINTED. 8 min. What 
happens in the 27 days of printing over 
12,000,000 RD copies monthly, magazine pub- 
lishing’s largest, longest press run; how rain- 
bow-range color inks are applied on the right 
pages & different magazine sections merge in 
correct sequence. A Reader’s Digest film. RD. 

HOW TO MAKE A GOOD IMPRESSION. 20 min. Offset 
lithography’s advantages & contrasts with let- 
terpress & gravure; how to purchase lithography 
wisely. HS. 

HOW TO MAKE A LINOLEUM BLOCK PRINT. 14 min. 
$6. Planning, transferring, cutting & printing 
of mounted & unmounted blocks. IFB. 

INK & RICE PAPER. 16 min. $15. Woodblock print- 
ing technique explained. CFI. 

IN PERFECT BALANCE. Production problems in 
today’s printing plant. A Miehle Printing Press 
film. MTPS. 

KEY TO MERCHANDISING. 26 min. Gravure printing 
explained. A Gravure Technical Assn. film. GTA. 

LET’S GO TO PRESS. 19 min. How press equipment 
works. GPP. 

LITHOGRAPHY. 14 min. $4. Marian Witt Wexler 
demonstrates successive production steps. IFB. 

LOOK TO THE YEARS AHEAD. Printing plant modern- 
ization. A Miehle Printing Press film. MTPS. 

MAKE A LINOLEUM BLOCK. 1 reel. Silent. $2. Pro- 
duced by Elias Katz. IFB. 

THE MAKING OF A MAGAZINE. 40 min. $1.50. 
Detailed magazine production; rotogravure 
process, photography & b/w-color printing. 
CCNY. 
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eek for NEW transparencies ektacolor (type “c"") full-color, b&w, diazo-color 
Price List ‘nei PAS & rocketcolor® prints 
Yall Chart D-12 ee er eee any size up to giants slides 
18 COMPLETE PHOTO SERVICES Wom ert, traneperensiee, & cagutives mounted & matted any size, any mount 
Vrite, phone, wire elegerets mamiaatieneness: (6-HOUR SERVICE AVAILABLE) from art, transpareacies & negatives 


COLOR *COLOR *COLOR ¥*COLOR 


2 


. 
= 


film strips color 


photography for masters any size photo biles color telops 
from art, transparencies & negatives dye transfers a j , ) 
=. cou type one art suits HM esc sccemcer 
in white, black, colors 
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Depends on your 


having the cooperative ; Th b d : 

VO U R and efficient help i ' é best advice 

B R FE { D and sympathizes ; 
41 with your problems. if . a young artist 
ATT We furnish the ' 
eo: (from Apprentices OU can help promising young 
Bl T T I R ABT TALENT © A ENSSS / members of your art staff ad- 
4 / /* vance their development several 
ADVERTISING TA LENT f ; ; years—make them more valuable 
you’re seeking. to you almost at once—simply by 
‘ : suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 


hopefuls that he send for the 
free information offered below? 


xe eeeg O22 


Norman Rockwell FAMOUS ARTISTS SCHOOLS 
= — Studio 5520 Westport, Conn. 
evan Vonanos Send me, without obligation, 
\ ) pass hoy ag information about the éouress you offer. | 
BETH TURNBULL RUBS aan - 
ART COUNSELOR or ‘ Pode ar ; ie _ —  .4 
n a 
M. L. BARNARD ite LALO Robert Fowee ee Ld 
ADVERTISING COUNSELOR denn Shee Soak we 
WABASH 2-2306 prin oa = 
: 


220 S. STATE ST. CHICAGO 4, ILL. | + —-—-------------- 
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AD/ FRANK RUPP, BBDO 


b°*Remember me? | had my 


picture in all the papers last year. 
That American Home ad everybody 
was talkin’ about. Those Silver 
brothers took the picture. 
Stanley and Henry. 
Regular guys. Know 
New York inside out: 
Give ‘em a call. Maybe 
they'll take your picture. 
Make you famous.99 


SILVER STUDIOS 


931 West 54th Street- PL 7-7338 








‘ Attention A-D’s! Coloroi d 
1 t typ e for Ps pa prints 


iN SECONDS! ®1961 Coloroid Corp. 


Tens of thousands of artists, 





admen, printers, editors, stu- — . 
dents swear by the Haberule tin eeake: 
Visual Copy-Caster . . . world’s Qustelin. fashion, 
fastest, simplest, most accurate cartooning, lettering, 
copy-fitting tool. Only $10 at technical illustration, 
art supply stores or direct. typography, puste-up. 


Money-back guarantee! 


school of 


HABERULE VISUAL ARTS 


209 E. 23 St.,N.Y.10 





45. Wilton, C . 
Box AD 245 ilton onn MU $-8397 og D 





THE MAKING OF A 24-SHEET POSTER. 30 min. 3/w 
& color. Silent. Production, from artist's first 
rough sketch through various stages to pc ‘ting 
on an outdoor billboard. (Illustrated bookle also 
available). MLC. 


MANUFACTURING OF RUBBER PRINT PLATES. HH. 


MEET PHOTOSCREEN PRINTING. 14 min. The _rint. 
ing technique & how it can help expar the 
screen process printing business. EK. 


THE MODERN LITHOGRAPHER. 11 min. B/W. | .50, 
Direct & photo-offset lithography proces: +s of 
duplicating b/w and color originals. UK. 


MODERN MAGAZINE MAGIC. 27 min. Editin; pro. 
ducing & distributing of big national mag: nes. 
A Curtis Publishing Co. film. MTPS. 


MONOTYPE PRINTS. 5 min. B/W. $3. Draw g on 
glass with rubber cement, paint spra\ ig & 
printing; many varieties are shown. IFB. 


A NEW ERA IN PRINTING. 35 min. Modern de -elop- 
ments. (Representative to operate & « «plain 
also supplied). IC. 


NEW WORLDS FOR THE BOOK. 29 min. B/W. 54.75, 
Dr. Frank C. Baxter describes various pr nters’ 
contributions to the printing art, relates how 
printing spread from Germany to other lands & 
exhibits significant examples of Italian, Bel- 
gian, French, English, Mexican and,early New 
England printing. (The Written Word series). 
Produced by the Dept. of Cinema, University of 
Southern California. IU. 

PHOTO-COMPOSITION & RAPID ETCH ENGRAVING. 
36 min. CP. 

PHOTO-COMPOSITION IN OPERATION IN THE NEWS- 
PAPER FIELD. 45 min. (Representative to operate 
& explain also supplied). IC. 

PHOTO-LITHOGRAPHY. 45 min. Step-by-step pro- 
duction of a broadside. EK. 

THE PICTURE’S THE THING. 18 min. $2.50. Photo- 
engraved pictures & their importance in telling 
the news. A Collins-Miller & Hutchings film. SD. 

POSTER MAKING: DESIGN & TECHNIQUE. 11 min. 
$5. Layout, lettering, tracing, cutting, transfer, 
stenciling & painting. IFB. 

POSTER MAKING: PRINTING BY SILK SCREEN. 14 
min. $6. Step-by-step production of a 3-color 
poster. IFB. 

THE POWDERLESS ETCH PROCESS. 28 min. 


PRINT WITH A BRAYER. 8 min. $4.50. Making crea- 
tive prints with a gelatin brayer. IFB. 


PRINTING. 11 min. $1.50. The printer's work; 
printing’s history & current status. UK. 


PRINTING. 10 min. $4. Dr. Frank C. Baxter explains 
how Gutenberg’s printing press & the use of 
woodcuts & movable type revolutionize: com- 
munication. (The Milestones in Writing < ries). 
Produced by the Dept. of Cinema, Unive: :ity of 
Southern California. CFD. 


(continued in a future issue) 
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PHOTOGRAPHY 


WRIGLEY BUILDING TOWER 
400 N. MICHIGAN AVE 
CHICAGO 11. ILLINOIS 








DELAWARE 7-5664 





Joe, write up this job 
ticket ....it's another order from 
our ad in ART DIRECTION-—it gets 
results! ... call yukon 6-4930 at 
19 w. 44 st. n.y. 36 
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NEW! 


improved channel 
anodized (no-smudge) 
aluminum edge 
drawing boards 


7 sizes at reduced prices! 


Made of the same fine grade of smooth sanded select lumber 
as in all ANCO boards, for cleaner more accurate drawings. 


SIZES: LIST PRICE 
No. 710M-1 12x17”. $2.00 
No. 710M-2 16x21” 

No. 710M-3 18x24” 

No. 710M-4 20x26” . 

No. 710M-5 23x31” 
Wo. 710M-6 24x36” 
No. 710M-7 31/x42” 


Available through Art Materials, Drafting Supplies and Stationery Dealers. 

















production 
bulletin 


new films and photo pap. rs 


offer higher speeds, bette 


color fidelity 


Type notes: Folio Extrabold has bec» in. 

troduced by Bauer Alphabets. Size wil] 

range from 14-66. Presently avai ible: 

16, 18, 30, 36, 42, 54... . mew 4 page 

folder shows design uses of ATF’s ?raw 

Clarendon Condensed. For folder, rite 

ATF, Dept. 259P, 200 Elmora ve, 

Elizabeth, N.J. . . . mew type fac°s at 

Haber Typographers include U_ ivers 

and Delphin. Showings of these and 

other additions are in Haber’s s: pple. 

ment No. 3. Write to company a: 115 

W. 29th St., N.Y.C. 1, for a free copy , 
. new showings from Philmac ypo- E 

graphers include Linotype and foundry 

Palatino, Trajanus family, Mic/elan- 

gelo and Sistina Titling. 318 W. 39th 

St., N.Y.C. . . . supplementary pages to cine 

their specimen book now offered by pa 

Oscar Leventhal, 229 W. 28th St., NYC. 196 

Write for details. . . . poster-size keep- ops } 


w Oo! sake from the Typographic Service Co. costs 
yCAGolAM N.Y.C., shows use of Caslon Old Face pats 
; 1)" with decorative spots and borders. De. each 


signed by Edgar J. Malecki . . . new Visua 
model Protype features roll-up paper, NYC 


Ihe UWS now exclusively represented by magnified line spacer, new line spacing Ghee 
and line advancing controls, other fea- 5 
PROCESS LETTERING CO., 740 North Rush St., Chicago 11, Illinois. tures. For data: Davidson Corporation now’ 
: match 
Phone: MOhawk 4-2524. 29 Ryerson St., Brooklyn 5, N.Y. ...a 


group of Zapf type designs will now be en 


> Wri , - : , ; Penin 
CHICAGO ART DIRECTORS: Write or cali for our new, FREE catalog! available in the Photo-Lettering library ps 


Features over 800 modern photo-process iettering styles, designed as the result of arrangements with the sinile 

by America’s top lettering artists solely for THE HEADLINERS! D. Stempel Typefoundry. Immediately Finish 
available are Aldus and Aldus Italic. Mead 

Popularity of angular gothics in Europe 7 

‘ ie O. sh 

is reported by Photo-Lettering’s Edward and ( 

Rondthaler. Three are shown here... 
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Chenge of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation Office, 19 West 
44th Street, New York 36, N.Y. 
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new Photo Typositor enlarges or re- 
duces from standard film alphabets (8- 
196 point), operates in daylight, devel- 
ops each letter as exposed, uses no stats, 
costs about 2 cents per word. Slants, 
condenses, bounces, etc. For data on 
machine and available alphabets, write 
Visual Graphics Corp., 311 E. 46th St., 
N.Y.C. 17. 
On paper: Pieces printed on Peninsular 
Snowweave Text can now be mailed in 
matching envelopes, in five colors and 
fluorescent white. For samples, write 
Peninsular Paper Co., Ypsilanti, Michi- 
gan. . . . Mohawk’s Superfine is now 
available in a smooth, glarefree, High 
Finish . . . three new sample books from 
Mead Papers Inc., 118 First St., Dayton, 
O. show Black & White Offset Enamel 
and Coated Cover, Black & White Let- 
terpress Enamel and Coated Cover, 
Process Plate Letterpress Enamel. Mead 
has also recently added a conversion 
coater to double its capacity for coateds 
. an idea kit of many printed pieces 
shows what can be done with Stipple- 
tone Offset Enamel. Distributed by To- 
bey Fine Papers, Inc., in Kansas City 
and St. Louis... . 
Photography: recent developments _ in- 
clude Anscochrome 6500, said to be the 
highest speed color sheet film on the 
market. Its speed is 100, can be suc- 
cessfully forced to 300. . Ardura T 
is new canvas textured enlarging paper 
VeeCee Rapid is new Ansco high- 
speed, variable contrast paper. 
Kocak Ektacolor Internegative film 
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NEW YORK 
216 East 45th St., OXford 7-4820 


DETROIT 
1550 Porter Ave., WOodward 5-5555 


LOS ANGELES 
6713 Sunset Bivd., HOllywood 7-2117 


CINCINNATI 
110 W. Central Fkwy., DUndar 1-1122 


CLEVELAND 
1375 Euclid Ave., MAin 1-8433 


PITTSBURGH 
704 Second Ave., COurt 1-1904 


DALLAS 
522 Browder, Riverside 1-5501 


TORONTO 
401 Wellington West, EMpire 4-7272 


ATLANTA 
2161 Monroe Dr., N.E., TRinity 5-7676 


BOSTON 
470 Atlantic Ave., Liberty 2-1693 


MINNEAPOLIS 
506 Fifth Ave., So., FEderal 9-1491 


INDIANAPOLIS 
215 N. Senate Ave., MElrose 2-3435 


ROCHESTER 
360 North St., BAker 5-4268 


PHILADELPHIA 
35 N. 10th St., WAlnut 2-2176 


626 N.W. 6th Ave., FRanklin 3-0635 
WASHINGTON, D. C. 
prom COAST 218 G St., N.W., NAtional 8-7272 


740 N. Rush St., MOhawk 4-2524 


wrt provide the fastest photo-process letter- 


ing service, and a superb variety of top-quality modern alphabet 


styles to complement your advertising, sales promotion and public 


relations literature. 


For any further information, please write THE HEADLINERS % 
INTERNATIONAL, INC. 216 East 45th Street, New York 17, N. Y. 








For quicker client okays better use 


Coloroid Prints 


to get authentic color 


*Trade Mark 








SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 


“Friem's Four Pages,” 


our interesting art 
newsletter... 
FREE on request. 


A.1. FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., NewYork36 @ 


Cl 5-6600 
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production bulletin 





simplifies production of professional 
quality color reflection or transmission 
type prints from original transparencies. 
Although film is primarily for making 
internegatives from original transparen- 
cies, it can also produce copy negatives. 
The internegatives and copy negatives 
can be used to make color prints on 
Ektacolor Paper or by the Kodak Rye 
Transfer Process or positive transparen- 
cies on Kodak Ektacolor Print Film or 
b/w prints on Kodak Panalure Pape 

. truer color rendition is claimed for 
new Kodak Ektacolor Professional 
Paper. Available now, it has a new dye 
system for better rendition of yellows 
and greens. Lemons no longer look like 
oranges. Also has greater range of de- 
tail rendition, improved print crispness, 
whiter whites. . . . Opalite is new photo 
printing paper which can be used both 
as a positive print and a transparency, 
in b/w or color. For data: Fotorite, Inc., 
6422 N. Western Ave., Chi. 45, Ill... . 
for better viewing of prints and trans- 
parencies, Macbeth has the new Auvlite 
line. For descriptive folder, Macbeth 
Daylighting Corp., P.O. Box 950, New- 
burgh, N.Y. . 





trade talk 


ART DIRECTORS ALEXANDRIA, VA: 
Michael Richard 


Panich from the Dan Hasson and Sales- 
crafters companies to Art Designers Inc. 
as exec AD. He'll also assist in promotion 
of art, exhibit, silk screen design, and 
production. Continues as director of 
Conn. Ave. School of Art . . . BALTI- 
MORE: Bob Means left ADing here and 
in Washington to open Suburban Ad- 
vertising agency .. . Jerry Welch, of 
Welch, Mirabile & Co. was elected presi- 
dent, Gordon Lowenberg program chmn. 
of Assn. of Industrial Advertisers .. . 
BLOOMFIELD, N_J.: Carroll H. Weiss. new 
research media advisor for the medical 
research div., Schering, holds interna- 
tional awards for medical illustration, 
specimen photography and scientific ex- 
hibits. He will supervise medical re- 
search's informational media, including 
photography, art, publishing . . . CHI- 
CAGO: Howard Swenson was named an 
AD at Compton .. . Herbert M. Kraus & 
Co. acquired Public Relations Organiza- 
tion. David Johnstone continues as crea- 
tive director . . . Retired Chicago agency 
AD Ralph Patch is the editorial cartoonist 
for the Wheaton Daily Journal. 


Richard L. Hummer from Geo. S. Sc id. 
ler to Mandabach & Simms .. . Edw H 
Weiss & Co. added Richard Klaner 4 
Sidney Hutchings, who was Ayer \D 
now supervisor of creative service: at 
Irving J. Rosenbloom & Associates 
DALLAS: New name and phone for 
Dowdell-Merrell. Now, P:M Press, M_].- 
8730. Creative head Joe Merrill is an m- 
ber of Dallas-Ft. Worth ADC .. . DA\ ‘N. 
PORT, IA.: Thomas J. Friedl was prom ‘ed 
to vp ct Sperry-Boom Inc. He hok 4g 
first prize from the Iowa ADC for his 
poster design . . . DAYTON: Edwi 
Hunter from Willis, Case & Harwoc to 
Geyer, Morey, Madden & Ballard . 
DENVER: Lee Branscome left here for 
LA and Hanna—Barbera Product! ns, 
where he is an animator... Pres ott- 
Hull agency named Norm Burton AD .. 
Bill Havens from Hoflund-Schmidt to the 
Martin Co... . Bill Kinser from Uptir > to 
Tool & Armstrong . . . INDIANAPCLIS: 
ADC heard Chicagoan Ed Bedno 
KANSAS CITY: Advertising Artists Guild 
heard Edward W. Brennan, vp/crective 
director of industrial accts., Aubrey, Fin- 
lay, Marley & Hodgson, Chicago 
NEW YORK: John A. Zeigler who was 
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aging and promotion AD for P&G 
Ya years is now project director of 
1an Lion .. . Stan Ettinger an AD at 
rd... Robert Fiore from Daniel 
arles to Papert, Koenig, Lois... 
ner/AD Ed Diehl now with Western 
shing .. . Ray Seide who was with 
on, was named AD at David J. 
elsohn ... De Garmo added George 
omes, from Grey...4 ADs at L&N 
homas Knitch, John Elliott, Charlotte 
lle, Samuel Q. Weissman. Knitch 
a tv creative coordinator at Ted 

Elliot was with Bates, Melville 
nced art, Weissman's from Monroe 
thal . . . General Outdoor Adver- 
named William B. Wilson AD of the 
York branch. He was promoted fol- 
3 George Haltane’s transfer to Chi- 
as AD... Ralph Didriksen from 
o Retail Marketers Inc. .. . Elliott 
iates added Edward Lamport... 
aphics Institute, Richard H. Flack. 
1s with Graphic House, Boston... 
mes promotion AD Louis Silverstein 
iis department held a show at the 
osing Room. Artists represented in- 
i Bill Sokol, Stan Bloom, Robert 


Pelletier, Leon Tokman, and former staf- 
fers Walter Einsel and Amold Arlow ... 
Ted Gravenson Inc. appointed William 
Spewak ... Hal Wohanka now man- 
aging art and production for Charles & 
Guignon, Great Neck . . . Stanley Free- 
man who was with Ladies Home Journal 
now art group supervisor at Grey... 
Fortune Advertising Agency, 150 Fifth 
Ave., now to be known as Howard Mark- 
off & Associates. Markoff is president, 
Robert Prowler is vp/gen. mgr., AD is 
Vince Limoli, assoc. AD is Jerry Sharan 
... Martin Braun from Grey to Lawrence 
Gussin Co. as an associate. He will man- 
age the organization .. . Guy Tamburo, 
formerly Guy Tamburo Studios, now a vp 
at Alexander E. Chaite Inc. . The 
Lightolier catalog, planned by Fred 
Schlosser to resemble a shelter book 
rather than the typical catalog, was de- 
signed by Bradbury Thompson with full 
page room scenes photographed by Hans 
Van Nes, small color wash art by Harry 
Marinsky .. . Another recent Bradbury 
Thompson designed booklet is the b/w 
“viewbook" for Keuka College, upstate. 
Filled with panoramic scenes of outdoor 


settings, college activities, human in- 
terest reportage all by photographer H. 
Landshoff .. . Photo Associates, Photo 
Lab and Photo Library Inc. now at 305 
E. 47 St., PL 2-4477 . . . December ad for 
Smirnoff celebrates its 8 year campaign 
under AD Herschel Bramson, Lawrence 
C. Gumbinner agency, with a selection 
of 16 thumbnail reproductions of Bert 
Stern phctographs used over the years 

.News is that Stuart Herman's back. 
at Larry Kerbs Studio after 6 months 
service with the National Guard. He's 
being assisted by Mickey Smith, for- 
merly with Gaynor & Ducas .. . Richard 
H. Solay was appointed to Industrial 
Marketing Associates, Levittown, LI... . 
Another magazine bit the dust when 
Street & Smith's Living for Young Home- 
makers was swallowed up by S. I. New- 
house's Conde Nast publication House 
& Garden. LFYH AD Michael Lowe is out 
and H&G AD Wolfgang Fyler will AD the 
combined book bowing in January, en- 
titled House and Garden Incorporating 
Living for Young Homemakers .. . Last 
of the typographic design books spon- 
sored by Composing Room for Der Druck- 
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trade talk 


spiegel is Love of Apples, designed by 
Gene Federico. It's distributed by CR 
this month. The Age of the Auto, de- 
signed by Lester Beall, was distributed 
earlier ... PHILADELPHIA: Charles Gard- 
ner left Ullman Organization for new 
agency Rockett & Schaefer... James 
Hamilton from the Philadelphia Bulletin 
and Color Crafters to Schurr Co... . 
PITTSBURGH: FSR local creative director 
Charles H. Hanson was named a vp... 
The agency added Stanley Rogers to its 
creative staff. He’s from McCann-Mar- 
schalk, Boston, where he was creative 
director Howard Schweig from 
KMG to Lando ... Al Kiefer reported 
back at FSR following illness .. Tony 
Saris from Town Studios to Alcoa's pack- 
aging dept. Richard Aldcroft of KMG re- 
placed Saris at Town .. . Mike Parker of 
Lind, Jondeleit & Parker was out for 2 
months due to illness, but has been back 
.. Penn-Art's Willard Reader won a first 
prize with his oil at Pennational Artists 
Annual . . . Joe Olio to the 14th floor of 
the Keenan Bldg . Town Studios’ 
Norton Peterson had a watercolor in the 
Butler Annual Show, Youngstown ... 
KMG added James Egan, of C&W; Fran- 


cis Esteban, of LaDriere in Detroit; asst. 
AD Georgiana Chappel, a Carnegie Tech 
grad; asst. AD Gary Peterman, graduate 
of Art Institute of Cleveland. . . .Calli- 
grapher Arnold Bank teaching at Carne- 
gie Tech . FSR appointed Jerome 
Schuerger an AD RICHMOND: 
Maxie D. Mason was promoted to AD 
at Cabell Eanes .. . TAMPA: A new 
Florida west coast entertainment and 
recreation magazine is Bay Play. First 
issue to be dated January, distributed 
mid December. Vp Norval E. “Gene” 
Packwood is AD. Issues to “be chock full 
of pictures, art, cartoons and color.” De- 
tails from 213 S. Packwood Ave., Tampa 
Bear 


ART & DESIGN BALTIMORE: Barton- 
Gillet has Ann Har- 


dey Miller on design staff. She’s from 
VanSant, Dugdale . . . Nyborg’s artists 
supply now at Mulberry & Park... 
CANTON: Advertising Artists Society of 
Canton elected Ken Brockway president. 
He is asst. AD at Hoover Co. Other of- 
ficers are EB Design AD Keith Miller, 
vp; secretary A. Dale Harsh; treasurer 


Luther Peters. New board members 
John Kaltenbach, George Seran, 
Sterling... AASC added new men 
Leroy Toth and Tom Hazen, both of 
ton Art Service .. . CHICAGO: Fran: 
Jacobi, president of the Assn. of 
Studios in Chicago and preside: 
Carnahan-Hanson Co., was guest « }j 
for recent issue of Graphic Arts Buye 
Process Lettering Co., 740 N. Rus! 
has available all Headliners Int 
tional faces. New catalog available 
request... . Robert Snyder & Assoc 
has prepared a complete fact she 
company’s organization services, 
management. It details the com 
sales communications programs « 
able including POS, exhibits, strip 
art/photo/writing organizations. Sr 
is president of the firm and of Ame>ic 
Typesetting Corp. Morris Segal is 
vp, graphics . . . GCE Studio pron 
Aldis Darre to vp . . . Combined Bu 
tin publisher Dorothy Kienast op-«: 
Dorothy Kienast Design at 161 E. Erie, 
MI 2-9263...Alex Yaworski held a one 
man watercolor show at the Press Club 
. Bourges exhibit was held at the 
Visual Arts Center recently . . . Artists 








ild added photographer Karen Titel, 
strator Helen Endres, and Litho-Paint 
ter artist Andrea Hawa .. . Sander 
od Engraving Co. holds woodcut 
rkshops for STA. Joe Sander is 
amittee chairman. St. Regis 
ser Co. plans a 1962 Collegiate Pack- 
ng Design Contest in 8 states where 

ir Folding Carton Div. is located. 
idline is April 1. Entries will be 
ged in midApril in Chicago. Winners 

{ their professors will be flown here 
May for presentation ceremonies. De- 

s from W. R. Biggs, St. Regis Paper, 

S. Michigan . . . Dave Chapman In- 
trial Design became Dave Chapman, 
«'dsmith & Yamasaki. William M. Gold- 

r ith joined in 1939, and Kim Yamasaki 
943... . Grant/Jacoby won 6 awards 

in (he annual reports contest with pieces 
for Marquette Cement Co. (designer Bill 
Stccy, illustrators Richard Loehle and 
John Mills); Jewel Tea, (designer Ti Titel, 
illustrator Red Ruth); Caterpillar Tractor, 
(designer Bill Stacy, illustrator Richard 
Loehle); Owens-Corning Fiberglas, (de- 
signer Ti Titel, illustration, Grant/Jaco- 
by); American Steel Foundries, (designer 
Dan Harper, illustrator Richard Loehle); 


Greyhound, (designer Titel, photography, 
Grant/Jacoby)....Cleveland’s Griswold- 
Eshleman expanded by merging with 
Stoetzel & Associates which becomes a 
wholly-owned subsidiary. All Stoetzel 
staffers remain, it was announced... . 
Designers Bruce Beck, Carl Regehr, and 
Robert Vogele were recent guest speck- 
ers for STA. Another meeting featured 
Will Carter, English typographer, printer, 
stone cutter and calligrapher . . . CLEVE- 
LAND: Ad Eaterprise Advertising moved 
to 1405 E. 6th St., (420 Investment Bldg.) 
. . . Einson-Freeman Co. of Fair Lawn, 
NJ. established a subsidiary display firm 
here by buying Merrick Litho. To offer 
art, merchandising, sales service. R. B. 
Pennington, Jr. is exec vp of the new 
firm . . . DETROIT: Bob Hohnstock is the 
newest graphic designer to join Fair- 
child, Groenveld & Fitzgerald, illustra- 
tors’ rep group. He studied at Philadel- 
phia Museum College of Art, won Ful- 
bright Study Grant. ELIZABETH, NJ: 
American Type Founders has a new bro- 
chure illustrating design uses of Univers 
type faces. The brochure was designed 
by Emil Ruder. For a free copy, write 
ATF, Dept. 260P, 200 Elmora Ave. Eliza- 


beth . EVANSTON, ILL.: Designer 
Stowe Myers surveyed the site for a US 
pavilion at the Tripoli, N. African Inter- 
national Trade Fair. His firm will design 
the US exhibit which opens Feb. 20... 
HOLLYWOOD: Louis Liets, Liets Adver- 
tising Illustrations, designed the trophy 
and certificate awards to be presented at 
the International Broadcasting Awards, 
Feb. 13... NEW YORK: The Chartmakers 
formed a sales promotion and sales 
training organization called Salesmakers. 
It will use the graphic and production 
facilities of the 30-year-old parent or- 
ganization, which includes art recording 
and photography studios, animation 
camera, type shop and silk screen plant 
... Evelyn Mesnik with Ken Saco Assoc. 
..+ Oakley Reynolds, of B&B tv art dept., 
addresses the Dec. 1] meeting of the 
Artists Guild. Meeting at 7, Society of 
Illustrators . . . Artists Guild has pre- 


printed blanks of their suggested Con- 
firmation Orders. This is the revised and 
reprinted version. For a sample or order 
contact Robert MacDonald, treasurer, Art- 
ists Guild, 129 E. 10th St., New York 3. 
They sell for $1.25 per 50-sheet pad, 
postpaid .. . Harry Aland, Anthony A. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 


237. Visual Communication: International. 
Synopsized talks by 15 domestic 
and foreign government, industry, pub- 
lishing, education, broadcasting and art 
authorities at ADCNY’s 1960 5th Annual 
Visual Communications Conference, with 
speakers’ pix and biographies. $6.95. 


238. The Penrose Annual, Vol. 55, 1961. 
Edited by Allan Delafons. Imposing 
list of contributors provide—in English, 
French, German, Italian and Spanish text 
—analyses of historic and contemporary 
print designs and materials—processes— 
machines technical developments here and 
abroad. Delafons pinpoints requirements 
for graphic designers’ success. $12.50. 


239. Advertising Art: International 1961/ 

62. Encyclopedic survey of ad art 
in wide medie range from 26 countries, 
compiled by editors of Studio Books. 
London. A fine idea-starter and technique 
file. Many aspects of international ad art 
and challenges facing graphic artists are 
covered. $10. 


ANNUALS 

225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by 
George Elliott, senior AD McCann-Erickson, the 
book’s 400 pp. 8x11%4, illustrate the show's 
474 pieces in b/w but brilliant color is used 
for slipcase, bindings, endpapers. Different sec- 
ond colors are used in various sections, colored 
dividers separate the sections. Editorial features 
include a program summary of the Fifth Visual 
Communications Conference, by Frank Baker, 
conference director. $15. Also available, 38th 
Annual, $15, No. 197; the 37th, $12.50, No. 
182; 36th, $12.50, No. 165; 35th, $12.50, 
No. 146. 


The Picture Universe. U.S. Camera 1961. 
Edited by Tom Maloney. Includes a full 
color 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman 
(from his book The Artist in the Studio), Alfred 
Eisenstaedt, Roy Stryker (The Lean Thirties), 
William Klein (Rome), Harper’s Bazaar (March 
1960), Evelyn Hofer (The Stones of Florence), 
Vogue feature editor Allene Talmey on Penn, 
Irving Penn (Moments Preserved, from his book 
of the same title). Photography in Space. $10. 


220. 


‘60 Annual of Advertising Art in Japan. 
Edited by Art Directors Club of Tokyo. 
Annual features award-winning ads, 1960 World 
Design Conference notes, and bi-lingual reports. 
300-pp. 82” x 12”. $12.50. 


232. 12th Annual of Advertising & Editorial 

Art of 1960. Toronto Art Directors Club 
presents 291 examples of best Canadian ad- 
editorial art of 1959. $10. 


234. Advertising Directions 2. Arthur Hawkins 

& Edward Gottschall. Advertising, grap- 
hic arts, production & communication trends, 
particularly sophistication, are discussed by 28 
outstanding pros—from illustration, typography 
and photography to ads tailored for different 
industries and media. Valuable reference sec- 
tions. Successor to last year’s Advertising Direc- 
tions 1. $11.50. 


231. 


236. Graphis Annual 1961/62. 10th Anniver- 

sary Edition of the tri-lingual Interna- 
tional Yearbook of Advertising Art, edited by 
Walter Herdeg. Offers a crow’s nest view of 
the whole commercial design field. $15. 


PRODUCTION 


The 4 Color Process Guide. Sure to be- 
come standard reference work for 4 
color process reproduction. This 11x14 200 
page book showing full range obtainable in 
print using the four process colors was ADed 
and designed by Louis Dorfsman, in collobra- 
tion with Harry and Marion Zelenko. Scientific, 
accurate, objective and orderly system for 
determining precise color wanted. Over 5600 
large color patches, each almost two square 
inches. 3 and 2 color sections are included. 
Plastic viewer isolates patches for exclusive 
examination of one color against black, white, 
and process colors. Special introductory price, 
$110 prepaid. 10-day trial period. 


208. 


216. The Grand Three-Color Blending Book. 

Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 
colors in various combinations — more than 
10,000 shades of color. With each 3-color table 
are 4 design examples comparing effects a 
design has in different color combinations and 
repro methods. Examples also show effects of 
overprinting and screening. Book includes in- 
formation on printing inks, production of 
posters in tempera, choosing most suitable 
paper and screen, etc. $45. 


Color Swatch Book. Contains 500 pages 
of printing ink colors, with over 24,000 
perforated color swatches for easy removal. 
One section is printed on coated, another on 
uncoated, to facilitate exact matching. Designed 
for artists, designers, buyers and sellers of 
printing. Individual color sections can be 
reordered and inserted. Now, $29.95, prepaid, 
10 day money back guarantee. 


218. 


219. Lee Streamlined Copy-Fitting Handbook. 

Arthur B. Lee. Comes with the Lee 
Streamlined Copy-Fitting Gauge, made of Viny- 
lite, which fits into a pocket inside 2nd cover. 
The book has 32 pp. of Linotype and Intertype 
faces with complete alphabets of all available 
sizes Up to 18 pt. The gauge scale to be used 
for linear character count is indicated next to 


ART DIRECTION BOOK CO. 
19 W. 44th Street, New York 36, N. Y. 


146 165 182 197 208 
225 228 229 230 231 
238 239 


each alphabet showing. Many other aids 
cluded. Printed in 2 colors, 6x9 pp. $4.95. 


228. The Styles of Ornament. Alexan- 
Speltz. Paperback edition of Dover's 
book (David O’Conor’s translation of 2nd ¢ 
man edition) presents 3,766 illustrations, re; 
senting ornaments’ entire range from pre 
toric to mid-19th Century times—all repro< 
able without permission or payment. $2.2 


229. Haberule Visual Copy-Caster. 6th Edit 

Quick character counter, 2 colors, pl 
bound, 4-48 pt., over 800 faces, alphabet 
manufacturer-grouped — plus 29 caps-l.c. ; 
popular face specimens. 53 precision pica 
character scales expedite counts of over 4 
fonts. Plastic type gauge has 6-11 agate 
12-pt. scales, Elite-Pica typewriter char: 
counts and 6” rule. $10. 


230. Creative Color. Faber Birren. Psycho 

cal concepts in color manipulations, < 
inant harmonies, law of field size, chron 
light, color systems, iridescent-luminous eff 
“Rarely achieved effects” finish each cha; er. 
$10. 


GENERAL 


211. The Madison Avenue Handbook 1! 
Paperback annual diary/directory 
corporate names, addresses, phone num 2 
and art-staff key buying factors among /e 

York commercial art practitioners and 
sumers. Additional listings for Chicago, Det 
Los Angeles, Miami and San Francisco. In 
24 categories are covered. Each diary spread 
has room for write-ins and features a column 


of 22 expense items. $4. 


Commercial Art as a Business. Fred C. 
Rodewald and Edward M. Gottschall. Re- 
vised and enlarged edition of the book by the 
late Rodewald, himself a commercial artist, 
originally published in 1954. Brought up to 
date—including statistics not available before— 
by Art Direction editor Gottschall. Contains 
latest information on markets, prices, practices, 
media needs, contracts. $4.95. 


212. 


235. Reality in Advertising. Rosser Reeves. 
Argues that ads must sell, not entertain. 
Stresses importance of a unique selling proposi- 
tion and market research. Downgrades brand 
imagery and originality, nevertheless required 
reading for ADs and graphics men. $3.95. 


233. Visual Design in Action. Ladislav Sutnar. 

His early modern concepts & design 
progress principles. Subjects include  typo- 
graphy; visual interest, continuity, simplicity 
and unity; corporate image, logos, trademarks, 
slogans, symbols, consumer-trade ads, direct 
mail, p-o-p, books, catalogs, magazines, PR and 
store personality. $17.50. 


SS eee 


Please send me, postpaid, the books corresponding to numbers circled below. 
211 212 216 
232 233 234 235 236 237 


218 219 220 


All orders shipped postpaid. No. C.O.D.’s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per 
title for delivery outside USA, except APOs. 
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| adhesive 
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1 FAST and EASY. Spray it on papers, 
plastics, photos, and they stick to any 
smooth surface—can be removed and 
put back many times. 

12 oz. can only $1.69 











if your budget can’t buy dyes, better buy 


Coloroid Prints 


to get authentic color 
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SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 
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Ferraro and Rufus E. Thompson joined ‘ 


AG. Recent guest speaker was designer 
Jacques Parker. .. . Margaret Ayer has 
written and illustrated 2 books, The First 
Easter, and The Little Shepherd 
Puck and Comic Weekly's top copy/art 
prizes for the AD/Utopia contest were 
taken by Roger Purdon and Dan Keefe, 
McCann-Erickson; John McClash and 
Robert Olson, DDB... . Series of progress 
booklets showing NY World's Fair plan- 
ned exhibits, etc. are designed by Rich- 
ard C. Guthridge. These are complete 
copy and illustration records of people, 
places and exhibitors involved. From 
William Berns, Vice President communi- 
cations and public relations, New York 
World's Fair 1964-1965 Corp., Flushing 
52, N.Y. . . . Franklin Typographers has 
booklets showing Inserat Grotesk. De- 
signed by Art Boden, they're available 
from Franklin, 225 W. 39 St., New York 
18. Write on your company letterhead 
Designer/illustrator Allen Herbert 
Osofsky’s show was up at McCann-Erick- 
son. He is represented by Stanley Oring 
Studio, 19 W. 44 St. . . . Designer/illus- 
trator Robert Korn has moved to larger 
studios at 350 W. 55 St., New York 19, 
CI 5-4853 . . . Newton Falls Paper Mill 
and Cross Siclare & Sons are distributing 
a direct mail piece designed by Pratt 
grad Beverly Golbin, Brooklyn. It is for 
Whitemost CIS label stock . . . Decorative 
cartoonist Steve Duquette has new studio 
at 55 W. 42 St., LW 4-3384 .. . Gil Walk- 
ker's pen and ink illustrations fill a new 
edition of Sir Arthur Conan Doyle's The 
Hound of the Baskervilles. It's a Looking 
Glass Library book distributed by Ran- 
dom House .. . Saul Mandel did the 
bright posters for Boy Scouts of America, 
Greater New York Councils. AD Jack 
Nolan, BBDO. ... Dr. Harold J. Highland 
of Graphic Communications Center, El- 
mont, L.I., and who was on Art Direction's 
Critic Panel, has been named chairman 
of the business administration dept., L.I. 
University . . . DMAA elected Bernard 
Fixler chairman. He is president of Crea- 
tive Mailing Services, Freeport . . . Art 
Material Club elected Bert Cholet presi- 
dent . . . PHILADELPHIA: Decorative il- 
lustrator Jack Weaver freelancing from 
1154 Suburban Station Bldg., LO 3-3324. 
Miss Jerry Quick reps. In New York Mae 
Gonzales reps at OX 7-8426.... * 


Bargain introductory offer 
proves “Clip Book" art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen 

Many art proofs from “Art 
Director's Clip Kit” and 

“Clip Book of Line Art” — 
enough for dozens of paste-ups. 
Satisfaction guaranteeJ—no 
obligation-—no strings. 

Merely attach $1.00 to your 
letterhead. (Only one to a 
Customer—and new 
customers only.) 


Harry Volk Jr. Studie 
Pleasantville 4, New Jersey 


Be PROJECTION ART 4 
oe 


ae Ready-to-use art on translucent stock for 
projectuals. A specialized service for visual 
GREE communications. Write above address for JB 


3 samples, prices. ae 
ee ee 











Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation Office, 19 West 
44th Street, New York 36, N.Y. 

















photostats - photo murals + blowups 
acetates + color transfers - electroprints 


For your stat money you want only the 
very best in service and quality at the 
right price. Regina functions in this area 
with professional competence, allowing 
your art department to concentrate on 
creative problems. Your satisfied clients 
will. enable you to maintain a bright 
profit picture. 


REGINA. 
pholoprind Mudios 


3 convenient, nearby locations to serve you: 
15 EAST 48th ST. * 280 MADISON AVE. * 111 WEST 57th ST 
Plaza 2-0860 * MUrray Hill 9-8332 * Circle 7-4208 





i gee 
+ Me rg 8 


KENT 


TYPOGRAPHIC SERVICE, INC. 


250 W. 49th STREET, NEW YORK 19 


CIRCLE 5-2445 





VISUALIZERS 


A. MODEL ) & WH VISUALIZERS. oo 
Copy OF objects. image instantly 
gone on tissue or Bristol 

4d. eateegins or reducing by 
alibrated diais in seconds. 4 
times enlargement or reduction 

8. ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area. Floor 
space only 27°29", height 43”. 
— enlargement of reduc- 


MA «ANGLE VISUALIZER. 

Small, compact, only 21” x 37” 

floor space, yet combines al! im- 
portant features of larger mode! 

400% enlargement or reduction 

©. CORONET DESK TOP VISUALIZER. 

Fits on top of desk. Easily port- 
able. Work area 10°x12” 

enlargement or reduction 





Send for Catoleg B 
LACEY-LUC! PRODUCTS, INC. 
3) Central Ave. * Newerk 2, MW. J. 
DEALERS: Choice Territories Open 


times 








VISUALIZERS FROM $177 UP 














DISCOVET: 


Graphic Design with sales sense 


LARRY KERBS SIUDIC 


CATALOGS @ TECHNICAL BULLETINS 
BROCHURES & COMPANY PUBLICATIONS 


195 East 44th St. NY 17 & TH 7-0040 








ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials, Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocom- 
posing, processing. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 

112 W. 48 St., NYC 36 PL 7-7777 


K & L Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
K & L colorstats. 

Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 11 years. 

10 East 46th St., N. Y. 17, N. Y. MU 7-2595 


Norman Kurshan, Inc. Color Service 
Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Call’ Norman Kurshan directly at 


8 West 56th St., N. Y. 19, N. Y. JU 6-0035 


Jack Ward Color Service, Inc. 
Type “C” prints—duplicates—dye transfer prints 
Color processing— 


202 Edst 44th Street MU 7-1396 


RETOUCHING 


Ted Bellis 
Color and B/W retouching 


19 West 44th St., NYC 36 MU 2-6570 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 


58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Fiexichrome “C” Prints. 
509 5th Ave., N. Y. 17 MU 7-6537 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-648 


Donald D. Van Vort 

Creative retouching. Flexichromes, dye tran: 
“C” Prints, Ektachrome & b/w retouching. 
41 East 42 St., NYC YU 6-0755 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-723 


Maximilian & Rita Kerr Studios 

Design, Art, Photography: Slides & Filmstri 
Brochures, Sales Aids, Charts, Maps & Letteri 
171 €E. 33rd St., N.Y.C. LE 2-4879/ 4 


Presentation Department 
* Visual Aids * Promotional Material * Silk Scré 
4 W. 40th St., N.Y.C. LO 4-4 


Rapid Art Service, Inc. 

Creative Art Studio * Silk Screen * Typeset 

& Letterpress ° Bookbinding * Charts and M. 

* Exhibits & Displays * All under one roof, w 
50 craftsmen and 15,000 sq. ft. of space 
give you the fastest service in New York. 

304 E. 45th St., NYC 17 MU 3-82'5 


Wiener Studio 
Charts ¢ Posters * Slides * Hand Lettering 
12 East 37 St., N.Y.C. MU 6-0656 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays, Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, !nc. 
Midtown’s largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MU 3-8215 


STILL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TE 2-8876 


STOCK COLOR TRANSPARENCIES 


E. J. Cyr 
All subjects ¢ reasonable rates. 
111 Forest St., New Canaan, Conn. 203 WO6-0772 


STOCK PHOTOS 
Biff Baughman, Foto/Find Picture Agency 
Advertising & Editorial Photography & File 
128 Engineers Bidg., Cleveland, O. CH 1-0122 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J. 201 ST 2-3666 


Underwood & Underwood Illustration Studios 
Reserve illustrations for advertising . . . &di- 
torial & promotional use. Not connected or 
associated with aay other company using "1¢ 
Underwood & Underwood name. 

319 East 44th St., N. Y. 17... MU 4-540 
646 No. Mich. Ave., Chicago 11, Ill. DE 7-1’ |! 
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Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 
3. W. 46th St., N. Y. C. 36 JU 6-5910 

’ TELEVISION SERVICES 

Ed:tan Studio 

Slices, Telops, Flips, in b/w and color 

75 W. 45th St., NYC 36 Cl 5-6781 


Ne ional Studios 
Ho Press, Slides, Telops, Filmstrips, Flips, etc. 
42 W. 48 St., N. Y. 36, N. Y. JU 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Ad ertising Typographers 


130 W. 46 St., N. Y. JU 2-0100 


lin craft Typographers 
332 West 52nd Street 
Nev York 1, N. Y. 


H. >. Bullard, Inc. 
lin type, Monotype, Ludlow, Foundry 
150 Varick Street, NYC 13 AL 5-1770 


PL 7-8295 


V&M Typographers 
Advertising and Book Typographers. 
507 Kings Highway, B’klyn 23, N.Y. NI 5-1621 


CLASSIFIED 
SPACE AVAILABLE—light, air conditioned, con- 
venently located, midtown studio. Possible 
work arrangement. Cl 5-8733 
ART DIRECTOR—For a major Canadian Daily 
Newspaper. Must be experienced in Layout, 
Photo Reproduction and Typography. State 
qualifications and experience. Write the Execu- 
tive News Editor, The Toronto Daily Star, 80 
King Street West, Toronto, Ontario, Canada. 





WE PRODUCE 

9 TYPES OF 

SLIDES, PLUS 

VUGRAPHS ? 

ALSO SLIDE-SHOWS. 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 





“~~ TWIST 
to open 
TWIST 
to close 


THE PERFECT ‘% 
THINNER DISPENSER 


@ guaranteed leak-proof 
@ no evaporation 
@ no cap to lose 
@ controlled flow from 
any position 
@ ideal for filling 
air brush cup with water 
@ 2 models, 4 and 6 fl. ozs. 
with refill funnel 
at leading art supply stores 
Valvespout 
CONTINENTAL ARMS CORP. 
697 Fifth Ave., N.Y. 2 





INDEX TO ADVERTISERS 


American Type Founders 

Ames Associates, Archer 

Anco Wood Specialties . 

Authenticolor 30, 40, 108, “110, ‘117, 119 
Bainbridge’s Sons, Charles Too oo.........00ccccc0000 96 
Barnard Person: sees 

Bebell & Bebell Color Lab. 

Blair Art Products ................ 

Bocour Artist Colors 

Boro Typographers, Ine. 


Camera Hawaii 

Chaite Studi 

Champion Paper & Fibre Co. 
Continental Arma ............ 
Cooper School of Art 

Cowan & Assoc., Ralph 
Crescent Cardboard Co. 
Designers $ ............ ; 

Edstan Studios 

Famous Artists Schools, ‘Ine. 
Faraghan Studio, George 
Federman, Adams & ae 
Ficalora, Toni 

Fotoflex a 





Graphic Directions .... 
Greenberg, Jerry ............ 

Greene & Assoc., Al sali 
Grumbacher, Inc., M. ........ 
Haberule Co., The .... : 
Hammond Co., Inc., Mel 
Headliners, Inc., The 

Heiser Photography, Stephen 
Higgins Ink Co. 

Horton, Roy ..... 
Hoskinson-Rohloff é “Assoc. 
Hunt Pen Co., C. Howard 
Huzley House ................... 
Johnstone & Cushing . ee 
Junker, Bruno 

K & L Color Service .... 

Kent Typographic Service 
Kerbs Studio, Larry ........ 
Kranzten Studio, Ine. ........ 
Kurshan Color Laboratories, Norman 
Lacey-Luci Products, Inc. 
Langen & Wind Color Labs, 
Lewis Artists Materials ... 
Lucygraf Mfg. Co. 

Ludlow Corp. 

Madison Avenue Handbook 
Maker Products, Inc. .. doa 
Marks Color Labs, Ralph 
Mask-O-Neg 

Mohawk Paper Co. 

Morilla Co., The .. 
Nugent-Williams Studios, ‘Ine. 
Pagano, Inc. .... - > 
Permanent Pigments, Inc. 
Photo-Lettering, Inc. 
Production Studio ............. : 
Rauhoff-Patterson, Inc. 

Regehr, Cari ; 
Regina Photoprint Studios 
Rich Art Color Co. aS 
Richman Studios, Inc., Mel 
Rising Paper Co. 

Runkle-Thomp sbiasi 
Samerjan, Peter James ................00000 
Saral Paper Co. a 
Sarra, Inc. sete 
School of Visual Arts stati ‘ 
Service Typographers, Inc. 
Shaw Assoc., Rik 
Shigeta-Wright Assoc., ee 
Shiva Artists Colors ................ 
Silver Studios ddkdassindesvias 
Steig Product ..................... ‘ 
Stephens-Biondi-DeCicco 
Strathmore Paper Co. 

Sweet, David 

Talens & Son, Ine. ............... 
Urban Art Service ........... 

Volk Jr., Art Studio, Harry 
Ward Color Service, Jack 
Weber Co., F. 

Weber Studio, Martin J. blthlliacacaa 
Whitaker-Guernsey Studios ...... 
Whiting Plover Paper C0. .............000 
Wing Studio, Inc., Paul .......... 
X-Acto, Inc. 
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Materials 


Picture Framing 


Artists 


Drafting Supplies 


PHONE FOR PROMPT SERVICE 


2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 
363 Lexington Avenue / TN 7-0220 
57th Street Area 
140 West 57th Street / Circle 7-6608 
In Philadelphia 
HENRY H. TAWS, INC. 
1527 Walnut Street /LOcust 3-8742 


FRIEDRICHS CO 


E.H.& A. CG 





for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS .. . it's SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 








(Sy pa A ATI Se BO 
For your better presentations, better use 


Coloroid Prints 


to get authentic color 





@ monthly feature 


To blame clients for the creation of all 
bad advertising is a cherished custom 
among creative advertising people. It 
is so simple — and expedient — to ex- 
plain away a mediocre advertisement 
with, “that’s the way the client wanted 
it.” 

These words are heard most often 
among junior members of advertising 
agencies who measure the excellence of 
ideas by the clients’ distaste for them. 
The less it is liked by “them,” the 
stronger and more original the idea; 
and conversely, the best received ideas 
are the worst ones. By these standards, 
the pinnacle of success is achieved 
when the agency gets fired. 

That clients do not know what it is 
all about is a ludicrous concept. The 
main reason for junior members — such 
as copywriters, young art directors, bull- 
pen artists — having low opinions of 
clients is that they rarely meet them. 

There are clients who should not be 
in that position. The title “client” 
covers a multitude of sins; the president 
of a giant corporation is a client but 
so is the young man in a crewcut whose 
main source of information about ad- 
vertising has been the “Hucksters.” 
Clients are mostly people, and they 
come in all sizes, shapes and tempera- 
ments. Some stamp on the floor un- 
controllably at the sight of finger prints 
on mounting boards, others perceive a 
good idea*even if it’s poorly presented. 


120 


DIRECTIONS 


clients 


Some become acutely depressed unless 
there is confusicn; some are outstand- 
ing organizers. Some despise advertising 
and with it themselves; some thrive in 
this business. Cantankerous, solid, ambi- 
tious, patient, naive, bold, spendthrift, 
knowing, timid, creative, easy-going, 
artistic . . . clients can be anybody. But 
all in all, they are pretty smart business- 
men. 

Rarely is the client the ruffian he is 
alleged to be. He would have a difficult 
existence in today’s business world if 
he were. He must learn to listen to a 
specialist’s advice; he can’t possibly set 
himself up as the world’s greatest au- 
thority. He must learn to delegate re- 
sponsibility and not do everything him- 
self. He must learn to convey criticism 
gently to people who work for him or 
else he will not maintain their en- 
thusiastic support. He must be able to 
produce or else get fired. All these fac- 
tors favor the advertising agency work- 
ing with a client. 

The notion that clients refuse to 
listen to suggestions is almost always 
without basis of fact. Businessmen have 
to do this all’ day long; it is their job. 

Clients become monsters only when 
encouraged to do so. Advertising agen- 
cies — their livelihood depending on 
the whims of a few people — often are 
afraid to assert themselves. They are 
asked for opinions but such is forth- 
coming only in the form of a meek 


by Stephen Baker 


echo. They are asked to take leadership 
but prefer to leave the reins in the 
hands of the client. Is it any wonder 
that the clients develop a kind of agency 
relationship which they would never 
find satisfactory when working with 
such experts as their engineers, tax ac- 
countants, lawyers and even their own 
foremen? 

Even the most casual remarks of 
clients often have a way of burgeoning 
into reprobation. Client tells account 
executive, account executive repeats to 
his assistant, assistant to copywriter, and 
so on .. . and by the time the client's 
opinion is handed down to the man 
who sits dejectedly behind the drawing 
board the casual remark has become a 
major crisis. The client’s “uhum’”’ has 
grown into “oh, no;” his sneeze into a 
cyclone; his headshake into a quivering 
temper tantrum; his wondering ques- 
tion about the merit of a campaign 
to a this-is-the-way-I-want-it command. 
Worse still when the “improved” lay- 
out — per instruction of the client — 
is unveiled, he is the most surprised 
man of all. 

It is too bad that so many agency 
people have fixed ideas about busiess- 
men who approve the ads. In 
opinion there is more than one ty; 
client, and clients are not only bo: 
they are also made. 
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television commercials 
Photographic illustrations 


200 East 56th Street, New York 22, New York... MUrray Hill 8-OO85 


16 East Ontario Street, Chicago 11, lilinois ...WHitehall 4-5151 
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custom made%"7."% oe cal 
using the finest of taste in ng or 
and finished art. No ready-made catch-all or stale cliches,but custom made concepts a 


your problem. And if your budgets have lost weight you'll find we can alter to fit without lose 
assignment in for a fitting. Call MU 7-7850, or write Monogram tnc., 1150 Avenue of the | 
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EVIEWS OF OUR 1962 SUPPLEMENT 216 EAST 45th ST NEW YORK MU 22-2346 
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This C-Print 
Devil At Four 
Columbia Pictures, Ini 

We also make 


transfers and 


Norman Kurshan or 
Gabe Wilner 
JUdson 6-0035 
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advertising effectiveness and the AD... 


“Some 5 or 10 years ago, people were asking “can we meas- 
ure advertising effectiveness.” Today the question is “how 
can we measure it.” 


Jack B. Landis, JWT Director of Developmental Re- 
search, noted this change of attitude at the 7th Annual 
Conference of the Advertising Research Foundation. 


He and other speakers then demonstrated how much 
progress has been made in measuring it. In view of this 
progress, it is uninformed nonsense to argue whether re- 
search, or post-testing or pre-testing are good or bad for 
creativity. It is time that ADs and creative directors recog- 
nized that research is here to stay, that it supplies needed 
information about the communication problem, and that— 
imperfect as much of it still is—it is gaining increasing 
. respect from advertisers and controllers of big budgets. 

The time has come for creative men to learn how to use 
research findings rather than to combat them. If this be 
an unpopular viewpoint, if this jars you, maybe you need 
jarring. That research must hamper creativity is sheer non- 
sense. The Hathaway eyepatch, the Marlboro tattoo, the 
Wolfschmidt vodka bottle conversing with: tomatoes and 
oranges are creative interpretations of research findings. 
DDB has a quiet but large and effective research depart- 
ment. 


In recognition of this coming-togetherness of creativity 
and research, a special section of this Art Direction fea- 
tures a series of articles showing they are really two sides 
of the same coin. See ‘““The Big Trend,” “Measuring Visual 
Effectiveness of Advertisements,” and “Get on the Trade 
Ad Creative Team, Too.” ~ 
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we sell color... 

dye transfer prints 

at Langen & Wind 

420 Madison Ave., N.Y.C. 
PLaza 2-0424 JW 
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business briefs 


paradox or lag? while most 
studios report business and 
prospects down, general 

business indices say things 
are good and getting better 


The business-artist today must choose between 
believing his own experience or the 
more optimistic reports on the economy 
coming out of Washington, newsletters 
and business trade magazines. 

There’s much untogetherness. 

Chicago studios—especially illustratior 
studios—tell us things are slow and the 
pickup is not in sight. 

Billings reports from New York stu 
dios in CAM (covering September) show 
a sharp and contra-seasonal drop fo: 
most. 


The only way a studio owner can keep his 
spirits up is by reading the papers 
There he finds out ad budgets for 1962 
will be up. 1961 is finishing up with a 
good third quarter and a better fourth. 
Capital investments by leading indus- 
tries will be up, up. And so it goes. 

What's the hitch? 


In a few months we'll know. But right now 
we can only guess. Our guess is that 
there isn’t so much a discrepancy as 
there is a lag. The strong activity that 
the general business forecasts promise 
hasn‘t reached the advertising and art 
studio level yet. 

Why do we think this as well as hope 
it? Reports from employment agencies 
active in ad and ad art personnel have 
swung, after months of “many appli- 
cants—few openings,” to “many appli- 
cants—many openings.” Seven of eight 
job agencies concur in this viewpoint, 
based on October and early November 
experience. They expect the demand for 
personnel to continue. This report 
comes from Chicago as well as New York 
sources. 

West Coast art job situation is less 
happy, partly because studio billings are 
not too high this year and partly be- 
cause of an influx of artists from other 
areas coming to L.A. in the mistaken 
belief that the ad business is booming 
there. 


* 
Another possibility is that those expanded 
ad budgets may not get off the account- 
ants’ pads. This has happened before. @ 
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FROM LONDON 











Over 3,000 cracking good advertising photographs for $25 


Mayflower’s famous international photo 
library is now available to American agencies. 
This new service from London is now being 
used in 30 countries. 


Europe’s top models and creative photo- 
graphers team-up to produce these sparkling 
pictures, all of which are taken with advertis- 
ing in mind. People appearing in the 
photographs have all been paid model fees, so 
pictures can be used for any commercial pur- 
pose. The library—on contact sheets as 
illustrated here—has been selected from 
thousands of shots covering a wide range of 


subjects each of which suggests a different 
copy slant or advertising theme. 


When you become a subscriber we send you 
the entire Library in contact form which you 
can keep on file for ready reference. Creative 
work goes on constantly, and new exciting 
contact sheets will be sent to you each month 
at no additional charge, keeping your 
Library always expanding and up-to-date. A 
print to fit your layout can be air mailed 
within 24 hours for only $2.50* (plus 
postage). Reproduction fees vary according to 
use. Exclusivity can be arranged if required. 
*Print charge slightly higher above 8" x 10°. 


Mayflower Studio Library 


1 DOVER STREET - 











LONDON W.1 - ENGLAND 





\H2357 


Ar Direction / The Magazine of Visual Communication / January 1962 








MAIL THIS ‘NO RISK’ COUPON NOW 


ee en ee 8 ES SOROS SSS 


! To: MAYFLOWER STUDIO 
1 Dover Street, London, W.1, England 


Please forward your complete library of over 3,000 photo- 
—_ in contact form. If not completely satisfied we 
will return collection immediately and you will refund 
remittance or cancel invoice. 

*We enclose remittance value $25 

*Please bill us 

*Please send air mail and charge us extra postage 

*Delete not applicable 
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agency: Doyle, Dane, Bernbach, Inc. a client: Volkswagen of America 





DON MILLER scratchboard illustrator 


David K. Stone oc Bill Steinel o Frank Soltesz co Lou Cunette 
Represented by GRABER ART ASSOCIATES 


37 WEST 57 STREET = NEW YORK 19, N.Y. 
PLAZA 3-325 1 Contact: Norman Graber co Rhoda Paris 
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calendar 


Jan. 5-25 . . . Creativity on Paper Show 
by Art Direction Magazine, at Hallmar 
Cards, Kansas City, Mo. 


Jan. 9-March 20 . . . Photography Syr 
posium, cosponsors Institute of Mode: 
Art, and ASMP, alternate Tuesdays 

7:30-9.30 pm., Museum of Modern A 
Guest House, 242 E. 52 St. Philippe Hal 
man, Frances McLaughlin-Gill, Art Kan 
Wynn Bullock, Syl Labrot, Ernst Hac 
Ann Zane Shanks, moderator. $65. 


Jan. 14-20 . . . International Printing Wee 


Jan. 14... all week, Cleveland AD 
show, Hotel Cleveland, during Clev 
land's Printing Week displays. 


Jan. 15 .. . Deadline, entries for Saturd< 
Review awards for public interest 

corporate image advertising. The Satu 
day Review, 25 W. 45 St., New York 3 


Jan. 16-17 . . . Slide show based on Ty; 
Directors Club show, from Art Directi: 
Magazine, at Cleveland ADC. 


Jan. 17-20 . . . Management worksho 
PPA and Professional Photographers 
California, at Calif. State Polytechnic 
College, Vorhis Conference Center, San 
Dimas. 


Jan. 18 . . . Creativity on Paper show 
by Art Direction Magazine, at Provincia! 
Paper Ltd. Workshop Seminar, King Ed- 
ward-Sheraton Hotel, Toronto. 


Jan. 19 . . . Deadline, 30th natl. outdoor 
advertising art competition, sponsored by 
Chicago ADC. Judging Jan. 29. Awards 
luncheon, April 25. Entry blanks, John 
Norse, Natl. Outdoor Art Advertising Art 
Competition, 400 N. Michigan Ave., Chi- 
cago. 


Jan. 20 . . . Deadline, 1962 American Film 
Festival, for 16mm films and 35mm film- 
strips. Educational Film Library Assn., 
250 W. 57 St., New York 19. 


Jan. 23-March 2... SI 62 at Society of 
Illustrators, 128 E. 63 St., New York. 


Jan. 31 .. . Deadline, ABP advertising 
awards for campaigns published in busi- 
ness papers. Associated Business Publi- 
cations, 205 E. 42 St., New York 17. 


Jan. 31 .. . Deadline, local outdoor. Out- 
door Advertising Assn., 24 N. Erie, Chi- 
cago 10. 


Feb. 1 . . . Deadline, American TV Com- 
mercials Festival, 40 E. 49 St., New York 
17. Awards luncheon, workshop, exhibi 
tion: Waldorf-Astoria, New York, May 4 
Chicago Sheraton, May 11; Royal Yor! 
Hotel, Toronto, May 17; Beverly Hilton 
Los Angeles, May 24. € 

















ardon parks 


hy / istin Briggs 


when Gordon Parks is sitting still, 
; the poise of a coiled spring. But 
ant-up electricity in his face and 
e never comes out in his manner 
k. This vitality, this bursting in- 
nce does come barrelling out in 
ork. On box paper, that I chose 
. ability to take fine definition of 
n erayon and the softest nuance 
apera, and because it symbolized 
Gor: on himself, I attempted to show him 
ext: ding his own aura intc the world of 
phc graphy. Gifted with both...a rich 
inlet that endows his pictures with a 
sense of excitement and with the crafts- 
man's objective eye... Gordon has the 


potential to become a major fine artist.” 


pS 


“There's a feeling of Robin Hood about 
Austin Briggs...a muscular, woodsman- 
type guy who has persuaded youth itself 
fo stick with him. To show up his phy- 
sique, I put him in a snug leotard shirt. 
And to capture his spirit, I placed him in 
a setting of his own green Connecticut 
forest. Now I was ready to show his 
three sides. Austin talks business with 
the serious side of his face. And he can 
laugh with any mar with the humorous 
side of his face. And to all he offers his 
open-hearted warmth. This third and 
most important side | tried to show and 
_ emphasize with, first, the flowery design, 
d then with the name plate pinned 
ht where you see it. The massive stone 
‘¢ he’s a solid man. And like a solid 
vn he understands the ladies... thus, 


” 





With unique use of space and color, Austin 
Briggs reveals the inner intensity of Gordon 
Parks. And Parks, with striking inventive- 
ness, analyzes Briggs in a way that we may 
all see him clearly. Both works, both men, 
come vividly alive on Champion Papers 
Chalice® Opaque. 

Chalice Opaque helps any subject come to 
life. A premium offset sheet, its extra bright- 
ness inspires color and lends more drama 
to black and white. Its solid opacity projects 
the fine detail of any image. And the “bulk” 
of its soft vellum texture adds richness. 


For annual reports, brochures, books, and 
of course, inserts, Chalice Opaque, in text 
and cover weights, does you proud. It’s one 
of many outstanding Champion Papers. 


Facing pages: Champion Papers Chalice Opaque, 8° |b. 
Center leaf: Champion Papers Wedgwood® Coated. 


CHAMPION PAPERS 


KNIGHTSBRIDGE / HAMILTON, OHIO 
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Design For A Five Passenger Sports Coupe Along Classic Lines...By Harvey Woolhiser Rendered With Grumbacher Golden Palette ® Pastels 


GOLDEN PALETTE’ PASTELS ~~ 


the modern medium for modern designing 


Professional designers and artists recognize Grumbacher Golden Palette® Pastels as the ideal medium 
for designing, making layouts and finished art. Because of their formulation, all sticks paint with an 
equal degree of smoothness and the colors possess a brilliance never beiore obtainable with pastels. 


The color used in this design is 49 -Viridian. Complete sets of 12, 24, 48 
and 72 colors, as well as refills, are available at artists’ material stores. 


ARTISTS’ MATERIAL 
460 WEST 34th STREET, NEW YORK 





FROM AN EKTACOLOR PRINT. PHOTOGRAPHY BY RUDY MULLER 





Photography can stand up and shout, form- 


ing a visual impact which stops the reader, 


sets his mood, and starts your sale. 

The Kodak Ektacolor system of negative- 
positive photography helps the artist achieve 
this exact mood, exact color, as well as the 
well-known exact moment. The resulting 
color prints reproduce beautifully. 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 





THE AD 
COPYFITTER 


See Sept. 1960 Art Direction for the 
CHARACTER Per Line CuHart and the 
first installment of these CHARACTERS PER 
Pica Tastes. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 
55 picas. More tabular data appeared in 
October, and will continue monthly 
until the series has run from A to Z. An- 
nual supplements will keep it up to date. 


Gothic Record Medium Extended (Lud) 
6-4.; 8-3.05; 10-2.54; 12-2.14; 14-1.78; 
18-1.44 

Gothic Record Medium Extended It. (Lud) 
12-1.78; 14-1.54; 18-1.23 

Gothic Trade Ext w Bold Ext (Li) 8-2.44; 
9-2.24; 10-2.03; 12-1.78; 14-1.44 | 

Granjon w It. & S.C. (Li) 21-1.78 (no it.); 
24-1.33 (no it.) 

Granjon No. 400 (M) 6-4.18; 12-2.54 

Granjon It. (M) 6-4.55; 11-3. 05 

Grotesk Akzidenz w Medium (Li) 6-4.; 
8-3.05; 9-2.79; 10-2.54 

Grotesque Annonce (A/C) 8-2.24; 10-1.64; 
12-1.44; 14-1.12; 18-1.01; 18#2- 89; 
24-.67 

Grotesque Light No. 126 (M) 5-4.89; 
7-3.82; 8-3.18; 9-3.05; 10-2.67; 
11-2.54; 13-2.03 

Grotesque Light It. No. — (M) 7-4.; 
9-3.05; 11-2.54; 13-2 

Grotesque Medium No. 1s (M) 5-4.89; 
7-3.67; 8-3.18; 9-2.91; 10-2.54; 
11-2.35; 13-1.91 

Grotesque Medium It. No. 215 (M) 7-3.82; 
9-3.05; 11-2.54; 13-2.14 

Grotesque Bold No. 216 (M) 5-4.35; 
7-3.43; 8-3.05; 9-2.67; 10-2.35; 
11-2.24; 13-1.78. 

Grotesque No. 9 (S-B) 6-4.; 8-3.32; 
10-2.54; 12-2.24; 14-1.91; 18-1.54 
Grotesque No. 9 It. (S-B) 8-3.32; 10-2.67; 

12-2.35; 14-1.91; 18-1.64 

Grotesque No. 18 (S- B) 8-2.8; 10- 2.42; 
12-2.27; 14-1.8; 18-1.46; 24-1. 18; 
30-.94; 36-.79 

Grotesque No. 66 (S- <A 8-1.64; 10-1.37; 
12-1.18; 18-.87; 24-.5 

Hellenic Wide (B) 24- Gx 

Hess Bold & It. No. 159 (M) 6-3.43; 
8-2.79; 10-2.24; 12-2.03 

Horizon Light (B) 24-1.33 

Imperial & Bold AY D ial -3.82; 6-3.43; 

%-2.79; 

Imperial No. 1 Teletype & Bold (1) 9-2.71 

Imperial No. 2 Teletype & Bold (1) 814-2.9 

Imperial Teletype & It. (1) 10-2.44 

Inserat-Grotesk (A/C) 8-3.54; 10-3.18; 
12-2.91; 14-2.44; 16-2.24; 20-2.03; 
24-1.78; 28-1.54 

Janson (K-S) 8-3.82; 8#2-3.18; 10-2.79; 


12-2.67; 12#2-2.35; 14-2.24; 18-1.78; 
24-1.64; 24#2-1.44 

Janson It. (K-S) 8-4.18; 84#2-3.67; 
10-3.18; 12-3.05; 12#2-2.54; 14-2.35; 
18-2.03; 24-1.91; 24#2-1.44 

Karnak Obelisk (Lud) 30-1.64; 36-1.33 

Klang Bold (S-B) 18-1.6; 24-1.22; 30-.99; 
36-.81 

Lafayette Ex Cond. (Lud) 36-1.54 

Latin Bold (S-B) 5-3.54; 6-2.91; 8-2.54; 
10-2.14; 12-1.78; 18-1.33 

Latin Bold Cond. (S-B) 6-3.54; 8-3.05; 
10-2.54; 12-2.24; 18-1.54; 24-1.23 

Latin Elongated (S-B) 10-3.54; 12-3.05; 
18- ; 1.78 


Latin Wide (S-B) 6-1.91; 8-1.64; 10-1.33; 
12-1.07; 14-.89 

Laurel (F) 12-2.32 

Laurel It. (F) 12-2.34 

Laurei Bold (F) 12-2.31 

Laurel Bold It. (F) 12-2.3 


.Lino Text (Li) 18-2.14; 24-1.64; 


Lutetia It. (A.C.) 10- 4. 55; 12- 3. 67; 
14-3.05; 18-2.44 

Melior (A/C) 6-3.67; 8-3.32; 8#2-3.05; 
10-2/79; 12-2.54 12#2-2.24; 14-2.03; 

_18-1.78; 24-1.33. 

Melior It. (A/C) 6-3.67; 8-3.32; 8#2-3.05; 
10-2.79; 12-2.54; 12#2-2.24; 14-1.91; 
18-1.64; 24-1.23 

Melior & It. (Li) 6-3.67; ' a 32; 8-3.05; 
9-2.67; 10-2.54; 12-2.2 

Melior Semi-Bold (A/C) 63. 67; 8-3.32; 
8#2-3.05; 10-2.79; 12-2.54; 
12#2-2.24; 14-1.91; 18-1.64; 24-1.23 

Melior & Semi-Bold (Li) 6-3.67; 7-3. 32; 
8-3.05; 9-2.67; 10-2.54; 12-2.24 

Melior Bold Cond. (A/C) 12-2.54; 
12#2-2.14; 14-1.91; 18-1.64; 24-1.33 

Metropolis Bold (Eur) 8-2.44; 10-1.91; 
10#2-1.64; 14-1.44; 16-1.23 

Metropolis Light (Eur) 8-3.43; 10-3.05; 
10#2-2.54; 14-2.24; 16-2.03; 18-1.54 

Mondial Bold Cond. (K-S) 8-4.35; 10-3.43; 
10#2-2.91; 14-2.35;.16-2.14; 18-1.78; 
20-1.54; 24-1.33 

Mondial Light (K-S) 8-4.55; 10-3.54; 
10#2-2.91; 14-2.44; 16-2.14; 18-1.91; 
20-1.54; 24-1.33 

Mondial Light It. (K-S) 8-4.55; 10-3.54; 
10#2-2.91; 14-2.44; 16-2.14; 18-1.91; 





Jelikan 


Pelikan Art Materials are im- 
ported from West Germany, 
made by the world-renowned 
firm of Giinther Wagner, 
Pelikan-Werke, Hannover. 
The following are shown: 


1 PELICAN CONCENTRATED DE- 
SIGNERS' COLORS 80 brilliant hues, 
in 1 oz. jars. 


2 PELIKAN WATERPROOF DRAWING 
INKS 19 vivid colors, completely 
opaque black and white; also available 
in special types for plastic sheets and 
coated papers; all are free-flowing, 
blendable, dilutable, 100% waterproof, 
erase well; 1 oz. bottles and up. 


3 PELIKAN GRAPHOS drawing ink 
fountain pen; for finer, smoother 
drafting, illustrating, lettering; cuts 
stop-and-fill time 90 per cent; 60 in- 
terchangeable nibs. 


4 PELIKAN COLOR BOX with 12 or 24 
Opaque or transparent Pelikan water 
color pans. Box is rustproof. 


5 PELIKAN FOUNT INDIA excellent 
drawing ink for any fountain pen; 
dense black, non-clogging, quick dry- 
ing, free-flowing. 


6 PELIKAN CONCENTRATED DESIGN- 
ERS’ COLORS 76 brilliant hues in 1 oz. 
tubes. 


7 PELIKAN RUBBER ERASERS 3 
types, each specifically adapted to 
particular uses. 


Sole U.S.A. Agent: 


JOHN HENSCHEL & CO., INC. 


425 PARK AVENUE SOUTH 
NEW YORK 16, NEW YORK 
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20-1.54; 24-1.33 

‘Aondial Demi-Bold (K-S) 8-4.35; 10-3.43; art director: GERALD WEINSTEIN 
iat PS Se agency: BENTON & BOWLES INC. 

tondial Demi-Bold It. (K-S) 8-4.18 client: ALLIED CHEMICAL (Fiber Marketing Department) 
10:3.32; 10#2-2.67; 14-2.24; 16-1. 91; : MARTY BAUMAN 
18-164: 201.33 phemagragher 

} -urray Hill (ATF) 30-1.64 artist: SAUL MANDEL 

t urray Hill Bold (ATF) 30-1.44 : MES ASSOCIATES INC. 

t arrow Sans (S-B) 18-2.38; 24-1.95; na: AR & 
30-1.55; 36-1.27; 48-.99 

t ews Gothic Cond. & Bold Cond. (I) 
11-3.13 

ft 2ws Gothic Ext & Bold Ext (i) 8-2.57; 
10-2.14; 12-1.78; 14-1.52 

t ovel Gothic (ATF) 6-3.05; 8-2.54; 
10-2.03; 12-1.78; 14-1.44 

F iatino (K-S) 6-4.35; 8-4.; 8#2-3.32; 
10-3.05; 12-2.67; 12#2-2.35; 14-2.03; 
18-1.78; 20-1.33 

P Jatino It. (K-S) 6-4.89; 8-4.55; 8#2-4.; 
10-3.54; 12-3.32; a 14-2.44: 
18-2.14; 20-1.78; 24-1.44 

P latino & ~% Li) 6-3.82; 8-3.18; 9-2.91; 
10-2.67; 12-2.24 

P. latino Som Bald (Li) r - 82; 8-3.18; 
9-2.91; 10-2.67; 12-2 

P. latino Semi-Bold (K- S 442 2.03; 
18-1.78; 20-1.33 

P: oe (Li) 18-2.24; 24-1.78; 30-1.54; 


Primer w It. & S.C. (Li) 14-1.91 

Rediant Bold (Lud) 6-3.67; 8-3.05 

Re ger Bold Ex Cond., (Lud) 30-1.78; 

Re — Gothic Bold (Lud) 6-3.76; 8-2.85; 
1 


Record Gothic Bold Medium Ext. (Lud) 
18-1.29; 24-1.03 

Record Gothic Cond. It. (Lud) 10-3.05 

Record Gothic Ex Cond (Lud) 10-4.5 

Record Gothic Offset (Lud) 8-3.08 

Repro — (ATF) 18-2.91; 24-2.24; 
30-1.7 -54 

Royal No. ‘1B Teletype & Lt. (1) 8-3.091. 

os - 2 Teletype & Bold (|) 6-3.63; 

Society Text (Lud) 8-3.54; 10-3.05; 
12-2.67; 14-2.35; 16-2.24; 18-1.91; 
21-1.78; 24-1.54 

Spartan Ex Black (ATF) 24-.96 

Spartan Ex Black Cond. (Li) 30-1.02 

Spartan Heavy & It. (Li) 11-2.54 

Spartan Medium Cond. (ATF) 30-1.33 

Standard Ext (A/C) 6-3.32; 6#2-2.91; 
8-2.54; 10-1.91; 12-1.54; 14-1.33 

Standard Ex Bold Cond. (A/C) 8-3.54; 
10-2.79; 12-2.35; 14-2.03; 18-1.91; 
24-1.64; 24#2-1.23 

Standard Ex Bold Ext (A/C) 8-4.18; 
10-3.18; 12-2.67; 14-2.24; 18-2.03; 


* 
24-1.54 
Standard Ex Light Ext (A/C) 6-3.32; 
6#2-3.18; 8-3.05; 10-2.35; 12-1.91; 
14-1.64; 18-1.23 


qe ee re 
mie Lig nd. NO. "3. Ps 
mie Medium No. 290 (M) 18-1.33 “C” ektacolor, flexichrome and black 
SE ee ys a trrulving Oc cet 
thakers Gothic Cond. No. 4 &Roman| & white prints, involving the use of bleaches, dyes, elec- 
fps Anoreets held (Lud) 10-2.61: tronics, chemistry and abrasives for the sole purpose of 
12-2.24; 14-2.01; 18-1.53 ; ; ; ; f h 

Tempo’ Alternate Heavy (Lud) 10-2.41; insuring the most faithful reproduction of your photog- 
Tempo Black & It. (Lud) 12-1.78 (no it.);| raphy is truly an art as produced by ARCHER AMES 
> (ky Is. lnmina 142.14) ASSOCIATES, INC., 16 E. 52 St., N.Y. 22, Dept. AD-1 
“tema” 121.34; 141.07 Contact: Leon Appel, for your FREE copy of “Fundam- 
Tempo Biack Ext. It. (Lud) 14-1.11; 18-.87 orig : 

Tempo Bold Cond. & It. (Lud) 6-4.89; entals of Retouching” for Art Directors. 
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Upcoming designer 
Richard Bergeron 


Impact plus taste characterize much of 
Dick Bergeron’s work. Oversize watches, 
pills, ears, big type plus a quiet hand- 
ling of text blocks give much of his 
design a combined sense of drama and 
of careful organization. 

Dick has been in the field five years. 
He attended the New England School 
of Art, worked with Associated Artists 
in Boston for a year, has been with 
L. W. Frohlich for the past four years. 
He’s the designer of Parke Davis’ jour- 
nal, Therapeutic Notes. 

His work has appeared in the 1960 
and 1961 shows of both the New York 
Art Directors Club and the Type Direc- 
tors Club. * 
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8-3.93; 10-3.32; 12-2.91; (no it.); 
14-2.54 (no it.); 18-1.91; 24-1.44 

Tempo Bold Ext (Lud) 18-.96; 24-.72 

Tempo Heavy Cond. (Lud) 6-4.89 8-3.£2. 
30-1.23 

Tempo Heavy Cond. It. (Lud) 10-2.91 
12-2.67 

Textype Bold & It (Li) 14-2.14 

Times Bold (F) 8-3.35; 12-2.32 

Times New Roman It. No. 362 (M) 
18-1.64; 24-1.33 

Torino (A/C) 8-3.18; 10-2.67; 12-2.35 
14-2.03; 18-1.64; 24-1.33 

Torino it. (A/C) 8-3.18; 10-2.67; 12-2 
14-1.91; 18-1.64; 24-1.23 

Tower (ATF) 30-1.33 

— — Bold w Light (Li) 18-1.65 

Trade Gothic Ext w Bold Ext. (Li) 7-2. 5; 
8-2.38; 9-2.2; 10-2.05; 12-1.77; 14-1 5 

Trajanus (K-S) 8-4.18; 10-3.54; 
10#2-3.18; 12-2.91; 12#2-2.44; 
14-2.03; 18-1.91; 20-1.54 

Trajanus It. (K-S) 8-4.89; 10-4.18; 
10#2-3.67; 12-3.43; 12#2-2.79; 
14-2.44; 18-2.14; 20-1.78 

Trajanus & It. (1) 6-4.18; 8-3.54; 9-3 
10-2.79; 12-2.44 

Trajanus Demi-Bold (!) 6-4.18; 8-3.3 ; 
9-2.91; 10-2.79; 12-2.44 

Trajanus Semi-Bold (K-S) 8-4.18; 10-3. 
10#2-3.18; 12-2.91; — 44; 
14-1.91; 18-1.78; 20-1.44 

20th Century Ex Bold No. 603 (M) 9-2. 
11-2.14; 16-1.44 

20th Century Ex Bold It. No. 603 (M) 
9-2.79; 11-2.24 

20th Century — No. 604 (M) 9-3.05; 
11-2.35; 16-1. 

20th Century Bold. Cond. No. 612 (M) 
14-2.35; 18-2.14; 24-1.44 

20th Century Bold It. No. 604 (M) 9-3.32; 
11-2.67; 14-2.35; 16-1.78; 18-1.54 

20th Century Light No. 606 (M) 16-1.91; 
24-1.33 

20th Century Light It. No. 606 (M) 
14-2.24; 18-1.78; 24-1.33 

20th Century Medium No. 605 (M) 9-3.32; 
11-2.67; 16-1.78; 24-1.23 

20th Century Medium It. No. 605 (M) 
9-3.43; 11-2.79; 14-2.03; 16-1.78; 
18-1.64; 24-1.23 

20th Century Semi-Medium & It. No. 613 
(M) 6-4.89; 8-4.18; 9-3.54; 10-3.18; 
11-2.79; 12-2.54 

20th Century Ultra Bold No. 609 (M) 
9-2.54; 11-2.14; 16-1.44 

20th Century Ultra Bold Ext No. 614 (M) 
14-1.34; 18-1.02; 24-.82 

20th Century Ultra Bold It. No. 609 (M) 
8-2.79; 10-2.14; 12-1.91 

Typo Roman (ATF) 18-2.03; 18#2-2.35; 
24#2-1.78 

Venus Ex Bold Ext (B) 24-.67 

Venus Light Cond. (B) 30-1.54 

Vogue Bold Cond (1) 30-1.44 

Vogue Ex Bold Cond. (1) 30-1.23 

Vulcan Bold & * (1) 10-2.03; 12-1.91; 
14-1.64; 18-1.23 

Walbaum (A/C) 6-3.82; 8-3.43; 10-2.91; 
10#2-2.79; 12-2.67; 14-2.03; 18-1.54; 
24-1.23 

Walbaum No. 374 (M) 6-3.82; 9-3.43; 
10-2.91; 11-2.79; 12-2.54; 13-2.24; 
14-2.03; 18-1.44; 24-1.23 

om It. (A/C) 6-3.67; 8-3.54; 10-3.05; 

i ie 12-2.54; 14-1.91; 18-1.44; 


1.3 

Walbaum It. No. 374 (M) 6-3.82; 9-3.54; 
10-3.05; 11-2.91; 12-2.67; 13-2.35 
14-2.14; 18-1.44; 24-1.23 

Walbaum Medium (A/C) 6-3.43; 8-2.91; 
10-2.79; 10#2-2.67; 12-2.35; 14-1.91; 
18-1.54; 24-1.23 

Waverly & It. (1) 6-4.; 7-3.54 





food...the housewlfe...and the food ad 


the ease of modern cooking gives the housewife a guilty feeling 


she tries to overcome by experimenting with new dishes, spices, 


herbs; she looks for new cooking ideas in ads and recipe books 


BY SIDNEY J. LEVY, Ph.D., SOCIAL RESEARCH, INC. 


When a woman asks herself, “What 
shall I serve for dinner?”, her decision 
will reflect such considerations as what 
she has in the house, what day it is, 
what her family thinks about different 
foods, what she knows how to make, 
what she would like to try. Her choices 
will suggest the kind of woman she is, 
the kind she would like to be, and 
her mood. As she wavers between re- 
frigerator, freezer, pantry, stove and 
sink, she sums up in her person facts 
and ideas in the modern world. 

Many things are as they have been 
since time immemorial. As one wo- 
man said, “What’s changed? Nothing! 
Babies! Garbage! Backache!” It is still 
necessary to clean, to feed, and to be 
attractive. 

Still, emphasis and styles change. 
Cleaning takes less time while keeping 
attractive takes more. In the past, a 
woman stayed home, scrubbed, cooked 
all day, squeezed in bread baking, pea 
shelling, and fowl plucking; and may- 
be kept something bubbling in a pot 
all day long. At 5 a.m. she may have 
asked herself, “What shall I have for 
dinner?” 


cooking ease... 
Nowadays, she may not ask this ques- 


tion until 5 p.m. She has been given 
12 hours each day as a gift from the 
food and appliance industries. What is 
she supposed to do with these hours? 
More and more she is supposed to 
work outside the home, and help pay 
for the home and the appliances. She 
is also supposed to be more of a 
citizen and to be a Marching Mother, 
a Den Mother, a PTA Mother, and an 
organization Lady. She is supposed to 
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maintain herself physically and intel- 
lectually, not to fade into the domestic 
background but to handle people skill- 
fully, to know the latest psychology on 
child-rearing and mental health. 

a dilemma of abundance .. . 

The plenty in the supermarket is 
garnered to fill the carts — it is the 
dream of years ago come true. For the 
ethnic grandmother or the depression 
mother, quantity was a grave issue. She 
worried about feeding her family ade- 
quately. Her children remember that 
she was severely limited in her menus. 
The potato loomed large. 

Today, having enough is no prob- 
lem, but choosing what to have is. 
People are more sophisticated. The 
homemaker decides whether she will 
serve butter-and-salt or sour cream-and- 
chives with her baked potatoes; whether 
her vegetables will be with a cream 
sauce (achieved in a little plastic bag) 
or au gratin (via a jar of processed 
cheese). And the picture on the pack- 
age makes a difference, too. 
less tradition-bound . . . 

Today's Mother is knowledgeable 
and concerned about nutrition, health 
and weight. She is not a dietician, ex- 
cept informally, but she knows some- 
thing about the content of vitamins, 
minerals, proteins, carbohydrates, and 
cholesterol. She may substitute skim 
milk and dietetic fruits. The home- 
maker has become a lay student of the 
home economists and the medical pro- 
fessions. When a food editor describes 
a new finding about fat metabolism, 
she may substitute a poly-unsaturated 
substance. New developments travel 
with the speed of sound, and influence 
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just that quickly habits which once 
took a generation to alter. 


less work . . . more guilt... 

These shifts from ignorance to in- 
formation, from parochialism to world- 
ly understanding reflect changes in edu- 
cation, marketing, media, and health 
ideas. In all of this, food often seems 
to get lost as a source of real pleasure. 
It seems artificial, increasingly remote 
from the farm and the “real thing.” 
It is hard to judge what freshness 
means in the marketplace, when so 
much is preserved for storage in the 
home. Similarly, there has been some 
shift from the manual to the mechani- 
cal. Who does the cooking? Perhaps the 
rotisserie at the supermarket. Who 
should get the credit? 
for guilt compensation . . . experiment . . . 

Some women feel that the freedom 
given by appliances leaves them free to 
learn and experiment with fancy and 
elaborate dishes. But with this freedom 
comes less gratifying feelings. The pride 
grandmother had has been replaced 
by the guilt of convenience, of the can- 
opener cook. A guilt is compounded 
by sometimes forgetting to thaw frozen 
foods in time to cook them. This turns 
many women into guilt jugglers. They 
struggle with the gestures that will 
allow them to serve TV dinners, in- 
stant coffee, margarine and still be 
able to feel that their culinary virtues 
are not merely selfish, penurious ones. 
So they try to make things that seem 
to require some skill, or they serve a 
wider variety of dishes. Others oc- 
casionally bake, and loudly announce 
that the cake or bread is home made. 

The housewife seeks food expressive- 
ness. To express individuality, to show 
an alert modern outlook, she has de- 
veloped an international outlook on 
food. Even when most of her meal 
planning is conventional and much 
like her mother’s, she thinks she’s more 
daring, experimental, and _ original. 
There is an United Nations procession 
of spices, herbs, and curious dishes that 
cross the table. Seasonings enable a 
woman to feel she has made a mass- 
produced and packaged dish her own. 
Families are often less receptive to 
change than Mom; they look at the cos- 
mopolitan experiments and go, “Ugh, 
oh Ma!” 
the casual meal. . . 

The modern family is also apt to 
disperse at meal times more readily 
than the traditional family. Women 
may serve several breakfasts to different 


schedules — and dinner is less unifying 
than might be desired. Children may 
be at the television set, other family 
members may be at meetings, or out 
with friends. A common adjustment is 
to adopt a casual attitude, to go in for 
informal eating. The buffet service is 
used more, there seems to be more use 
of paper plates — and not just for out- 
door barbecues either. Colofful plas- 
tic appurtenances add to the feeling 
of easy-going, cheerful, casual eating. 
Among some families, summer seems 
an endless series of snacks, picnics, out- 
door cooking. Informality justifies meals 
in front of the television set, masculine 
cooking, beverage experimentation. It 
orients to the family room, the kitchen, 
the backyard. While there are yearn- 
ings again for the formality of the 
separate dining room, the cozy spots 
where spilling on the tile floor is just 
a humorous accident are still cherished. 
The kitchen is mother’s room, the 
warm bosom of the household; it sym- 
bolizes intimate, relaxed interactions, 
letting down of social barriers, a pleas- 
ant behind the scenes place where one 
can feel most at home and get a finger- 
lick of something tasty to prove it. 
Outdoors father is supposed to do the 
cooking. Feelings about these outdoor 
events are mixed, since very often 
something is burned or underdone. It 
is often more work than a saving, 
hotter than the breezes can cool, and 
a mess to clean up. Still, eating out-of- 
doors symbolizes modern living and 
affluence. It is a sign of having leisure 
and/or space, of being able to vary 
one’s consumption in ingenious and 
civilized ways. Even when it is a dis- 
appointment with its burnings, scorch- 
ings, and spillings, these are part of 
the fun of sophisticated roughing it, 
the return to nature of people who 
are so obviously urbane and refined. 
wanted: ads with ideas . . . ’ 
With all of these things going on — 
the supermarket revolution, the prob- 
lem of integrating appliances into use- 
ful patterns of living, the need for 
dietary information, the wish for cos- 
mopolitan variety, the struggle with the 
family to have harmonious meals, and 
so on — the homemaker needs all the 
guidance she can absorb. She keeps 
an eagle eye out for useful ideas that 
she can translate into action, to help 
her enjoy her cooking role, to make it 
simultaneously convenient, quick, and 
cause for pride rather than guilt, to 
engage the taste and appreciation of 
the family. * 








food 


just that quickly habits which once 
took a generation to alter. 


less work . . . more guil? .. . 

These shifts from ignorance to in- 
formation, from parochialism to world- 
ly understanding reflect changes in edu- 
cation, marketing, media, and health 
ideas. In all of this, food often seems 
to get lost as a source of real pleasure. 
It seems artificial, increasingly remote 
from the farm and the “real thing.” 
It is hard to judge what freshness 
means in the marketplace, when so 
much is preserved for storage in the 
home. Similarly, there has been some 
shift from the manual to the mechani- 
cal. Who does the cooking? Perhaps the 
rotisserie at the supermarket. Who 
should get the credit? 
for guilt compensation . . . 

Some women feel that the freedom 
given by appliances leaves them free to 
learn and experiment with fancy and 
elaborate dishes. But with this freedom 
comes less gratifying feelings. The pride 
grandmother had has been replaced 
by the guilt of convenience, of the can- 
opener cook. A guilt is compounded 
by sometimes forgetting to thaw frozen 
foods in time to cook them. This turns 
many women into guilt jugglers. They 
struggle with the gestures that will 
allow them to serve TV dinners, in- 
stant coffee, margarine and still be 
able to feel that their culinary virtues 
are not merely selfish, penurious ones. 
So they try to make things that seem 
to require some skill, or they serve a 
wider variety of dishes. Others oc- 
casionally bake, and loudly announce 
that the cake or bread is home made. 

The housewife seeks food expressive- 
ness. To express individuality, to show 
an alert modern outlook, she has de- 
veloped an international outlook on 
food. Even when most of her meal 
planning is conventional and much 
like her mother’s, she thinks she’s more 
daring, experimental, and _ original. 
There is an United Nations procession 
of spices, herbs, and curious dishes that 
cross the table. Seasonings enable a 
woman to feel she has made a mass- 
produced and packaged dish her own. 
Families are often less receptive to 
change than Mom; they look at the cos- 
mopolitan experiments and go, “Ugh, 
oh Ma!” 
the casual meal. . . 

The modern family is also apt to 
disperse at meal times more readily 
than the traditional family. Women 
may serve several breakfasts to different 


experiment .. . 
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schedules — and dinner is less unifying 
than might be desired. Children may 
be at the television set, other family 
members may be at meetings, or out 
with friends. A common adjustment is 
to adopt a casual attitude, to go in for 
informal eating. The buffet service is 
used more, there seems to be more use 
of paper plates —- and not just for out- 
door barbecues either. Colorful plas- 
tic appurtenances add to the feeling 
of easy-going, cheerful, casual eating. 
Among some families, summer seems 
an endless series of snacks, picnics, out- 
door cooking. Informality justifies meals 
in front of the television set, masculine 
cooking, beverage experimentation. It 
orients to the family room, the kitchen, 
the backyard. While there are yearn- 
ings again for the formality of the 
separate dining room, the cozy spots 
where spilling on the tile floor is just 
a humorous accident are still cherished. 
The kitchen is mother’s room, the 
warm bosom of the household; it sym- 
bolizes intimate, relaxed interactions, 
letting down of social barriers, a pleas- 
ant behind the scenes place where one 
can feel most at home and get a finger- 
lick of something tasty to prove it. 

Outdoors father is supposed to do the 
cooking. Feelings about these outdoor 
events are mixed, since very often 
something is burned or underdone. It 
is often more work than a saving, 
hotter than the breezes can cool, and 
a mess to clean up. Still, eating out-of- 
doors symbolizes modern living and 
affluence. It is a sign of having leisure 
and/or space, of being able to vary 
one’s consumption in ingenious and 
civilized ways. Even when it is a dis- 
appointment with its burnings, scorch- 
ings, and spillings, these are part of 
the fun of sophisticated roughing it, 
the return to nature of people who 
are so obviously urbane and refined. 
wanted: ads with ideas . . . 

With all of these things going on — 
the supermarket revolution, the prob- 
lem of integrating appliances into use- 
ful patterns of living, the need for 
dietary information, the wish for cos- 
mopolitan variety, the struggle with the 
family to have harmonious meals, and 
so on — the homemaker needs all the 
guidance she can absorb. She keeps 
an eagle eye out for useful ideas that 
she can translate into action, to help 
her enjoy her cooking role, to make it 
simultaneously convenient, quick, and 
cause for pride rather than guilt, to 
engage the taste and appreciation of 
the family. * 





Bank tellers make it. Money lenders 


short you on it. Kids are small change. 


So are pennies, nickels and dimes. 


Administrations change. Sometimes in 
the middle of the stream. Sometimes not. 
Streams change, too. Into lakes, rivers, 
springs. Each has water. Water is 
especially clear and pure in a spring. 
Spring changes into 

summer. 


We owe a lot to change. Mirrors, diets, 
hair restorers. Weather, leaves, age, 
skirt lengths, airline schedules. 
Butterflies. 


Mothers change diapers, hair-dos and 
furniture. Fathers change clocks, 
cars, jobs and pipes. Families change 
addresses. Everyone changes 
expression, occasionally. 


Children change. 


Companies change names, images, 
products, distribution, letterheads. 


Only one thing we know of that doesn’t 
change. The uniform quality of white, 
bright, strong PLOVER Bonp. 

The visibly better fine paper. 


BONDS , SR ee ane a 


PETRO-MINE MANUFACTURING COMPANY + 601 DUNES OR. + TULSA 2, OKLAHOMA 


& DENVERTEX SUBSIDIARY 


NOT TO CHANGE THE SUBJECT, BUT 
we'd like to get in a few words about PLOVER Bonp. 
Often companies are growing so fast they have little chance to 
catch up with themselves and evaluate the need for an 
improved corporate image. The original letterheads 
presented here were created for a hypothetical corporation, 
Denvertex, and three subsidiaries which in 
recent years grew like Topsy. 


Notice how each letterhead relates to the parent company 
' while retaining its own distinctive identity compatible 
with the nature of its particular business. Naturally printed 
on PLOVER Bonp this group of letterheads reflects 
a corporate “‘family” image. 
PLOVER Bonp. The prideful result of carefuily 
selected raw materials, experienced craftsmen and 
papermaking water which can only be described as 
most compatible. It’s visibly better. 








SEISMOTFUNIC SYSTEMS CORPORATION + 24 BRIGHAM AVE. - OGDI I 


hae 


STRUCTEX STEEL, INC. + 1318 PROSPECTOR ROAD + PUEBLO 3, COLORADO «+ PEAK 2-8778 


A DENVERTEX SUBSIDIAF 
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The next time you need visibly better letterhead paper, get in touch with 


one of the stubborn paper distributors listed here. 
could change them from selling PLover Bonn. 


Akron, Ohio The Alling & Cory Company 
Atlanta Dillard Paper Company 
Atlanta The Whitaker Paper Company 
Baltimore The Boxter Paper Company 
Baltimore ...The Paper Supply Company 
Bethlehem, Po, Wilcox-Walter-Furlong Paper Co. 
Birmingham. Jefferson Paper Company 
....Zellerbach Paper Company 
D. F. Munroe Company 
Boston... Worren L. Wheelwright Paper Co., Inc. 
Bridgeport, Conn Geo. W. Millar & Co., Inc 
Bristol, Va.-Tenn........ Dillard Paper Company 
Buffalo. . The Alling & Cory Company 
Burlington, Vt. Vermont Paper Company, Inc. 
Charlotte, N. C. ..Dillard Paper Company 
Chicago. . .. .+«se+.Chicago Paper Company 
Chicago. ... ...Midland Paper Company 
Chicago : Moser Paper Company 
Chicago. ..... Reliable Paper Company 
Chico, California Zellerbach Paper Company 
Cincinnati The Chatfield Paper Corporation 
..The Alling & Cory Company 

Palmetto Paper Company 

Clampitt Paper Company 


Mid-Eastern Envelope 
& Paper Company 


Denver Jensen Paper Company 
Newhouse Paper Company 
Western Newspaper Union 


Danbury, Conn.... 


Des Moines 
Des Moines 
Detroit The Whitaker Paper Company 
Dubuque Weber Paper Compony 
Duluth Duluth Paper & Specialties Co. 
Zellerbach Paper Company 

Zellerboch Paper Company 

Leslie Paper 

Western Newspaper Union 

Taylor-Martin Papers, Inc. 

Clampitt Paper Company 

Zellerbach Paper Company 

Grand Rapids. ..Solon & Gilhula Paper Company 
Great Falls, Mont Leslie Paper 
Greensboro, N. C Dillard Paper Company 
Greenville, S. C Dillard Paper Company 
The Alling & Cory Company 
Hartford, Conn Batt Paper Company 
Hartford, Conn... ..Elliot R. Vanderlip Co., Inc. 
Houston Clampitt Paper Company 


Harrisburg, Po 


Indianapolis The Chatfield Paper Corp. 
Indianapolis. ...MacCollum Paper Company, Inc. 
Jackson, Miss Central Paper Company 
Jacksonville, Fla. Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 
Kansas City, Mo Wertgame Paper Company 
Knoxville Dillard Paper Company 
Knoxville Lovisville Paper and Mfg. Co. 
Lincoln, Nebr Western Newspaper Union 
Little Rock Western Newspaper Union 
Los Angeles Zellerbach Paper Company 
Louisville Louisville Paper and Mfg. Co. 
Madison, Wis General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
Memphis Paper Company 

Menasha, Wis.....Yankee Paper & Specialty Co. 
Nn 5:6 eacconcnead E. C. Palmer & Company 
Milwaukee Aliman-Christiansen Paper Co. 
Milwaukee Dwight Brothers Paper Company 
Milwaukee Yankee Paper & Specialty Co. 
Minneapolis Leslie Paper 
Minneapolis Newhouse Paper Company 
Minneapolis Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
Moline, Il Newhouse Paper Company 
Nashville Clements Paper Company 
Newark, N. J...... J. B. Card & Paper Company 
Orleans Alco Paper Company 
Orleans A to Z Paper Company 
Orleans Sam A. Marks and Co. 


The Alling & Cory Company 
Miller & Wright Paper Co. 


H. P. Andrews Paper Company 

Duplicating Papers, Inc. 

M. M, Elish & Company, Inc. 

Forest Paper Company 

Linde-Lathrop Paper Co. 

Majestic Paper Corporation 

Geo. W. Millar & Co., Inc. 

Nelson-Whitehead Paper Corp. 

Reinhold-Gould, Inc. 

Ris Paper Company 

Royal Paper Corporation 

Saxon Paper Corporation 

Oakland, California. .Zellerbach Paper Company 
Oklahoma City Western Newspaper Union 





Stubborn in that nothing 
And they know paper. 


Western Paper Company 

Graham-Jones Paper Company 

Philadelphia Schuylkiil Paper Company 
Philadelphia. . .Wilcox-Walter-Furlong Paper Co. 
Phoenix Zellerbach Paper Company 
Pittsburgh The Alling & Cory Company 
Zellerbach Paper Company 
Zellerbach Paper Company 
Central Paper Company 


Pocatello, Idaho 
Portland, Ore 
Providence, R. 
Dillard Paper Company 
Zellerbach Paper Company 
Zellerbach Paper Company 
Richmond, Va.....B. W. Wilson Paper Company 
Roanoke, Va Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Sacramento Zellerbach Paper Company 
Saint Louis Acme Paper Company 
Saint Paul Leslie Paper 
Saint Paul Newhouse Paper Company 
Salt Lake City Western Newspaper Union 
Salt Lake City Zellerbach Paper Company 
San Antonio Clampitt Paper Company 
San Diego Zellerbach Paper Company 
San Francisco Zellerbach Paper Company 
San Jose Zellerbach Paper Company 
Seattle Zellerbach Paper Company 
Shreveport Western Newspaper Union 
Sioux City Western Newspaper Union 
Sioux Falls, $. D Leslie Paper 
Spokane Zellerbach Paper Company 
Stockton, Calif Zellerbach Paper Company 
Syracuse, N. Y The Alling & Cory Company 
Tacoma Standard Paper Company 
Zellerbach Paper Compony 
Graham-Jones Paper Company 
The Commerce Paper Company 
Topeka, Kans Midwestern Paper Company 
Trenton, N. J...... J. B. Card & Paper Company 
Zellerbach Paper Company 
Tulsa Paper Company 
The Alling & Cory Company 
Walla Walla Zellerbach Paper Company 
Washington, D. C Frank Parsons Paper Co. 
Wichita Western Newspaper Union 
Wilmington, N. C Dillard Paper Company 
Worcester, Mass...The J. C. Campbell Paper Co. 
Yakima Zellerbach Paper Company 


Utica, N. Y 








letters 


6 apples + 4 oranges = ? 


Your recent article (September issue of 
‘rt Direction) on how to make better 
lryouts with Starch Reports had me a 
| ttle baffled. If we are to believe all 
tiat the research people tell us in this 
Lusiness, you cannot compare apples 
and oranges. 

In working on the Old Fitzgerald 

hiskey account for some 12 years, un 
«wful lot of research data crosses my 

esk. It occurs to me that it is very hard 

) expect a man who buys and wants to 
rink a lighter drink such as a 86 proof 

hiskey to read what you have to say 

out an entirely different product such 

a 100 proof bottle in bond. These two 

en are completely different so much 
s» that you might say they are apples 

id oranges. Therefore, the guy who 
drinks gin or vodka is still further 
afield. 

I question the good sense of anyone 
who would spend his client’s dollars 
advertising a 100 proof bottle in bond 
whiskey to a man who is not in the 
market for anything but gin or vodka. 

Now as to the matter of the Starch 
scores themselves, I think that if you 
would check your Time issues of May 
12, 1958 and May II, 1959, you will 
find the Starch ratings on this particular 
Old Fitzgerald ad that you have taken 
to task almost doubled. It is unfortun- 
ate that you happen to pick the lowest 
Starch to make your point. The research 
people also caution us against pulling 
one ad from a publication and forming 
an opinion. It takes several ads and you 
should always compare your findings on 
readers per dollar. The cost ratios vary 
from issue to issue depending upon the 
number of advertisers. 

It might also be pointed out here 
that there has been a trend in the dis- 
tilling business in the last 10 years 
toward the lighter drinks such as your 
86 proof whiskies and your gins and 
vodkas, therefore, a 100 proof bottle in 
bond bourbon such as the one we are 
discussing here has a tremendous Starch 
in light of there being such a small 
1udience that you are advertising to. 

In closing may I say that I am not 
trying to put the needle to anyone, but 
t occurs to me that there are an awful 
lot of young art directors growing up 
n this business who read your maga- 
ine, Art Direction. Let’s not mislead 
he poor guy who is trying desperately 

(continued on page 36) 





SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION* 


LUCII 


You save at least one half when you 
purchase a Lucygraf because there are 
no middlemen, distributors, discount 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 


LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of vinyi cov- 
ered steel strand; HOOD, grey vinyi, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS IS THE 


* No other “luci” machine can 
out-perform Lucygraf! Instant- 
set calibrated cable controls 
give more precision and sharper 
focusing control. 








¢ 00 MODEL A 
(As shown above.) 
FULL PRICE! % Complete with 
lens and hood 
(Not just a monthly payment!) ready to operate. 


EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


\ 


HOW TO ORDER 


FULL PAYMENT WITH ORDER... 
$198.00. We will ship prepaid in 
U.S.A. 

PAYMENT PLAN...$100.00 pay- 
ment with order. Balance in two 
equal monthly payments ( 60 
days). Send Bank Reference. 
Shipped F.O.B. Los Angeles. 

In California... add 4% Sales Tax 


MODEL “B”’...$278.00 
Gives an additional 172 
sq. inches on both focal 
plate and copy board. 
Includes a 4x 5” trans- 
parency holder in the 
copy board. 

Pay one half with order 


on payment plan. 
($139.00) 


LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 
Mm RTA RINE SS vc 








It’s completely NEW oupon todz 
NEW ideas 
NEW graphic trends 
; | 


NEW illustrations 


NEW authors 





NEW scope 


NEW techniques 





in the NEW 


ADVERTISING DIRECTIONS II 
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sRT XIRECTION BOOK COMPANY 


filia' 2d with ART DIRECTION ...CAM REPORT 


19 We t 44th Street, New York 36, N. Y. 


pLEA E SEND ME for 10 Day 
FRE 7 EXAMINATION 


ec pies of ADVERTISING 
I ‘RECTIONS II 


vies of ADVERTISING 
D RECTIONS I 





len ose $. 


0 Please bill me. 





NAME 





FIRM 





STREET ADDRESS 





SAVE POSTAGE 


STATE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 


pestage. Unconditional guarantee providing prompt refund if not satisfied protects you. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS Ii 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“... today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as described above. 


In either case, you’ll want to see the 
new book because in it you'll find: 


29 top advertising authorities ana- 
lyzing the newest trends and pre- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 8%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


... with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 OUTSTANDING AUTHORITIES 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 

COPIES OF 

ADVERTISING DIRECTIONS | 

are still available 

Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you'll want in 
your library. 

In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 

Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 
brought together a group of authorities 
like this. 


rial especially written for this book and 
never published anywhere else. 
@ NO ADVERTISING CONVENTION... 


--cach a greatly respected specialist in 
his field have contributed to ADVERTIS- 
INC DIRECTIONS II—all original mate- 
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letters 


to gather accurate information in wh ch 
to build his career. 


Harold B. Jones, Art Dirceto 
Winius-Brandon Company 


(Author Hoyt Howard explains } ww 
the article was put together) 


This series of articles was develo ed 
to help all art directors. 

The art director is a very impor: int 
guy ... this is the message that we set 
from every research expert. Copy v tit- 
ers, and most account executives (€ en 
some clients) know this; but most art 
directors do not believe it. 

The Research Committee of the Art 
Directors Club is very fortunate to I ive 
the support of the following peopl: in 
preparing the article on liquor ‘iat 
Harold Jones is questioning: 

TIME magazine gave us tear sh ets 

rapid of every liquor ad that appeared in 
brightype 1960. 

film conversions Daniel Starch sent us the comp ete 

for your Starch reports of each issue. 

production and The staff of Art Direction marked the 
reproduction work men noting scores (percent & cost-ra- 
tios) in the corner of each advertise- 
ment. 

The committee’s procedure was this: 
A. We eliminated fractional pages, beer 

& wines, and finally cover ads (after 
two frustrating sessions). 

B. Then we placed them all on a large 
empty floor, from high cost-ratios to 
low. 

° . . . These hard-core members of the 

The Rapid Brightype way IS the surest, fastest, most committee walked back and forth to 

2 see what conclusions we could make. 

economical way to convert 2,3 or 4 color letterpress mate- |p. one thing was immediately obvious 

The ads with high “visual magne- 


rial of any kind to film for highest fidelity reproduction by tiem” dominated all the high one 


while the low ones were sprinkled 


any offset printing process. Call Rapid Typographers Inc., | — with complicated layouts, large type 


and various addy devices and clichés. 


305 E. 46th St.,N.Y.17 for brochure. MUrray Hill 8-2445 | £. There were exceptions, of course, a 


Mr. Jones had indicated. This fact 
caused a three hour special session. 


DYNAMIC SOURCE FOR CREATIVE IDEAS... |i —_aiaanayonekemhn 





. Then we pulled out six typical high 


ER t E T ones, six typical low ones (and really 
bad one average one). 
NeW STOCK PHOTO CATALOG G. We discussed these over supper. 
H. I wrote the article accordingly. 
Speed up ad production with our spanking new Art directors can do the same thing. 
catalog. Our wide variety of creative photos in This is our advice: Pin up your high 
every category are sure to give your artwork a scoring ads directly above your ‘ow 


big assist. Write today for your copy of this ones. Examine them from. time to time 
helpful, new catalog—it’s yours free. while you are going about your werk. 


EWING GALLOWAY Dept. A-1 (continued. on page 40) 


420 Lexington Avenue, New York 17, N. Y. 
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SPECIFY 
BAINBRIDGE. 


Look for this seal when 
you buy. Each Bainbridge 
Board has been 
individually hung, air 
dried, to eliminate warping 
... insure lifetime flatness. 
The Bainbridge seal 
means perfection. 

It has since 1869. 


At art suppliers everywhere! 


CHARLES T. BAINBRIDGE’'S SONS 
20 Cumberiand Street 
_ Brooklyn 6, N.Y. 


i ILLUSTRATION BOARD + DRAWING BRISTOLS 
MAT BOARDS + SHOW CARD BOARDS + MOUNTING BOARDS 
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TRADE AD SPREAD - Illustrator, Paul Melia 
Agency: Farson, Huff & Northlich - Client: Traiimobile, inc. 


BROCHURE DESIGN for the National Cash Register Company, 
Banks 


Electronic 


Data Processing for 


Visiting AD’s tell us they like the talent, 

sound creative thinking and modern facilities at HH Art. 

Take a tour thru sitting at your desk—just write for 

printed samples on your company letterhead. 

HH ART STUDIOS, Inc., 134 Zeigler St., Dayton 2, Ohio, BA“-0338 
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RICH ART: 
POSTER TEMPERA COLORS: 





wees ereeeeereee Ss 


Sa a 
50 BRILLIANT 
SHADES 
Ath for them 
at your dealer! 


Makers of Fine Artists’ 
Materials Since 1926 





iCH ART COLOR CO 
me 31 W. 21st Street N. Y.10, N. Y. 


== 
= 
£ 
= 
€ 
= 








SS SNES NE ae 
if 
CANSON 


‘"Mi-Teintes”’ 
THE REMARKABLE TINTED PAPER 


Also in 


you work with CASEIN, TEMPERA, DESIGNER'S 
GOUACHE, PASTELS, CRAYONS or POSTER 
COLORS, you can do a better job with .. . 





Now in 
two sizes: Pads approx. 
19 x 24%” 11 x 15” 

and and 
21% x 29%” in rolls 


e Available in 26 beautiful tones including 
stygian black 
e 100% pure rag content — but inexpensive 
® Unique surface found on no other paper 
e Product of the ancient Canson & Montgolfier 
Vidolon Mills in France 
The most striking poster effects are produced by exposing 
a part of the paper to show highlight or shadow. 
BEWARE of imitations. Every sheet of Mi-Teintes is marked 
along the edge and has above trade mark in the corne’. 


The MORILLA Company 


12-12 Bridge Plaza So., Long Island ba? 1, N. Y. 
425 S$. Wabash Ave., Chicago 5, Ill. 
706 So. Magnolia, Los Angeles 5, Calif. 














3 TRAT 


7 MORE 
© ARTIST 


. <j 
Write for free Sample Book, showing. me 
the full line of Strathmore Artist Papers 
and Boards: Strathmore Paper Company, 
10 Front Street, West Springfield, Mass. 


























SLIDES—COLOR & B/W 
GRAPHIC ARTS 
HOT PRESS 
ENLARGEMENTS 
FLIP CARDS 
RP’S 

TELOPS 
ORIGINAL PHOTOGRAPHY 
CRAWLS 
STATIONS ID FILE 
MAILING FACILITIES 
PHOTOSTATS 
VU-GRAPHS 
TRANSPARENCIES 
CONTACT PRINTS 











= 
<5) 


AT YOUR SERVICE 


As the leading supplier of all your TV 
and photographic needs, National 
Studios has continually expanded and 
improved on its services. To keep you 
up-to-date on the latest equipment and 
processes available, get our brochure 
containing facts and figures which will 


hold great interest for you. 


NATIONAL STUDIOS 
42 W. 48 St. « New York « JUdson 2-1926 
As always, SAME DAY SERVICE and FREE PICK-UP AND DELIVERY in our area. 








FOR ALL 


TRANSFER TRACING 


ON ANY SURFACE 


Waxfree—no smudge—erases like 
pencil — won't repel ink or wash. 

5 COLORS: 

Graphite, Red, Blue, Yellow & White. 
introductory (5 shs. 8%”x12”) $1.00 
12-ft. rolls (x12%”") . 3.50 
Ask your supplies’ dealer or write 











Bob Gelberg, INC. 
Photography 
Florida & the 
Caribbean 


ADVERTISING * ARCHITECTURAL + EDITORIAL 
350 Lincoln Rd. / MIAMI BEACH / JE 8-5125 


letters 


You will be surprised at what you wi’l 
discover . . . and your layouts will in.- 
prove. 

Our evidence, developed over for 
years, supports the fact that an oran; e 
eater can be attracted to an ad for a - 
ples. 

I suspect that Mr. Jones is talki 
about reading. We are only concern 
with noting. Getting high notings (t 
art director’s job) is tough enough, b | 
the rewards are fabulous. 


Hoyt Howard, 

Hoyt Howard, Inc., 

Chairman of Research Commit » 
ADC-N.Y. 


The newspaper ROP color awards story 
which appeared in the December issue 
included a reference to the Acme Mar- 
kets advertisement which won the retail 
creativity award, newspapers under 100,- 
000 circ. This was illustration 4 in 
the story. Another version of this ad ap- 
pears herewith. Just for the record, this 
advertisement was prepared by Arndt, 
Preston, Chapin, Lamb & Keen, Inc. 
Credits are as follows: AD R. Krecker. 
Art, Mel Richman Inc. Typeface, Cen- 
tury Expanded and Italics. Compositor 
Typographic Service Inc. The theme, 
“You never had it so fresh,” was cre- 
ated by Harry Hough several years ago. 
Mr. Hough, to our sorrow, passed on a 
couple of years ago. 
Herman S. Thoenebe 
Vice President 
Arndt, Preston, Chapin, Lamb 
& Keen Inc. 
Philadelphia 
(continued on page 164) 








LEOMBRUNO-BODI* 
are 

pleased 

to 

announce 

the 


opening 





studio 

in 

Rome, Italy 
to 

serve 
Europe 

and the 


Americas... 


FASHION « FOOD « TRAVEL « STILL LIFE AND REPORTAGE 


*Joseph Leombruno / Jack Bodi / address / via giacinta pezzana 70/ rome, italy / telenhone 803100 

















EDSTAN 


converts 
your photos 
into different 
kinds of line, 
like 
Mezzograph, 
Line Screen 


and all that jazz 


EDSTAN 


75 WEST 45 ST 
CIRCLE 5-6781 N.Y. 





\\ 
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Frugal? Budget tight? Good News! Buy sharp, clear photographic type 
repros for headlines, ads, presentations, etc., at only 15 cents a word. 
Send $2.00 deposit (deduct from first job) for 24 page catalog. 100 
fonts to 84 pt. Quick service—no minimum charge. Write: 

Varitype & Art, Inc., 111 West 57 St., N.Y. 19 
42 





ANCO HARWOOD ~ 
FOLDING TABLE /s 
way out in this 
crowded pad.”’ 


Life in our cellwa 

wilder every day. Crowded? 

Man, like it was crazy! Our new j 

twins... the wife's Jacquard loom. .. my life 

size sculpture of 3 MEN ON A HORSE... 

So, when my brother Max, the square, cut out 

my bread and told me | had to go to work (ugh), 

| began to do my squiggles for those dirty 
man-magazines. 

Like, | set up my whole biz on this ANCO drawing 

table! | ain't puttin’ you on, brother, this 

drawing on a smooth board is the most. When my 
stint’s done, | fold up my ANCO HARWOOD and lose it in a 
corner of the room. Then, ho for my paperback Kerouac. 
ANCO sure makes this existentialism bit a lot easier. 


ANCO WOOD SPECIALTIES, NCL 
71-08 80th Street, Glendate 27, New York |) # - 





COMART ASSOCIATES, INCORPORATED fee © EAST 52nd STREET, NEW YORK 22, N. Y. | 





ADVERTISERS CALL FOR CREATIVE ART AND DESIGN 








“What! $200 


for extras. 


I won’t pay!” 


a Joint Ethics Committee mediation report 


The complainant: A well-known free 
lance art director. 
THE The complainee: A one-man promotior 
and advertising operation in New York 
» es ee . 
; y: 
S 


- The panel: S. Binford Valentine, chair 


man; Russell Hillier, secretary; Arthu: 
Hawkins; Hoyt Howard. 
At issue was $200 additional charges fon 
extra steps in the preparation of a trave! 
folder. The panel met for two hours 
at the Society of Illustrators while the 
two parties presented all pertinent data 
The meeting opened with the chair. 
man reading a statement on JEC func. 
tions and viewpoint in mediation. He 
then read excerpts from correspondence 
stating the case for the art director. 
AD’s viewpoint: He had submitted a 
carefully written estimate and the client 
had ok’d it. Subsequently many un- 
looked for changes were necessary, such 
as re-writing portions of the copy to 
make it fit, pasteups and repasteups of 
FOR COLOR PHOTOGRAPHY IS minute schedules, preparing two small 
illustrations and a velox of one, plus 
more author’s alterations. Actually four 
layouts, rather than one, had to be 
Let us show you what we have that’s causing made. The AD’s case was well docu- 
all the excitement. Call us today and we'll bring mented. 
our new samples around whenever you say. Client’s viewpoint: Client recognized 


that much additional work had been 

done. He admitted having tentatively 

231 WEST 54TH STREET NEW YORK 19, NEW YORK accepted without fully understanding a 
rough-out on extra costs while the job 

was in progress. He felt the final bill 
was more than the job could bear and 
more than the extra time and effort 


e were worth. The client impressed the 
panel as an intelligent and cooperative 
witness but with little experience in 

. buying art services. He offered to add 


PRODUCTION STUDIO 4W40 $100 to the bill but due to tight money 

L_AA= GOS5™Y*4 | would pay the bill in three monthly 
installments. 

Panel’s viewpoint: This case was more 

Need better results from a problem in good business practices 

your chromes or art work? Better use than of ethics. A compromise was sug- 

gested. The AD felt he was justified in 


Coloroid Prints asking for the full amount but would 


abide by the panel’s recommendation. 
to get authentic color . of 





(continued on ‘page 53) 








Let's look under 
the hood of a 
KIMBERLY 





over the wo 


NAW... 


whitehead paper corporat 
aYork 13, N.Y. / wort 


...and see what makes it go! 


Most artists take it for granted that KIMBERLY is 
America’s finest drawing pencil. But—if you'd like 
to know just why KIMBERLY gives you more uniform, 
smooth-drawing mileage ... why it handles so effort- 
lessly over any drawing surface... how it can draw 
so long without wearing out or breaking down—let’s 
take a look under the hood: 

First, the KIMBERLY lead mixture contains a high 
percentage of costly Ceylon graphites. This makes 
each grade smoother, more uniform. 

This mixture is super-ground until each particle 
approaches one micron in size. (40 millionths of 
an inch.) 

Next these microscopic graphite particles are 
lubricated, then compressed under tremendous pres- 
sure intoa Layee tinny compact mass. This compres- 
sion process reduces porosity (pore space in the 
leads) to a minimum. 

The result: A strong, dense, long-wearing lead 
that holds a point and always lays down a uniform, 
opaque line on any drawing surface — even mylar. 


See for Yourself: 


These two diagrams 
reveal the dramatic 
difference in lead 
density between an 





LUXO LAMPS 


PROVED ON THE DRAWING BOARDS 
OF THOUSANDS OF ARTISTS 


You can’t fool an artist. Especially 
ordinary drawing on lighting. Good light is vital to 
SFE oe ° pencil and the aes his eyes...accuracy...efficiency —§ 
KIMBERLY. : : : 

ORDINARY KIMBERLY ..-and his reputation. That’s why 
DRAWING PENCIL . Luxo Lamps get the nod from artists and 
- omy wed ~ available - 22 accurately graded designers for their studios. Luxo Lamps 

legrees based on European grading system. H f ” ” 
All ee a are ww = Ay finest selected straight ave Resiite, dependable and they test. — 
i i . . wi 
seeds edar, specially treated with waxes for Luxo Lamps are available in Incandescent, “sce 
Leads are “Carbo-welded” to wood by an exclusive bond- Fluorescent, Combination and Magnifying 
models with adjustable brackets and Creates 
artificial 


ing process that makes KIMBERLY so strong, it will 
withstand 4 times normal pressure. Points are virtually . 
bases for mounting anywhere. In modern " : 
light with 
colors. U.L. and CSA approved. almost day- 


“breakproof”! 
It took 70 years of research and testing to perfect a 

o—_ yy —- y — creative needs. If you still light lity 
ave any doubts at all that KIMBERLY is America’s finest ight quoiity. 

drawing pencil, call your art supply dealer — and try If you have never used a Luxo Lamp, may Excellent for 


f a eT) Company Oe PAs asd > 4 


 Serrera 


KIMBERLY yourself. Or write today on your letterhead for 
FREE SAMPLES. 


we Suggest you ask your supplier for a color work. 


demonstration. Ask him to point out the 
many features that have made Luxo the 


Order from your 
ort supply dealer ow 
or write for litero!re 


preferred lamp on the drawing board. | on oll Luxe mede! 


LUXO LAMP CORPORATION 


CHICAGO, ILL. ¢ PORT CHESTER, N.Y. © SAN FRANCISCO, ‘ 


ENERAL [) 


PENCIL COMPANY 
6® FLEET STREET, JERSEY CITY 6G, N. J. 








oserve 
handiwork. 
e hang before you 
e examples 
yur craft. 


insparency retouching 
is < ur trade. 


\ ith much 
delight 

we obliterate 
every blemish — 
every flaw. 


To please you 
we can change 
a color scheme 
or produce 

a photographic 
composition. 


Not the keenest eye 
will detect our touch. 


we are: 


CREATIVE COLOR 
incorporated 

145 east 52nd street 

New York 22, N. Y. 

tel phone: 

EI dorado 5-5540 

















AS SOON a5 @ NEW and 
well-designed {ype 
face becomes available 
ANG MOTHS USE ON 

the advertising page 
HUXIeY HOUSE OFBTS Ht. 


BINDER- 
av 


1 NeW display letter, 
SHOWN NIE, Is 
emphatically vertical, 
aNCHIBCHUFAlly SEVEIE 
and economically 
Condensed, yet 
extremely legible. 


Available in all sizes 
from 24 pt. to 84 pt. 


HUXLEY HOUSED 


Typographers and Designers 


216 EAST 45TH STREET - NEW YORK 17 
MUrray Hill 7-1050 
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what’s new 


TECHNICAL ILLUSTRATION (3rd edition) is 
available from Higgins Ink Co. Parti- 
cularly applicable to industrial manuals, 
contents are by Anthony D. Pyeatt, pub- 
lications engineer, Nike Systems Project 
Office, Douglas Aircraft Co. $5 for 
laminated finish cardboard cover; $6.50 
for new hard cover “library” edition. 
Higgins, 271 9th St., Brooklyn 15, N.Y. 


COLORED MAGNETS and flexible strip mag- 
nets that can be cut to any length or 
shape are offered in multi colors from 
Rol-a-Chart Div., Wm. A. Steward Co. 
Finished with a write-on, write-off sur- 
face for additional code marking. Data, 
prices and selection chart available on 
request. P.O. Box 291, Mill Valley, 
Calif. 


DRI-APPLI decals have same appearance 
as water decals, but require no water. 
They are mounted by stripping off pro- 
tective covering paper, pressing decals 
into place and removing backing paper. 
Dept. 861 A, Allied Decals, Inc., 20700 
Miles Ave., Cleveland 28, O. 


PRINTEXT machine for making p-o-p 
signs prints in any combination of 5 
colors and die cuts and embosses metal- 
lic or fluorescent papers. Uses new 
water-soluble printing ink, applied with 
an easy-to-use hand application and 
easily removed with damp cloth. Nylon 
type and “see as you set” composing 
stick fit into machine as a unit for easy 
lock-up. Dozens of type sizes available, 
each font in individual wood case. 6 x 
8 unit is $149.50. Other sizes, 10 x 10, 
16 x 16. For catalog, samples write 
American Tiflex Co., 2319 W. Huron 
St., Chicago 12. 


VALOR SHEET protectors for artwork, ad 
reprints, charts, spec sheets, catalogs, 
photos, sales literature, etc., come in 
Terafilm plastic (Eastman Kodak Ten- 
ite polyester) $-hole punch 11” x 814” 
layers, colorless, non-brittle, durable 
and cut- and shatter-resistant. Thinner 
than conventional films, they allow 
more sheets in ring binders and are 
fitted with black album paper inserts. 
Other sizes, too. Samples on request 
from American Kleer-Vu Plastics, Div. 
of Kleer-Vu Industries, Inc., 76 Madi- 
son Ave., New York 16. 


BOUZARD step and repeat machines for 
labels, stamps, packaging, electronic cir- 
cuit and other repeat-image production 
are introduced by Amsterdam Continen- 
tal Types & Graphic Equipment, Inc. 
They operate by automatic punch-card 














9 characters just bit the dust 


Henceforth Kurshan & Lang is K+L...a loss of 9 capital letters in our logo for the sake of brevity. 
K+ still... and always will. ..mean the best in custom color services. Because something mighty 
like a heart goes into everything we do at 10 E. 46th Street, New York 17, N.Y./MUrray Hill 7-2595. 
K+L, K+L, K+L, K +L, K +1, K+L,... now isn't that easier to remember than Kurshan & Lang! 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 
to enhance meaning and mood. When you 
select paper, profit from the skilled creative 
counsel of your Oxford paper merchant. He 
is situated nearby—an experienced specialist 
who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely 
on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 


momeor,y OS RP A AS sR eM mM 


Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 
levelness and their excellent printability. 
North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17, N.Y. 


paper , 
specialists 

to the 

graphic arts 

industry 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefoid Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Mainefiex Offset Enamel 

(for this insert, basis 25 x 38—100 Ibs.) 
Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 








vvhat’s new 


s stem, push buttons or manually. Fea- 
t res for printing and photo-composi- 
tn on offset plates, glass negatives, 
fm and gravure carbon tissues include 
h ndwheel control, set by reference to 
d us to thousands of an inch; mechani- 
counter, indicating chase housing 
vel in each direction; incandescent 
ips, high intensity arc lights, or 600- 
tt water-cooled continuous arc Xen- 
tube lighting. 4 sizes: 30” x 38”, 44” 
6”, 54” x 72” and 60” x 80”, with 
ise sizes for negative or positive ori- 
al image to 24” x 24”. 276 Park Ave. 
New York 10. 


mann. ost F&F A 


NT-O-MATIC electric pencil sharpener 
+2) has automatic indicator which 
i) its up when point is sharpened, a 
| specifying exact point desired — 
ad to fine, large see-through recep- 
e, non-slip suction caps, sealed-in 
tor with ball bearings, 90-day war- 
ty. 115 volts AC only, 500 watts. 3 
s. 10 oz. Size: 354” x 614%4” x 514”. 
29.95. Matsushita Electric Corp. of 
America, 41 E. 42nd St., New York 17. 


KRYLON SPRAY ADHESIVE mounts paper, 
foil, fabric, artwork, paste-ups, snap- 
shots, posters, charts, etc. to smooth sur- 
faces. Non-wrinkling, water-resistant and 
quick drying, product is suitable for 
decorations and sealing envelopes, gift 
wraps and packages. Any item whose 
surface has been made _ pressure-sensi- 
tive can be lifted and re-positioned for 
several hours after application. In aero- 
sol cans: 16 oz., $1.95; 6 oz., 98c. Kry- 
lon, Inc., Norristown, Pa. 





"Il won’t pay!” 





The client also agreed to abide by the 
panel’s recommendation. The panel rec- 
ommended settlement for $150. 
Result: The client did not abide by 
the recommendation. It is not known 
whether the AD and client ever reached 
an agreement. The JEC can exercise 
litle or no influence over operators 
like this client. It can only post their 
names with the parent organizations 
(Art Directors Clubs, Society of Illus- 
trators, and Artists Guild) in the hope 
it will give pause to any members doing 
bu:iness with un-professional art buyers. 
* 
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BELLINI 


MAGNA 500 WEST 52ND STREET, NEW YORK 19, NEW YORK 


Makers of 
BOCOUR | BOCOUR ARTIST COLORS 
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if your budget can’t buy dyes, better buy 


Coloroid Prints 


to get authentic color 


*Trade Mork 








8 Z 
= The Vices Potatoeme Co. tne. Wahi, Kamins: 


UPCOMING 
DESIGNER 


Ron Anderson 

A flare for the unusual, a sense of paper 
color and texture, a touch with die-cut- 
ting, mounting, etc. that produces treats 
rather than tricks characterize the work 
of 25-year-old Ron Anderson. 

He’s been in commercial art for 514 
years, 414 with Lago & Whitehead Inc. 
where he is assistant AD. His work has 
been shown in Dallas, Ft. Worth, Den- 
ver and KC ADC shows. He won the 
best of show award in Wichita’s first 
annual exhibition and has two pieces in 
the current Creativity on Paper show. 





\ otal of two hundred five awards in the nine- 
teen hundred sixty one Design and Printing for 
Co nmerce Exhibition of the American Institute of Graphic 
Ars includes seventy nine pieces by members of 
the faculty and alumni of the School of Visual Arts. Four 
th»usand one hundred sixty seven entrics 
we e Submitted by five hundred sixty five artists, 
de: igners, and photographers. Of one hundred fifty 
sic persons represented, twenty nine are actively 
engaged in raising the standards of graphic performance 
by conducting courses at the School of Visual Arts, two 
hundred nine casi twenty three Street, new york 
ten. Murray Hill free eight three nine seven. 





... trying to describe 
our studio to you. 
It’s difficult to blow 
your own horn 
without blushing. 
We have a complete 
art service with 

the best talent to 
handle any job 
from spots to 
30-sheet posters. 


CHARLES W. NORTH 
78 MADISON AVENUE 


UT 


Put your mind at 
ease—Call our 
representative, 

Jack McLoughlin, 
at MU 6-5740. 

He'll be glad to 
show you our 
portfolio or send 
you a copy 

of our newest 
brochure. 


STUDIOS INC. 
NEW YORK 16 


| booknotes 


A FLY IN THE PIGMENT. Sidney Peterson. 
Angel Island Publications, Inc. $1.95. 
Ex-film maker and Museum of Moder 1 
Art TV director-writer, the author ha | 
fun in his first novel. His hero, a fly 1 
a Dutch master’s Louvre painting, h 5 
been educated through $ centuries f 
museum chit-chat. He “escapes” for a 
freedom binge. His mind functions « 1 
free-association gears, titillated by me .- 
ory, which leads to constant nan - 
dropping and embroidery in Lat: 
French and German. He is an indefat ~ 
able thinker and monologist. Peters: : 
is chatty, witty, inventive and mo -- 
serious, his comments incisive a d 
widely ranged. The furore created sy 
the fly’s disappearance and ensui g 
speculations by radio, newspapers a d 
citizens are quite amusing. 


CREATIVITY & PSYCHOLOGICAL HEALTH. 
Syracuse University Press. $2.25. 

This provocative paper back prese: ts 
10 interpretations of the relationsl ip 
between creativity and health by partici- 
pants at Syracuse U’s 60 Conference on 
Creative Arts Education. The nature of 
creativity—“one of the essential aspects 
of psychological health”—and the mean- 
ing and significance of that health in 
terms of self-integration or the process 
of individual experience are discussed 
by an eminent roster. Edited by Michael 
F. Andrews, Syracuse U. dual professor 
of art and education, one of the 
speakers. 112 pps. Bibliography. Special 
offer, with Aesthetic Form & Education 
(58 Conference), $3.60. 


THE TEXAS QUARTERLY. Winter 1960. Vol. 3., 
No. 4. University of Texas. $1. 

This special Britain I issue, over 200 
pps., has several articles among its 33 
offerings (essays, fiction, poetry) that 
should catch ADs’ eyes: William W. 





WE PRODUCE 

TV SLIDES, 

TELOPS AND 

FLIPCARDS ? 

COMPLETE HOT PRESS SERVICE. 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 


Mel Hammond Company, Inc. 
185 Madison Avenue, N.Y.,N.Y. 


MECHanic ALS, 
lE-2-0973 Ere. 


Pratt’s Americans at Home—The British 
Cartoonist’s View, 15 pages of Rowland 
Emett and Ronald Searle sketches, and 
John Lade’s Epstein’s Studio, featuring 
many photos of the late, sculptor’s work. 
Also: John Carter’s London and the 
Fine Arts Market and 42 photos of 
British writers and other notables by 
Hans Beacham. Emett did the cover 
drawings and Searle a frontispiece ren- 








For quicker client okays better use 


Coloroid Prints 


to get authentic color 


*Trode Mark 


dering of a Texas gunslinger. Britain 
II issue is due late this year. Designed 
by Kim Taylor. 


AMERICAN ART DIRECTORY—Vol. 41. Edited by 
Dorothy B. Gilbert, R.R. Bowker Co. $22.5C 
The American Federation of “rts 





418-page annual lists U.S.-Canac an 





LH9IT GYYNYIS 


C3SNIGNO4 


FACES 


VERSATI “STAN DAR D 


Graceful, simple, unpretentious—the austere beauty of STANDARD is ideally suited 


to a wide variety of fine typographic designs. Sizes range from 6 small to 72 pt. 


AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 
276 PARK AVE. SO., NEW YORK 10; SP7-4980 / 3319 W. MAGNOLIA BLVD., BURBANK, CALIFORNIA; VI 9-6319 
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®ee8r:sess 
ask for NEW transparencies ektacolor Ciype “c’’) full-color, b&w, diazo-color 
, , ® print 
wail Chart D-1 anpsns up OE “ pes ay nr ery . slides 
FOR COMPLETE PHOTO SERVICES from art, transparencies, & negatives mounted & matted 
(6-HOUR SERVICE AVAILABLE) (6-HOUR SERVICE AVAILABLE) 


any size, any mount 
w rite, phone, wire from art, transparencies & negatives 


¥* COLOR * COLOR #*COLOR * COLOR 
ceeeeeeeeeeeeeee eee cee eee eee ee eee Oe 


film strips ; 
photography for masters any size photo-assembiies color telops 
from art, transparencies & negatives dye transfers = ; composites (art, type, photos) 
eae app cgeenanet mounted & matted type or line art surprints creative services 


ra nates sah amma in white, black, colors 
seeeeeepeeee@eeseeeenesseeseseseeueeeeeeeaetde 





The best advice 
you can give | Always 

a young artist in 

ese ae yo. DEASON 


vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 
From Apprentices to Art Directors 


Call or Write 
BETH TURNBULL 
at 
BARNARD PERSONNEL 


WAbash 2-2306 
220 South State Strset 


Norman Rockwell FAMOUS ARTISTS SCHOOLS 
Bann bn: Studio 5560 Westport, Conn. 
fever aes Send me, without obligation, 


Harold Von Schmidt information about the courses you offer. | 
Peter Helck . 

Fred Ludekens 
Al Parker a Age. - | 

Ben Stahl 

Robert Fawcett | 
Austin Briggs | 
i 


Dong Kingman 
Albert Dorne 7“ ‘ . State .. 


Chicago 4, _— Tllin ois 








SMART ART... pevnicuots 


unique concept of a “loose” car drawing 
satisfies demanding engineers as well as 
smart’ art directors. His smart, sophisti- 
cated figures personify the trend in 
today’s advertising: a trend that could 
only be titled “Smart Art.”’ NEELEY ASSO- 
CIATES INC, Call Bill Neeley, CI 6-3660 
45 West 45th St. New York, N. Y. 














DONN ALBRIGHT / JIM AVATi / ISA BARNETT / BOB BACH / BUD BLAKE / MAC CONNER / KEN DAVIES 
TED EWEN / MAE GERHARD / FRANK GOLDEN / DICK GREEN / GORDON JOHNSON / JESSIE JOY 
ARDY KAZAROSIAN / JO KOTULA / PAUL LEHR / STANLEY MELTZOFF / STEPHEN PERRY / GEORGE 
SOLONEVICH / NICK SOLOVIOFF / HANK STALLWORTH / DICK STONE / JOHN TEPPICH / VERN TOSSEY 
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pecializing in SALES PROMOTION design for 22 years with 35 


design awards to our credit... we’re proud of that. SE, ES SNS Cavern ty- 


college art departments, art schools, rt 
magazines, newspapers with art colur ns 
and their critics, travelling exhibits < 1d 
booking agencies, and available scho 1. 
ships and fellowships. New data cc er 
major foreign museums and art sch: 

and supervisors and directors of ut 
education in U. S. school syste as, 
erving 6 of our clients for over 20 years and most of the others Museum publications omitted (a: iil- 

for over 10 years, we’re proud of that too! able in The Art Index). 


PRINTERS’ INK GUIDE TO MARKETING FC : 
1962. $2.50. 
Sept. 1 issue features the latest of 
distinguished annuals edited by 
rick J. Kelly. 386 pages and 6 sect ; 
document U.S. markets (general, 
taffed with creative people with unique MERCHANDISING men's, men's, youth, inom, Leeuse, 1 
: ; ; ‘ tary, Negro, religious, business, in 
KNOWLEDGE gained by experience with a wide range of trial), 122 metropolitan areas and t 
markets and problems. media, Canadian and international 1 :ar- 
kets, advertising volume (1867-1¢ i0), 
and last year’s top 100 advertiser: in 
various media. 


GRAPHIS ANNUAL 1961/62. Edited by Walter 
Herdeg. Hastings House Publishers, Inc. $15. 


ales promotion is the consumer’s most popular art, the A.D.’s The 10th Anniversary Edition of the 
tri-lingual International Yearbook of 


t ful tool, the advertiser’s biggest bargain... it 95 2 
a agerenyie “ee : n ne ‘ d wee th ° le. S Advertising Art, published by Amstutz 
catches the eye, sets the mood and starts the sale. So & Herdeg, Zurich, Switzerland, con- 
whether you want a display, an institutional booklet, a folder tinues Herdeg’s high standards of selec- 


or a complete point-of-sale campaign call us, we will send tion from over 10,000 entries. Readers 
“an unrivalled viewpoint from 


you miniature samples in full color—Cl 6-3968. get 
which to see the whole field of com- 


mercial design.” Its range is compre- 
hensive: Print, film and TV ads, book 
jackets, magazine and album covers, 
brochures, folders, catalogs, invitations, 


STOESSEL STUDIOS programs, calendars, Xmas cards, house 


organs, letterheads, packaging, posters, 
trademarks, symbols—all indexed for de- 
signers and artists. Foreword by Prof. 
Richard Guyatt, of London’s Royal 
College of Art, conclides that job dis- 
cipline of graphic designers is better 
creatively than the free-wheeling inde- 
pendence of fine artists. 


INCORPORATED 
21 WEST 45th STREET, NEW YORK S36, N.Y. 











WHO PRODUCES THE ) (JOHNSTONE & CUSHING 
BEST COMIC STRIPS 137 E.57* ST., NLY.C. 
AND P THE HORIZON BOOK OF THE RENAISSANCE. 


By Horizon Magazine Editors. American Heri- 
tage Publishing Co., Distributed by Doubleday 
SMil & Co. $17.50; boxed deluxe edition, $19.95. 
Ten chapters of fascinating reading 
telescope 200 Italian Renaissance years. 
Rome, Florence, Milan and Venice are 
highlighted. Biographies are by well- 
known authorities. Explored also are 
politics, wars, commerce, literature, 
philosophy, manners, morals and ¢/iar- 
acteristics of the Renaissance Universal 
142 Greene Street * CA 6844 Man. A 10-page index indicates the 
GEORGES SeMEnJAn book’s range. The flowing narrativ: by 
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NON- 
STOP | 
IDENTITY 


ter where, wher 
t Enamel, you know 


1wn tenes S. its high 
speeds; it's a slick perforn 
nd art won't bury its ident 
versatile Newton Falls 
fset Enamel once—kn 


however you look at it the: 


CROSS SICLARE & SONS, INC. 

207 Thompson St., New York 12, N. Y.; AL 4-9760 
Exclusive Agents Throughout Metropolitan 

New York for Newton Falls Paper Mill, Inc. 





Now you can take it with you! With the new Speedball Auto-Feed you can letter anytime, | 
anywhere with uninterrupted speed and precision. Clips in your pocket like a fountain pen! 
Adapts for any Speedball point! Ends time-wasting dip! 


NEW 
SPEEDBALL 
AUTO-FEED* 


PEN 
Ls LIKE A FOUNTAIN 
FIL 


PUSHBUTTON 
FEED 


FOR 
SPE BALL C. HOWARD HUNT PEN CO 


CAMDEN 1, N. 


Guaranteed 
*Pat. Applied For 
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SERVING THE GRAPHIC NEEDS OF DISCERNING ADVERTISERS 


OPAQUE 
BRILLIANT _3 


Fine Artist Quality 
Opaque Designers’ 
Colors for illustrat- 
F ing and all commer- 
/ cial art. For brush 


= 4 or airbrush. Selected 
RAPECIS ASSOCIATES INC |566 SEVENTH AVE| NEW YORK 18 ots 08 eaten 
ame . jors. 


@ COLOR CARD " S 2 3 = See 
ON REQUEST eet 
4 | i 






























































THANK YOU... ARTISTS OF THE AMERICAS! 


Your continued demand for superior quality has once again made Shiva 
Artists Colors the fastest selling artists colors in America. This has caused 
temporary shortages in many areas in spite of our increased production and 
new machinery. Time consuming aging and grinding of the finest ingredients 
will continue to make Shiva unequalled in quality. 


This year and every year, we shall continue to produce the finest artists 


colors you can buy—in greater quantities than ever before. Fe Z P 


SHIVA STANDARD OIL COLORS 


SHIVA SIGNATURE OIL COLORS 
SHIVA ORIGINAL CASEINS 
SHIVA WHITES 


SHIVA NU-TEMPERA DESIGNERS 


colons artists’ colors 


SHIVA CONTEMPORARY 


Ti LOR’ 
TART ee 433 West Goethe St., Chicago 10, lll. 
SHIVA BLOCK PRINTING INKS 





SPECIALIZING 


in the 

accurate 
coordination 

of trick 
photography 
with our own 
process lettering, 
submitted type 
or designs. 


THE FOTOFLEX CO. 207 EAST 37th ST. NEW YORK 16, N_LY. MU 2-1190 





| 0 The Bettmann Archive, Inc. 
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Cambridge’s J. H. Plumb is superb. £> 
is the picture collection—480 illustr - 
tions, 160 in full color—and photos 
scenes, line cuts and a detailed lan - 
mark map. Richard M. Ketchum, H< - 
izon Book Div. editor, and a writ: -- 
artist research staff worked 2 years « 
the book. Letterpress and offset print 
on fine coated and antique papers, t 
book is being published in 9 Europe 
countries with identical pictures a 
format. 


A JAPANESE PAPER-FOLDING CLASSIC. Edi d 
by Julian McLean Brossman & Martin W. Brc s- 
man. Pinecone Press, Washington, D.C. $10. 0. 
An excerpt from the “lost” Kan 0 
mado, this classic is the most comp e- 
hensive and historically significant w: “k 
—the first adult book — on origa i, 
Japan’s folk art of paper folding. T ie 
original manuscript and translation ; re 
printed side by side in this 68-paze 
914”x914” volume designed by Hubert 
Leckie, associate design professor in 
Washington’s American University. It 
presents 40 3-dimensional models (cere- 
monial, festival and other types), 11 of 
them in color, with 300 diagrams and 
folding instructions, plus notes on their 
Mid-19th Century Japanese cultural 
values. The book is also available at 
extra cost with minor color additions 
hand applied as in the original. 


Cover designer 


Dick Martin’s cover illustration was 
done with erector set parts, painted 
white, then photographed. Dick is a 
free lance designer, repped by Erik 
Simonsen. After earning his BFA at the 
University of Iowa he put in four years 
as an art director at a pharmaceutical 
ad agency in New York. He’s been free- 
lancing for the past three years. !lis 
work has been shown in Graphis ad 
in 1958 won an AIGA award. Photo Dy 
Tim Galfas. 4 
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“BLAIR SPRAY-FIX IS THE BEST FIXATIVE I’VE EVER USED. 
ae It’s difficult enough to do a good drawing without fooling around with anything 
is a but the best materials. Spray-Fix doesn’t fill the grain of the fine French water- 
Erik color paper, ‘Arches’, which I use for most of my recent work. When I make a 


be line with my carbon drawing stick I know Spray-F ix will hold it exactly as I’ve 


tical drawn it; and allow me to work over it, too.” 

free- 

tis a a 
and 


> by 
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This advertisement is sponsored as a public service by Collins, Miller, Hutchings, Inc. Chicago 6, IMinois 
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All 


Ge 


a ‘Together 


wt Promote 


“Print! 


An open statement. to magazine and business paper publishers, newspaper 
publishers, printers by letterpress, offset, and gravure, typesetters, photo- 
engravers and electrotypers, graphic arts trades unions and employers groups, 
manufacturers and distributors of printing paper, ink, and production equip- 
ment, print advertisers and agency production executives. 


Organization Committee for Print Promotion 


175 West Jackson Boulevard 
Chicago 4, Illinois—H Arrison 74494 





chairman 

HARRY E. COLLINS 

Board Chairman, 

Collins, Miller & Hutchings, Inc. 





vice chairman 

E. THOMAS MC BREEN 

Vice President, 

J. Walter Thompson Company 





secretary 

WILFRID T. CONNELL 

President, 

International Photoengravers Unior. 


committee 
L. D. BARBIERI 
Treasurer, 


Sterling Engraving Company 


E. BARTLETT BROOKS 
President, 
American Photoengravers Assn. 


DENIS M. BURKE 
Ist Vice President, 
International Photoengravers Union 


WILLIAM J. HALL 
President, 
Chicago Photoengravers Union 


GOVERNOR ARTHUR B. LANGLIE 
President, 


McCall Corporation 


PAUL LYLE 
Vice President, 


Western Publishing Company 


ERWIN A. MIESSLER 
Vice President, 
Needham, Louis & Brorty, Inc. 


ARTHUR R. MOTLEY 
President, 
Parade Publications, Inc. 


C. L. PARSONS 
Young & Rubicam, Ine. 


FRANK J. SCHREIBER 
Executive Secretary, 
American Photoengravers Assn. 


MILTON J. SUTTER 
Vice President 
Cunningham & Walsh, Inc. 


EDWARD L. TOLLEFSON 
Vice President, 
Foote, Cone & Belding, Inc. 


American free enterprise stands, in prin- 
ciple and practice, on these articles in an 
unwritten bil] of rights: 


1. Freedom to compete fairly. 


2. Freedom to cooperate voluntarily to ad- 
vance a common cause, and 


3. Freedom to do both at the same time. 


Ben Franklin, printer and publisher, de- 
clared the second principle when, at the 
signing of the Declaration of Independence, 
he turned to John Hancock and said, ‘‘We 
must all hang together, else we shall all 
hang separately.” 


No field of American enterprise is more 
highly competitive than publishing anc 
printing. Magazines compete with eact 
other, individually and in groups, for reade 
loyalty and the advertiser's dollar. News 
papers compete with magazines and wit! 
each other. Letterpress printers and photo 
engravers compete with offset and gravure 
printers and platemakers. Makers of paper 
ink, and equipment are also competitive 


This climate of competition has created ; 
dynamic industry which is constantly im 
proving products, techniques and services 
At the same time, this fragmented interna 
competition has obscured the economic 
need to promote, by voluntary coopera 
tion, the values of all print media. 


More printed advertising is being published 
today than ever before; but many people, 
even in the advertising, publishing, and 
graphic arts fields, do not understand 
clearly why printed advertising is so es- 
sential to the health of the American econ- 
omy. A big educational job urgently needs 
to be done. It should be done at a higher 
and broader level than is possible in pro. 
grams that promote the special claims of 
competing print media. 


Only if this is done, and well done, will print 
advertising be assured of its proportionate 
share of the dollars spent for advertising 
during the next ten years. 














A program for the promotion of print has 
been initiated by a committee, listed at 
left, of representative publishers, execu- 
tives of graphic arts employer and crafts- 
men groups, and production executives of 
leading advertising agencies. 


At the 64th Annual Convention of the Amer- 
ican Photoengravers Association held in 
Buffalo, N.Y. on October 10, 1960, Arthur 
B. Langlie, President, McCall Corporation, 
delivered a keynote address on the vital 
importance of The Printed Word in protect- 
ing free civilization. A formal Resolution 
was passed supporting the print program. 
(Printed copies of the address and resolu- 
tion are available on request.) 


The objectives of the program have beer 
clearly defined. A 3-year plan of action has 
been organized and enthusiastically ap 
proved by official representatives of im 
portant supporting groups. The plan will be 
administered through a National Commit 
tee, now being formed, to represent a 

interests. Your interest is invited. 





THE TRIO IS NOW A 


Ad-Art, Art-Vel and the Dalton Admaster are a great combo, but the newest star sitting in is ERMINE WHITE 
LAYOUT BOND...a fine watermarked layout bond... produced for the designer-artist that prefers a pad econom- 
ical enough to use as “thinking” paper and with all the elegant qualities of a high priced sheet. Recommended 
for use from roughs to semi-comps and comps. 


ERMINE WHITE and its low cost will hit the right note with you. 


Available in pads—50 and 100 sheets—9 x 12”, 12 x 18”, 14 « 17” and 19 x 24”. Two weights 16 Ib. (No. 63-16) 
and 20 Ib. (No. 63-20). 


Write on your letterhead for a free 4 x 6” sample pad. 
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New York Right, Robert L. Chambers, 
JEC elects chairman, and left, Garrett 

P. Orr, vice chairman, of 
the Joint Ethics Committee. Chambers 
fepresents the Society of [Illustrators 
and Orr the Art Directors Club. Other 
Oficers are S. Binford Valentine, repre- 
senting SI, and treasurer Adolph Treid- 
ler, Artists Guild. The elections marked 
the JEC’s 17th year of service. 

A statement by the group included a 
plea for “a strong and responsible or- 
ganization of artists’ representatives and 
one of photographers, both having rep- 
Tesentation on the Joint Ethics Com- 
Mittee. .. . The value of the Committee 
and the Code of Fair Practice would be 
doubly enhanced.” 


Day of Visuals 
dune 4-5 in New York 


Nat!. Visual Presentation Assn.’s annual 
| program, which includes an awards com- 
petition, seminars and workshops, and 
exhibits by equipment manufacturers, 
audio-visual producers, will be held at 
the Hotel Roosevelt June 4-5. The Sales 
Executives Club will cosponsor the pro- 
fam. The competition will be in 5 
{tc gories: motion pictures, sound slide 
" fils, silent slide films, slides and over- 
he: transparencies, and graphics in 


print. Details on the show or exhibit 
space are available from Leonard S. 
Rogers, Natl. Visual Presentation Assn., 
19 W. 44 St., New York 36. 


Illustrator wins 
tax case 


Illustrator Lowell Hess has won exemp- 
tion from the New York State Unin- 
corporated Business Tax. This was ac- 
complished via correspondence between 
his attorney and the state Income Tax 
Bureau. It will not affect the status of 
other artists. His professional status, and 
thus his exemption, was acknowledged 
because it was shown that he is a story 
illustrator, working on editorial mate- 
rial rather than on ads. 

The State apparently is willing to 
grant professional status to editorial art- 
ists, or partial exemption to those doing 
both editorial and advertising work. 
The question has not been settled re- 
garding photographers or designers. 

Mr. Hess’s attorney was Sarah L. Day 
of 50 Church St., New York. 


New Mich. group Society of Pro- 
meets in new center fessional Artists 

and Designers of 
Southwestern Michigan held its first 
meeting in the new $114 million art 
center in Kalamazoo. The illustration 
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shows a view of the court and 2 wings 
of the building which was designed by 
Skidmore, Owings and Merrill. The So- 
ciety elected president Dick Kribs, vp 
Roy Johnson, secretary-treasurer Betty 
Beeby. 

Chicago designer Burton Cherry ad- 
dressed the meeting attended by artists 
from a radius of 50 miles around Kala- 
mazoo. He presented a recent film on 
the International Design Conference in 
Aspen and discussed the many views 
prevalent on the new Saturday Evening 
Post format. 

The Society will meet in the new art 
center which will house graphic art ex- 
hibits, fine art shows, and classes taught 
by SPAD members. 


Unions are moving 

in on artists 

Reports from scattered places, Minne- 
apolis, Toronto, New York, are first 
signs unions are expanding jurisdiction 
over artists. The unions are moving 
slowly at first, but aim to cover all who 
handle type in any form, including 
markup men, paste-up men, in type 
shops and printing plants, agencies, stu- 
dios, art departments. For example: 

* Brown & Bigelow in Minneapolis 
has a 14-man keyline department. The 
Typographical Union has taken them 
in. Company fought the move then gave 
in. NLRB certification was not reported 
in yet but is expected. The union has 
a school for training mechanicals men 
which should take some pressure off the 
tight supply for the moment. But in the 
long run it is expected to force up sala- 
ries and prices. 

* Merlin Krupp who heads a studio 
in Minneapolis is concerned about the 
kind of personnel he and other depart- 
ments and studios would get from such 
a pool. He feels they may be mechani- 
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cally competent but lacking in art and 
design sensitivity. For many studios this 
could be a worse blow than upped pay- 
rolls. 

* Krupp also points out this negates 
the present pattern of training in a stu- 
dio where a man works up to mechani- 
cals, and possibly through such work to 
other studio jobs. With the union- 
trained men, he feels, there will be less 
personnel mobility, less chance for the 
artist to move around and find his niche. 

* New York shops, who recently 
signed a new contract with the Typo- 
graphical Union, say there’s been no 
discussion of unionizing mechanicals 
men here. But the union is introducing 
demands that anyone who marks up 
type be unionized. This too would 
spread beyond the type shop eventually. 
Present strategy is to gain this point in 
the composing room. The tactic is to 
make points in outlying areas, like Min- 
neapolis, and in special areas, like the 
type shop, then generalize. Type shop 
owners expect a militant era coming up 
for art and graphic arts firms. They ex- 
pect union mergers with an eventual 
one big graphic arts union that will en- 


compass all employees. They feel this — 


is a wave they cannot stop however 
much they dislike it. Of course they ne- 
gotiate and resist to stall it. 

* Big jurisdictional battles are on the 
way as new areas are entered: Big 6 vs 
ALA. Both type and litho unions want 
jurisdiction over cold type. Battle also 
looms over teletypesetting. 

* Looking ahead, the big agencies are 
expected to have their own cold type 
shops just as they have their own art 
departments. By the time they get to 
this the union will control the person- 
nel, facilitating union growth within the 
agency. That's the opinion of a large 
type shop owner who has had dealings 
with the union in New York, and plenty 
of personal contact with the union lead- 
ers so as to know their long range think- 
ing and plans. 


Flexichroming available 
though Eastman quit production 


The Flexichrome process and similar al- 
ternate processing are still available in 
spite of the fact that Eastman Kodak 
has discontinued producing Flexichrome 
film. Eastman has gone over entirely to 
direct color processes, color negative 
products Kodacolor and Ektacolor films 
and papers. But local processors may 
supply the Flexichrome servicing for 
some time yet. 

Weco, for instance, stocked Flexi- 
chrome film in deep freeze they said 


could hold the film for years. The stu-. 
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dio is able to offer full color Flexi- 
chrome servicing to agencies and ADs 
as usual. Weco’s division, Tech Photo 
Lab, will offer b/w matrix Flexichrome 
film. Weco also noted that alternate 
color processes available widely before 
Flexichrome’s era will again be offered. 


There is absolutely no use for the loop on this Creighton shirt! 
Cent = 0 ches oe |cetemnen Loe 6) Se wel ys ME ne genom See tera hes denon 
~ ehh et 
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Emphasizing B/w ads in trade and 
the negative men’s fashion books 

blow up one feature of 
Creighton shirts, use shocker copy. Here, 
a negative headline. Text begins con- 
tradicting the head by noting a particu- 
lar saving grace, expands into a general 
good. 
Credits: AD Douglas Liss, Leonard 
Stein Advertising. Photographer Bert 
Rockfield. Copywriter Leonard Stein. 
Type, Fut. Demi B. head, Fut. B. body, 
Boro. 


Illustrators ‘62 
Jan. 23-March 2 


The Society of Illustrators’ 4th annual 
show will be held in the SI galleries, 
128 E. 63 St., Jan. 23 to March 2. Show 
chairman Alfred Muenchen announced 
certificates of excellence will be pre- 
sented to all of the accepted entries and 
gold medals will be awarded to best 
examples in 6 illustration categories: 
advertising and outdoor/booklets/rec- 
ord albums; editorial; institutional; 
book; tv and film; unpublished. Each 
category will have its jury. Jury chair- 
men for each of the categories, in order, 
are Stan Galli, Alex Ross, Robert Hal- 
lock, Barye Phillips, William Duffy, 
Robert Handville. 

The Illustrators '62 committee in- 
cludes associate chairman Alfred Gabri- 
ele; David Stone, executive committee 


liaison; Harry Carter, jury coordinator; 
Stevan Dohanos, awards; Wesley Mc. 
Keown and Scholten Jones, busiress 
management; Carl Bobertz, finan-e; 
Herbert Greenwald, education; Frzak 
Piliero, William Frazer and fares 
Bama, classification; John Suzuki, <« 
struction; Tran Mawicke, hangi 
Leonard Romagna and David St 
public relations; Asdur Takajian, gra 
ics design; Austin Briggs, editor of 
nual; William Buckley, designer 
annual. 
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New face ‘Trade inserts for R. Hoe 
forapress & Co. tell the technical 

story of product advan- 
tages, but only after drawing attention 
through colorful illustrations that not 
only serve as designy stoppers, but also 
graphically pose the problem the copy 
answers. 

Credits: AD Jim Infantino, copy- 
writer Jim Peck, T. N. Palmer & Co. 
Designer Walt Leffman, Associated Ad- 
vertising & Design. (Leffman now with 
Time’s promotion art dept.) Photogra- 
pher Arn Lowenthal. Type, News Goth., 
Frankl. Goth. W., Linocraft. 


Chicago Artists Guild 

elects Ted Carr 

AGC council secretary Ted Carr has been 
elected the 1962 president of the Artists 
Guild. With Promotional Arts Studio 
for the past 7 years as specialist in styl- 
ized illustrations and 24 sheet posters, 
Carr has been active in the Guild for 
years. He served with the OSS during 
World War II, studied at the Art Insti- 
tute of Chicago and the Art Center 
School in Los Angeles and entered com- 
mercial art at Vogue Wright Studios. 
His work has been represented in shows 
held by the ADCC, the Guild, STA, and 
in outdoor and lithography exhibitic 1s. 
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Quaker Oats redesigns Ready to eat cereals have strong individual product 
packs with clean bleeds images but at the same time keep a tight family look 

emphasizing company trademark. Advertising campaign 
shows off the redesign. 

Credits: AD Edward Wallner, design, Dickens Inc., Chicago. Photography, 
Charles Kuoni Studios. Typography, Monsen. For Quaker AM Robert Brinsmaid 
and Thomas Jarvis, mgr. promotional services. Agency, Compton, AE Wm. Aiston, 
AD Cliff Kasik. 





Bright birds First ad in new campaign for Callaway carpets intrigues interest 
with differentness and beauty, concisely states salespoint in vari- 
colored illustration tied to bright copy—all to note product comes in 421 shades. 
The ad, in NYorker and shelter-books, was backed up with full merchandising 
point of purchase, featuring stuffed birds. 
redits: AD /designer Bernie Zlotnick, Sudler & Hennessey. Photographer Horn/ 
Grier. Copywriter Charles B. Strauss, Jr. Type, Chelt. B. and Antique #1, 
Lir craft. 
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Dallas newspaper tries 
magazine ad techniques 


The upsurge in publication redesign 
triggered by McCall’s has hit newspa- 
pers and is beginning to be felt by news- 
paper advertisers. One redesign project 
being watched by papers around the 
country is the Dallas Times Herald’s 
revamped Sunday fashion and society 
section. 

Full size, b/w, the section does not 
have the tight traditional newspaper 
column makeup. Layouts follow no set 
pattern but combine editorial material 
and ads in visually planned wholes 
which, however, provide for some dis- 
tinction between ads and_ editorial. 
There are symmetrical horizontally de- 
signed spreads which have editorial 
news and pictures baianced in oblongs 
above 2 halfpage horizontal ads; asym- 
metrical formats which drop headlines 
into body type, combine square half- 
tones with silhouette halftones; and 
everywhere much white space for a radi- 
callv locsened look. 

No furniture, food or similar ads are 
accepted for the sec\ »n and the paper 
reserves the right to reject advertising 
not conforming to the section’s general 
characteristics. If an ad’s reverses are 
judged too black by the paper, thev will 
be screened. Body type is mainly Regal 
10 pt. machine set in the Times Her- 
ald’s plant. Headlines include Craw 
Modern, Torino Roman, and Honey 
(Filmotyve). An outside typographer, 
Jaevers-Chiles-Stovall, is used. 

The redesign project followed self- 
analysis and readership studies over the 
past 5 years, and studies of every major 
U.S. paver and magazine. McCall’s was 
credited by the paper’s department store 
advertising manager Robert L. Solender 
for inspiring the departure from tradi- 
tion, but he emphasized the difference 
between a magazine’s and a paper's de- 
sign problems—a paper’s pages are 
nearly always split between ads of vari- 
ous sizes and editorial, therefore don’t 
allow the same editorial design freedom 
a magazine has. 

Solender reported local reaction to 
the project: Advertisers have upgraded 
the appearance of their ads not only in 
the women’s section but throughout the 
paper. Much comment in the area and 
a strong increase in readership of wom- 
en's news. 

The redesign is supervised by AD Ed 
Bearden, the paper's principal outside 
design consultant. Working with him 
are Bruce Griffen and Hugh Gaither, 
both of Ed Bearden Art Studio. Produc- 
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tion is supervised by Sunday editor Bert 
Holmes and editorial staff artist Abner 
Tardy. Photography is chiefly by staffer 
Mrs. Peggy Mazziotta. 


Nighttime story Second in a series of 

ads tieing Paul Mas- 
son California champagne to night— 
via night shots and the campaign line 
introduced by little seated gentleman, 
“Tonight could be the night!” This pro- 
vides the setting, leaves product benefit 
up to reader's imagination. Subtle high- 
style sex in b/w stands out in its under- 
statement. 

Note: Agency invites ‘photographers 
to submit night shots that will work well 
with this format and copyline. If used, 
will be paid the going rate. If not, re- 
turned. Agency has a collection of night 
shots and may have a contest or a trav- 
eling exhibit. 

Credits: ADs Marget Larsen, George 
Dippel, Robert Freeman, Weiner & 
Gossage, 451 Pacific, San Francisco 11. 
Campaign concept, George Dippel. Pho- 
tographer S. C. Burden (shot in the 
Bois de Boulogne). Copywriter Howard 
Gossage. Type, Caslon 540, Lightline 
Goth., Reardon & Krebs. 


Type Directors Club 

touring show available 

Some 184 slides in the New York TDC’s 
1961 show are available for bookings 
from Arthur Lee, 19 W. 44 St., New 
York 36. Fee is $50 plus one way trans- 
portation. The show was in Atlanta at 
Typography Shop in November, is 
slated for the Art Center School in Los 
Angeles in’ January, at Hoflund-Schmidt 
in Denver in February, and at the Uni- 
vetsity of Bridgeport in March. 


72 


3) 


Texas roundup A 12 page section in 
stars in NYer b/w except for cover 
in red, blue, b/w, tied in a group of 
advertisers, well known American prod- 
ucts featured as symbols (Revere pit- 
cher, sewing machine etc.) and sponsor 
Neiman-Marcus. N-M has, since 1957, 
promoted Dallaswide Fortnight cam- 
paigns on various themes. City groups 
and advertisers tie in with cultural and 
promotion programs. This year’s sub- 
ject, the United Szates. 

Credits: Natl. advertising director 
and copywriter Kay Kerr, asst. Susanne 
Hulme, N-M. ADs Milton Glaser and 
Seymour Chwast, design/layout, Push 
Pin Studios. Major photos in all 3 
pieces here are by Sol Mednick. 1) 
Head, faces pasted up from old type 
book; body, Consort Cond., Composing 
Room. 2) Small top photo from Ford. 
Handlettered A, Mary Jean Chilcote, 
PP. Type, Amalgamated Script head, 
Morgan Press; body, Aksidenz Grot., 
CR. 3) Small photo for Supima cotton, 
Otto Fenn. Head, Chelt. B. Outline; 
body, Akisdenz Grot., CR 





Ad photo contest sponsored 

by PPA and Art Direction 

The $rd national exhibition of adver- 
tising photography will be cosponsored 
by Professional Photographers of Amer- 
ica and Art Direction magazine. Open 
to all photographers in the United 
States and Canada, the annual will be 
judged in Chicago the end of April. 


Entry deadline is April 1. Prints of 
any size, with mounts of 16x20” pre- 
ferred, should be sent to 3rd Natl. —x- 
hibition of Advertising Photography, 
PPA, 152 W. Wisconsin Ave., Milwau- 
kee 3, Wis. The following information 
must be attached to each photo: a s*n- 
tence explaining the picture’s purp«s¢; 
names of photographer, studio, \D, 
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ncy, and advertiser; where available, 
1 arsheet of the published ad. 
he competition will be judged by 
of agencies and advertisers. Sub- 
ions may include any 1960-61 ad 
tos. Photographic excellence and 
tivity are the bases of selection. 
es chosen for the show will be pub- 
d in Art Direction and in the Na- 
il Professional Photographer, and 
be exhibited at the 71st Exposition 
rofessional Photography to be held 
hicago in August. 
1e Exposition will be held Aug. 5- 
| conjunction with the 10th national 
inc .strial photographic conference at 
the Conrad Hilton hotel. Information 
on Exposition booth space and other 
det ils are available from PPA. 


Utah ad artists UAAA’s leaders 
name 61-62 officers are, clockwise 

from the top, sec- 
retary Ruth Hintze, second vp Ted Na- 
gata, director Bill Onyon, first vp Paul 
Hasekawa, president Keith E. Monta- 
gue, director Ralph Reynolds, third vp 
Harold Secrist, treasurer Eldon Lin- 
schoten. 

The organization plans an annual art 
show and dinner meeting next May, 
with the affair cosponsored by the Salt 
Lake City Ad Club. Monthly meetings 
include the University of Utah-spon- 
sored viewing of traveling art shows. 

The January program will feature a 
roundtable discussion on production, 
technique, reproduction. All members 
will participate. Recent programs in- 
cdluced a presentation of the work done 
by Ralph Reynolds Studio; the New 
Yor. ADC traveling show; outdoor art 
anc sales presentations produced by 
Sne'r Advertising; Alvin Gittins, head 


of the University of Utah Dept. of Art, 
and V. Douglas Snow, professor, both 
painters. 





Fresh color Spot color newspaper cam- 

paign running in Chicago 
for Ever-Sweet orange juice combines 
b/w photography with orange in pointed 
layout and copy. 

Credits: AD Sidney Myers, DDB. Pho- 
tographer Marty Bauman. Copywriter 
Paula Green. Carton designed by agen- 
cy’s Ed Blas. Type, Caslon B. Cond. 
head, Times Rom. body, Provident. 


A hot cup Series of 4-color ads running 
of coffee in consumer magazines fea- 

tures steaming coffee being 
poured into Dixie cups, with illustra- 
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tion demonstrating the story—product is 
treated to serve up coffee without the 
expected paper taste. The lines of type 
on the cup are on acetate to highlight 
the fact that the cups are specially lined. 
Each ad features another color, this is 
green. 

Credits: AD Eli Tulman, Hicks & 
Greist. Photographer Timothy Galfas. 
Retoucher Bill Baker. Copywriter Art 
Mayer. AE Harry Hicks. Type, Ven. 
Litho Cond., Ven. B. Cond. logo, Adset. 


Protection of Red and black symbol 
insurance for Equitable Life As- 
surance Society’s new 
special division, Assured Home Owner- 
ship, graphically tells its story. 
Credits: AD/artist/designer Frank 
Macri, ELAS. 


SHOW 


Here's what Harpe Marx saga about SHOW: 


ae oe 


“ “ Harpo’s comment about Show 
magazine played to its funniest 
full in b/w newspaper ad. 

Credits: AD Hal Davis, Jane Trahey 
Associates. Photographer Dan Wynn. 
Harpo’s board holds stock shot from 
Culver Pictures. Copywriter Frankie 
Cadwell. Type, Ultra Bodoni Ital, 
Lightline Goth., Franklin. . 








1) 


WHAT'S NEW...WHAT'S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photograph 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 





1) Unusual solution 


for large container of liquid for home 
use is seen in Dazzle Bleach’s new plas- 
tic jug, a container blow molded from 
duPont’s Alathon. New design scaled 
down old label, incorporated daisy mo- 
tif into bottle itself which integrates 
handle and container into one single 
sculptured pack. Bright white color is 
both design and salespoint minded. 
Credits: Designer George Stehl, Fran- 
cis Blod Design Associates. Label origi- 
nally designed by Frank Gianninoto & 
Associates. Molded plastic mfgr. Arrow 
Rubber & Plastic, East Paterson, N.J. 


2) A blending 


of historical ane modern day design 
which keys the Neiman-Marcus insert in 
a recent New Yorker opened with this 
front page setting the mood and scenes. 
B/w with red (stripes) and blue (top 
sig line). 

Credits: National advertising director 
and copywriter Kay Kerr, asst. Susanne 
Hulme, N.-M. Design and layout, Push 
Pin Studios. Photographer Sol Mednick. 
Headline, faces pasted up from old type 
book; body, Consort Cond., Composing 
Room. 


3) Romantic photograph 


One in portfolio for Martin Mayer's 
article, University in the Sun, this pho- 
tograph in misty blues and greens with 
fragmented sunlight was taken in the 
lush landscape of the UCLA campus. 

Credits: Photographer Bruce David- 
son. AD Robert Benton, Esquire. 





4) 2-page momentum 


Newspaper ad (2 consecutive full right 
hand pages) first interests with some 
suspense, then fulfills with impact of 
star, announcement of new monthly of 
the performing arts, Show. 

Credits: AD Hal Davis, Jane Trahey 
Associates. Photographer Horn/Griner. 
Copywriter Frankie Cadwell. Type, Cas- 
lon 540 head, News Goth. body, Frank- 
lin. 


5) Power and drama 


for Ford’s Galaxie in tv spot combines 
montages of the car and stormy sea, 
synced to music and minimum of nar- 
ration. A compelling sales message was 
made with artistic handling of continu- 
ous double printing, intercutting and 
slow dissolves between sea and car. 
Credits: Creative, JWI New York. 
Production: Filmways, director/camera- 
man John Ercole, film editor Howard 
Weisbrot. Music, RPM Associates. 














6) Strong graphic 


for feminine personal product. Colors 
for this Modess Vee-Form pack are 
“feminine”—white, blue, lavender, pur- 
ple—but design is not. The contrast 
makes for memorable image. 

Credits: AD Russell Sandgren, design, 
art, lettering, all by packaging div., 
Stephan Lion Inc. Type, Stand. Reg.; 
stock, white patent coated 78 bright- 
ness; lithographed, New Haven Board 
& Carton. 


7) or anti-depressant 


nge, white and black pack holds 
.er’s Niamid, “mood brightener” 
3s. Small design before copy shows 

cloud moving away from bright 


Credits: AD Emil Biemann, design, 
art, lettering, all by packaging div., 
Stephan Lion Inc. Type, Cent. School- 
book Ital., Empire. 


8) Visibility/use packs 

GE’s new line of hobby kits to teach 
electronics with manuals and parts to 
assemble comes in packages which inte- 
grate display design, product design, 
graphics, and have functional use. This 
analog computor, typical of the line, 
has transparent polystyrene pressure- 
formed cover, sheet steel frame, mason- 
ite workboard —all functional parts. 
Components are skin packaged for 
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safety. Chipboard setup box inside the 
pack is attached to the frame and holds 
a bottom tray with more parts and 
manual. 

Credits: Designers Arnold J. Cope- 
land, Robert Baker, Robert Y. Kimura, 


Visual Marketing. Photography for 
graphics and booklet, William Noyes. 


9) Stylized Eiffel tower 


merchandiser/display for DuBarry de- 
odorants conveys image of Paris and 
allows showoff of designy product packs. 
Tower framework is b/w, header is 
tagged by 2 pennants, one aqua and 
one red. Display is printed on 80 Ib. 
litho coated mounted to 55 pt. board. 

Credits: Creative, Warner-Lambert. 
Design, York Display. Printer, United 
Lithographing. 
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10) Contrast keys 


Herbick & Held Printing’s house organ 
with 4 color photo of oldtime peddler 
against modern building. The contrast 
is carried throughout the lithographed 
book, with layouts of color line art on 
color stocks preceding and following 
b/w layouts in art and photography. 
Credits: AD Elmer Yochum, editor 
Leonard Thompson, KMG Pittsburgh. 
AM Ed Smith, H&H. Cover photogra- 
phy, Ben Spiegel. Body types, Gara- 
mond, Cent. Schoolbook, Bookman. 
Cover is Mead’s Mark | Cover, 10 pt. 


11) Arresting cutout 


design for USSteel business ad has blue 
type in bottle body keyed to blue sig 
line at top, red and white straw, and 
brightly colored bottle caps. All to point 
it USS makes tin plate used for crown 
ays. 
‘redits: AD/designer Aubrey Lee, su- 
visory AD Arnold Varga, BBDO; art, 
x teway Studio; photography, William 
hards Studio, all of Pittsburgh. Type, 
ws B. Engraver Cadillac Color Plate, 
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Detroit. 


12) 2-part 


design for oversize folder promoting 
American Medical Assn.’s publication, 
Archives of Surgery. This illustrates the 
folder open to its vertical body, 23” 
deep and 1334” wide. Folder flaps in 
half horizontally, to make outside cover 
a horizontal design in red with the one 
word “magnitude” in white with black 
accents noting its pronunciation. The 
key word in red, and photograph and 
type in black as one unit, appear on 
white background of open piece. ~ 

Credits: AD/designers Ed and Jane 
Bedno, Bedno Associates, Chicago. Pho- 
tographer Rose & Mayer, Chicago. 
Agency Shaw-Hagues. Copywriter Joan 
Goodwillie, AMA. Type, Frankl. Goth. 
Wide, Cent. Ex. with Bold, Monsen. 
Printed by Sleepeck on Hammermill 
Dura-Glo. 


13) Appealing closeup 


Out of focus color photograph of the 
little girl’s face and background must 
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arouse that teary feeling. White letters 
emphasize action to the viewers of this 
poster. 

Credits: ADs Harry Olsen and Gene 
Webb, BBDO. Photographer Suzanne 
Szasz. Copywriter Dick Wedge. Text, 
Lettering, Inc. 


14) One of the oldest techniques 
in one of the newest applications—here 
as one in series of woodcut illustrations 
in magazine’s campaign running in both 
newspapers and trade books 

Credits: Artist Jacob Landau, Mel 
Richman Inc., ADs Elmer Pizzi, Dick 
Krecker, Gray & Rogers, Philadelphia. 
Designer Dick Krecker. Production, Hal 
Molin. Type, Weiss Rom. B., Typo. 


15) Tricky mailer 

To announce a new piece of equipment 
—2-color Heidelberg press— S. C. Toof 
& Co. of Memphis sent out a 714” wide 
by 11” deep folder that features not 
only techniques possible with the new 
press, but all services available at the 
printing firm. Front cover here features 
blind embossing (with gray overprint- 
ing on the 1), 2 color printing (the 2), 
and die cutting (the 4) to show through 
the 4 color illustration of inside. Folder 
has 2 inside die cuts, one of which is 
a popup illustration of the press. Other 
treatments include scoring, perforating, 
and a duotone, a halftone with color 
screen, an outline halftone with color 
tint—all 3 compared against a one color 
trick screen halftone. 

Credits: AD Wilbur G. Mims, Hall- 
man-Mims Studio, Memphis. Copywriter 
Jerry O’Roark, AM, Toof. 4 color illus- 
tration, Kimberly-Clark. Stencilized let- 
tering, Mims. Heads, Ven. B. Ext., Kel- 
ley & Jamison. Stock, Warren’s 10 pt. 
White Lusterkote. 


16A) B) C) 
personality via illustration 
Not everything today is photography as 
these 3 pieces show. A) The Texaco 
Star’s story on conversation is illustrated 
in 2 colors by Ray Prohaska. B) Posh, 
a quarterly, blends illustration with 
travel photography for charm and 
change of pace. Cover is a small boy's 
impression of the P&O Orient liner 
Chusan, and refers to a story with color 
drawings by Paul, Kurt, etc. C) Today’s 
Living’s-new cover format is sans type 
and caption line, since newsstand sale 
is not a problem. Cover ties in with 
story on Matisse and his collage exhibi- 
tion. 

Credits: Texaco Star AD Leslie Segal. 
Posh AD Thomas Erwin. Today’s Liv- 
ing AD Joe Sapinsky. ® 
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JUST BREAKING 


AD spots top creative direction in cur- 
rent print ads 


To help you keep on your advertising 
toes, Art Direction has developed a new 
newsgathering system making it possible 
to illustrate and report ads just break- 
ing. The accompanying ads all make 
their first appearance in late December 
or early January publications. 
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1) Then and Now. The lighter industry 
pretends matches don’t exist. How- 
ever, in this 4-pp. gatefold (Pps. 3 & 
1 shown here), Ronson starts off with 
matches, then shows its lighter line, 
highlighting the 3-years-use-sans-re- 
fuelling table Variflame. Company — 
Ronson Corp.; Agency — Doyle Dane 
Bernbach; AD — Ben Spiegel; Photo- 
grapher — Marty Bauman; Engraver 
— Knapp. 


Art ! ‘rection / The Magazine of Visual Communication / January 1962 








lt 











Ain't 
toew') drag trucks sever get stuck. A drilt's o drilt = 
Dung beine The Yous That's why we osk Owners to use chains > 
oo not vse water. There's or mow tires just to be sre. rf 
Would you the to now who hos = 
@ Volkswagen Truck io your ~ 
newghborhood' 5 


Ps 
7 
a 


The first of she new Faberge cosmetics wil! not be available until February. Until then dothe br 


sna milan see a = mm te Sete mi Na 88 








> 
lvory Snow promises your newcomer 
the safest diapers possible! 
ine 
ae 
| 
4 ; 
; 
Pi 


Protect your baby’s tender skin with the safest diapers possible— 
free from harsh deposits, with softness detergents can't match! 
As long as baby’s in diapers, make sure he gets the protection of Ivory Snow. It's 
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2) A Hopeless Socked-in Look — “that’s 
what was sought in the photo, with- 
out going overboard with a blizzard,” 
DDB reports. Company — Volkswagen 
of America, Inc.; Agency — Doyle 
Dane Bernbach; AD — Paul Wollman; 
Photographer — Phil Gottheil; En- 
graver — Rogers. 


Product Unavailability. Amid the plead- 
ing Xmas ads, this one pointed out 
that “the new Fabergé cosmetics will 
not be available until February—Until 
then do the best you can.” Company 
— Fabergé, Inc.; Agency — Papert 
Koenig Lois, Advertising, Inc; AD — 
George Lois; Photographer — Timothy 
Galfas; Engraver — Rogers. 


4) Old Theme— New Challenge. “Doris 
came up with a wonderful answer for 
showing a helpless newborn baby,” 
AD Eastland points out, “in spite of 
what’s involved in the unexpected 
with a 6-day old (and lively) infant.” 
Company — Procter & Gamble Co.; 
Agency — Benton & Bowles, Inc.; AD 
— Henry Eastland; Photographer — 
Doris Pinney; Engraver — Knapp. 


Product Advantage Highlighted. Gra- 
phic demonstrates Dixie’s cup-within- 
a-cup plastic lining to eliminate paper 
cups’ “cardboard taste.” “Steam gives 
it sex appeal,” says AD Tulman. Gal- 
fas achieved effect with his own 
chemical mixture which acts on the 
dry ice principle. Company — Ameri- 
can Can Co.; Agency — Hicks & 
Greist, Inc.; AD — Eli Tulman; Photo- 
grapher — Timothy Galfas; Engraver 
— Rogers. 


New-Stockholders’ Brochure Cover com- 
municates phones-in-action idea. Here 
the AD uses an objective-type ab- 
straction. Company — American Tele- 
phone & Telegraph Co.; AD — Sal 
Taibbi; Photographer — Donald Gray 
(Actino Galleries); Engraver — Horan. 


7) Activated Symbol. After establishing 
it as a strong graphic brand identi- 
fication, the big J now assumes a 
more dynamic role. Company — Blue 
Bell, Inc.; Agency — Altman-Stroller, 
Chalk, Adv., Inc.; AD — Lee Battlin; 
Photographer — Bill Helburn; En- 
graver — Condé Nast. * 





7) 
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THE BIG TREND 





Until recently when you attended an 
art director’s conference the chief con- 
cern was creativity. A convention of 
advertising managers would be more 
concerned with marketing strategy or 
measuring the results of the last cam- 
paign and pretesting the next one. It 
seemed that never the twain would 
meet. 

Traditionally, from the creative man’s 
point of view, we have gone through 
a series of metamorphoses. Decades 
back we were copy centered. Slowly our 
focus shifted to visual techniques. Illus- 
tration. Then photography. Then de- 
sign. Without being less concerned with 
the excellence of technique we have in 
the past few years become more con- 
cerned with the message idea. Copy 
writer and art director subordinate 
technique so that it is less conspicuous 
than the message point. For the mo- 
ment this seems very mature and very 
enduring. But already another concern 
is occupying the creative man. He is 
increasingly wondering if he’s getting 
through. 

You can attend the Visual Communi- 
cations Conference of the New York 
Art Directors Club and find a good 
chunk of a day devoted to how Starch 
studies help the AD. John DeWolf's pre- 
sentation at the conference is reported 
in full on the following pages. 

Or, you can go to an ARF session 
on “New Techniques in Visual Re- 
search” and*hear David B. McCali, 
Copy Chief at Ogilvy, Benson & Mather 
You also notice the title of speaker 
Clark Leavitt. He’s Creative Research 
Supervisor at Leo Burnett Co. Creative- 
research. Could they ever form one 
word? Are East and West meeting? 

Certainly creative men are thinking 
more about advertising effectiveness 























creative men are becoming increasingly consciou 
of just how effective, how persuasive 
their visual communications are... 


than they used to. And advertis: g 
managers are thinking more ab: :t 
creativity. 

Latest evidence of this rapport is 
Stephen Baker’s new book.* Mr. Ba’ er 
is Creative Director and Vice Presid: nt 
in Charge of Special Projects at Ciin- 
ningham & Walsh. He’s concerned w.th 
art and copy, print and TV, and re- 
sults. 

It is significant that the keyword 
is “Persuasion”, not “creativity” or 
“beauty” or “taste” or “sophistication.” 
The emphasis right now is on getting 
through. On communication effective- 
ness. 

Baker’s book shows, via visual re- 
portage and analysis of current ads and 
campaigns, how persuasion is accom- 
plished with pictures, layout handling 
and visual symbols as well as with 
words and sometimes without words. 

The book deals with taste, the chang- 
ing face of models, subconscious seeing, 
sex in advertising, the charm of the 
old-fashioned, bringing the reader into 
the picture, women’s minds, corporate 
images. But the book isn’t theory. Text 
is concise, pictures profuse, as they 
should be in a presentation of the effect 
of the pictures on the subconscious. 
This is an important book for everyone 
in advertising. Literally. For execu 
tives, copywriters, students, research 
men, artists and photographers as well 
as art directors. It’s the first of its kind 
and for a long while may be the best. 
As significant as is the book, it is 
equally significant that it was written 
by an art director. Here are just a {ew 
pages from it. ® 


* Visual Persuasion, by Stephen Baker. 
McGraw-Hill. $13.50. Can be ordered thr: ugh 
Art Direction, 19 W. 44th St., N.Y. 36, \.¥. 
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Research, Mr. Baker reminds us, 
ws that display of sex gets attention 
! can damage sponsor's image and 
ulation. What a difference a neck- 
¢ makes. 


The changing face — from Gibson to 
Doris Day — from enigma to whole- 
someness. 
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And more than the face has changed. 
Today’s woman must combine the 
qualifications of Rubens’ buxom models 
with those of the flappers of the ’20’s. 














IN 


ADVERTISING 


the motivating effects of visual organization 


Dr. Clark Leavitt 


“Too much measurement without in- 
sight can be dangerous and misleading”, 
.. . “Measurements we’ve got, but we 
are a little short on understanding what 
we are measuring.” So Dr. Leavitt ad- 
vised the 7th annual conference of the 
Advertising Research Foundation. He 
also made clear the difference between 
measurement and research, a distinction 
not often made in advertising. Dr. 
Leavitt is Creative Research Supervisor 
at Leo Burnett Ceo. 

In the following article, based on his 
ARF talk, Dr. Leavitt describes how re- 
searchers set up their problems and de- 
velop tests to measure different aspects 
of visual communication effectiveness. 

If one of the big trends in advertis- 
ing is to test for effectiveness, corollary 
trends are to pre-test as well as post-test 
and to test for reader impressions, to 
measure impact by kind and degree. In 
short, we are not discarding Starch and 
Gallup-Robinson readership testing; we 
are trying to go beyond them. 

Dr. Leavitt’s discussion shows how one 
of our major agencies, famed for its 
creativity, is developing an index of 
communication effectiveness. His talk 
was heard by hundreds of agency and 
company ad executives. The audience 
was double that of most AD or design 
conferences and the men who attended 
included many bosses of ADs. This re- 
port of one paper presented at the 
ARF conference aims to help ADs un- 
derstand how deeply concerned their 
immediate superiors are with measuring 
advertising effectiveness. 





INTRIGUE 






measurement versus research... 
Good measurement is an aid to ma) age. 
ment decision but it is not researc. It 
is necessary to measure the terra’. to 
decide where to build a road and it js 
helpful to measure the hills and valleys 
of public opinion to decide ho to 
build an advertising campaign. But, 
neither activity is research. Meas :ring 
response is just measurement, nc hing 
more. 

Perhaps research can be definec best 
by its objective—understanding th: rea. 
son for things . . . understanding why 
a campaign is effective, or under:tand- 
ing the general causes of effective ad- 
vertising. 
measuring effectiveness ... 

Look at the problem from a practical 
point of view first—is an advertising 
campaign effective, is it worth what it 
costs? 

There are two uses to which this in- 
formation can be put. The first is high 
level policy and planning—the question 
of long-term advertising expenditures. 
For this purpose, operation research may 
eventually be an effective technique, 
particularly where it can utilize large 
scale test market experimentation. 

The other use is to help us choose 
among alternative campaigns or ads. Al- 
though an experimental test market 
comparison of two potential campaigns 
is the only method having anything ap- 
proaching agreement as to its validity, 
it is not generally practical because of 
cost and time requirements. 

Many substitutes have been used. 
These fall in two general categories: 
tests based on memory—such as Starch 
and Gallup-Robinson syndicated serv- 
ices for printed advertising; and meas 
ures based on the preference for ads or 
introspective judgments about effective 
ness, or pleasingness, or before-and-after 
preference ratings—such as Schwerin’ 
method. 

They have contributed much to aé- 
vertising decisions, but we seem to be 
entering a period of unrest with thes 
measures. For example, portfolio recall 
measures seem to be completely insensi 
tive to the differences that they are sup 
posed to be measuring. Serious doubt 
have been raised about Starch and Gal 
lup-Robinson and recall measures have 
been criticized. At last year’s ARF co 
ference several speakers questioned 
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nes They don’t tell us what to do— 
the are too general to be diagnostic. 


2sting basic appeals... 

think we have reached the point 
whe e the agency’s needs can best be 
met by separately testing the determi- 
nan, of effectiveness. Basic appeals are 
best selected before time and money 
have been spent executing them. The 
exec ition of these ideas can then be 
teste. 1 separately with primary reference 
to tl.ose responses that execution affects. 
This is the strategy that makes the most 
sens’ out of laboratory tests of visual 
factors. Why wait until an advertise- 
men: has appeared in a magazine or on 
the retworks to find out if it will com- 
mand an audience? No one will argue 
with this logic, but in the current at- 
mosphere of critical evaluation ef our 
post-test methods that the laboratory 
pre-test methods presume to replace, 
these too, must prove themselves in a 
satisfactory way. 

And that is where research comes in. 
As part of our agency’s effort to pull 
the testing of advertising material back 
in time to the point when changes are 
most easily made, we have formulated 
the separate functions that an advertis- 
ing communication fulfills and are cur- 
rently attempting to verify these through 
research. In the present use we have no 
choice because we have no acceptable 
criterion with which to routinely corre- 
late our results nor can we claim to be 
measuring some naturally occurring be- 
havior. 


a theory of ad communication 

So much, then, for the practical frame- 
work—if we are to develop laboratory 
pre-tests that tell us precisely how an 
advertisement succeeds or fails, we must 
begin with a theory of advertising com- 
munication. 

I will restrict myself to printed adver- 
tising, although I see no important ex- 
ceptions for television. As a starting 
point we may turn to what might be 
called the folklore of advertising for 
formulae to describe the ideal qualities 
of advertising: There are the three “I’s” 
-Impact, Image and Involvement; or 
AIDA—Awareness, Interest, Desire, Ac- 
tion; or AUB—Attention, Understand- 
ing and Believability; and recently the 
more elegant EARP—Expectation, At- 


tention, Reception, and Perception. 
attention first .. . 

All agree on one thing . . . an ad 
must first attract attention. It can’t have 
an effect unless people look at it. What 
is attention-getting ability? Classically, it 
is defined as the degree to which-an 
object is noticed, listened to or re- 
sponded to. 
stopping is not the problem... 

Nothing should be easier to measure 
and control. Yet a review of the indus- 
try’s efforts provides very little help. 
More and more we suspect that the typ- 
ical magazine reader need not have his 
attention attracted to an ad. In reading 
or leafing through a magazine, he looks 
at every part of the magazine that is 
physically present. The problem is not 
gaining his attention but holding it. 

This view has been expressed by oth- 
ers, for example Lucas, in his article on 
the ABC’s of the PARM study, men- 
tions that the degree of noting obtained 
with special measurements approaches 
100%. 
holding power is crucial... 

If this is true, it simplifies the prob- 
lem considerably. We no longer need 
worry about the determinants of attrac- 
tion power of ads. We can be satisfied 
with measuring the next response in 
the sequence—the “holding power.” 
The question is not, “Why does a per- 
son decide to read an ad?”; it is rather, 
“Why does he decide to stop reading?” 

To explore this problem we devised 
a simple piece of apparatus that we 
called “the book of ads.” The subject 
is seated before a thick sheath of plasti- 
cene folders and asked to spend ten 
minutes looking through them, just as 
he might do in a waiting room. The 
book is obviously too thick to finish in 
ten minutes. He is told that he will be 
asked no questions about the ads. The 
time spent on each page is electroni- 
cally recorded. 

Even such a simple measure has its 
problems, one of which is self-instruc- 
tion. Whereas the subjects were told to 
relax . . . have a ball, they often be- 
have as if they were preparing for an 
exam on the ads. They stay longer with 
a confused, complex ad rather than 
skipping it as they would often do in 
private. 
high noting, low reading ... 

We checked the holding power of ten 
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pairs of ads matched on product. One 
ad in each pair had a high and the 
other a low Starch Noted score. The 
theory was that there should be some 
relationship between holding power and 
so-called readership. There is a rela- 
tionship: in only two of the 10 cases, 
the high scoring ad was read longer! 

Perhaps these results—that ads with 
low readership were read for a longer 
time—can be accounted for by the fact 
that low Starch ads are not as easy to 
read, not as clear, and therefore take 
longer to reach whatever criterion the 
subject was imposing on himself. Or 
perhaps the high scoring ads are so sim- 
ple-minded that no one bothers, ordi- 
narily, to read them but merely glances 
through them. 


speed of comprehension... 

To check on this, we added a second 
factor and developed a second set of 
experimental measures to discover the 
rate at which an ad conveyed informa- 
tion or what may be called the visual 
display efficiency. We felt that if we 
could measure the time required to get 
some meaningful amount of informa- 
tion from the ad, the actual time spent 
on it could be divided by this figure 
and the result would be kind of an 
“index of communication effectiveness.” 
We experimented with several different 
ways of measuring. We excluded the 
body copy, concentrating on the domi- 
nant features of the ad. 

The first was the tachistoscopic test. 
The ad is exposed in small chunks of 
time until various elements are recog- 
nized. A duration threshold is com- 
puted for each element. 

We also tried a visual dominance 
test. The ad is presented for short peri- 
ods of time to one eye while the other 
eye sees a standard interference pattern. 
The observer will not see both stimuli 
or a mixture of the two, but one or the 
other will dominate the entire visual 
field. The measure here is the time re- 
quired for the test ad to dominate the 
field sufficiently for the elements to be 
recognized. 

This is an extremely useful test be- 
cause it seems to be relatively unaf- 
fected by the interest or familiarity of 
the content of the ad and provides a 
measure of strength of the visual and 
graphic layout. The more dominant the 








colors and forms, the more quickly they 
force their way through the interfer- 
ence pattern. If our idea about atten- 
tion is correct, these purely formal qual- 
ities may be of no importance, but we'll 
never know unless we can measure them. 
duration thresholds . . . 

We determined the average threshold 
for 16 respondents for each of the ten 
pairs of ads for three elements—the il- 
lustration, the product and the brand. 
This time the results had a more con- 
ventional relation to the Starch noting 
scores, particularly for the illustration 
duration threshold. In seven cases the 
high-scoring ad had a lower threshold, 
that is, the illustration was seen faster, 
and in two cases, there was no differ- 
ence. In only one case was there a re- 
versal. If we now index the holding 
power (reading time) by simply divid- 
ing it by the illustration threshold, we 
find that in eight out of ten cases the 
high Starch-scoring ads had higher in- 
dex scores. 

However, if we index the holding 
power against a more defensible score, 
say the time required to see the illus- 
tration, product, brand, headline and 
perhaps sub-head, the Starch noting 
scores fail to show much relation. 

We have enough problems without 
taking on the additional one of figuring 
out what Starch scores really mean. 
Deep down we felt that we were begin- 
ning where Starch scores left off and 
these results proved this to our satisfac- 
tion, though, needless to say, to no one 
else’s. 
the argument reviewed ... 

Let’s review our assumptions and sim- 
plifications up to this point. First, we 
separate the question of the effect of 
the advertiser's message (its potential 
for changing attitudes or strengthening 
readiness to purchase) from the ques- 
tion of communicating the message—it 
has to be seen to be appreciated. This 
is roughly the distinction between the 
idea and the execution of the idea. 

We say we can answer the communi- 
cation question in the laboratory by 
measuring the extent to which an ad 
meets the requirements necessary for 
communicating a message. 

Analysing these requirements, we de- 
cided that we didn’t have to measure 
attention value because almost everyone 
notices an ad if it is physically present. 
Rather, we needed to measure how 
much they noticed it, that is, how long 
they spent on it. 

But then, we said, it is not enough 
to know merely the time spent because 








some ads are more efficient displays than 
others, they get across their ideas more 
quickly. But by the same token, it is 
not enough to measure the display effi- 
ciency because an efficient ad may not 
have holding power. 

So we have created a combination 
score that reflects both these factors— 
the index of communication effective- 
ness. This is offered as a complete meas- 
ure of the ad’s ability to get its message 
into the reader’s skull—what happens 
from there on depends on the message 
itself but not on the ad. 
some bugs... 

It still has some bugs in it: we haven’t 
given sufficient consideration to the role 
of copy; the holding power scores are 
not reliable enough; we haven’t worked 
out a way of weighting the importance 
of each element in any particular ad, 
and so on. But I think that these prob- 
lems can be solved. 
where to from here? 

Actually, the answer to this question 
is not difficult. All we have so far is a 
response. to advertising. Until we can 
demonstrate the stimulus variables—in 
other words, the causes—that determine 
this response we have made little prog- 
ress. For one thing, this is the only way 
that we can understand what it is that 
we are measuring. 
measuring, controlling intrigue . . . 

Now let us speculate about the other 
set of determinants—those that deter- 
mine the holding power and which I 
have lumped together under the term 
“intrigue”. 

To understand intrigue, we have to 
get really basic and ask why people read 
ads anyhow. Or more basically yet: 
What is the function of perception? It 
is a process of quickly scanning the en- 
vironment and constructing a model of 
the world which we call the perceived 
or phenomenal world. The more famil- 
iar an object, the smaller the sample 
needed to reproduce it in perception. 
Other things being equal, we devote 
less time to familiar objects. For exam- 
ple, we spend very little time with the 
familiar background objects of our daily 
surroundings. 
personal relevance .. . 

We have to amend this by adding 
that some familiar objects are given 
more time because they are relevant to 
internal tensions, needs or motives. But 
what about the products and brands 
which have no special claim on motiva- 
tion tensions? Why are these ads at- 
tended to? Although familiar objects 








claim less of our attention, the good ad 
does not simply reverse this logic. By 
any criterion good ads are not merely 
bizarre, exotic or strange. The problem 
is not how to get people to loo! at 
the pretty picture, but to get ther: to 
progress through the ad-as-a-whole ::nti] 
they have a substantial message of some 
sort. This is what I have called int: gue 
—the quality of a stimulus that en: our. 
ages investigation, exploration and eso. 
lution. 

Psychological studies indicate th:: we 
all have a ‘stimulus-hunger’; tha’ we 
need excitement, surprise, mystery. in- 
trigue. Visual efficiency is not the « atire 
answer to satisfying this hunger, one 
can be efficient but dull. We are _aoti- 
vated to read ads for more than utili. 
tarian acquisition of information. 
reading ads for stimulus... 

The reason many people read many 
ads is that ads are a rich source of 
stimulation in the highly verba', ab- 
stract, visually monotonous environ ment 
in which we live. 

Some ads are more stimulating, more 
intriguing than others. Without much 
more research we can only guess what 
arrangement of objects makes them s0. 
Many ads simply have interesting illus 
trations. Intrigue is necessary to account 
for the ad’s ability to pull the product 
into the center of interest. Intrigue in. 
cludes all the major elements of an 
array. The man with the eye-patch is 
interesting but this ad would not be 
successful unless Hathaway shirts were 
also made interesting by virtue of their 
relationship with him—this is intrigue. 
intrigue defined ... 

Perhaps, I should make a guess at the 
nature of intrigue after having said s 
much about it. As a first approximation 
it might be defined as an unexpected 
relationship between two or more famil- 
iar objects, but one that is justified- 
that makes sense. In other words, in- 
trigue involves the simultaneous presen- 
tation of two apparently unrelated 0! 
incongruous objects along with a prom 
ise that they will be related. In print 
advertising, these objects are the illus 
tration, the brand, the headlines and 
so on. 
efficiency plus stimulation... 

My purpose behind these disparatt 
remarks about intrigue is not to provide 
answers but to raise questions. We at 
all tempted to confuse what is measur 
able with what is important. Visual ef 
ciency is both measurable and impor 
tant but taken alone, it is on!y hal 
the story. 
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By John W. DeWolf 
Vice-President in charge of research 
G. M. Basford Company 


John W. DeWolf has had first-hand ex- 
perience in advertising’s creative end. A 
University of Illinois railway electrical 
engineering grad, he joined G-E as an 
engineer, switched to advertising and 
for 21 years wrote ads for G-E, Bethle- 
hem Steel, Fuller & Smith & Ross (Cleve- 
land) and finally, after 4 years with the 
Air Corps, went to G.M. Basford (New 
York), where for the last 8 years he has 
been V-P in charge of research. He is 
one of the country’s top experts on 
advertising readership reports. 

His Art Direction article (June 1956), 
What You Can Learn from Starch Re- 
ports, drew more reprint requests than 
anything the magazine has ever run. 

He is V-P for Research, Assn. of In- 
dustrial Advertisers; chairman, Indus- 
trial Advertising Research Institute's ad- 
vertising readership studies project; and 
is active in the American Marketing 
Assn. and in educational work. 
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There are five implications in the title 
of this article*: (1) There is—or should 
be—a creative team; (2) Art directors 
usually aren’t on this team so far as 
trade ads go; (3) They usually are for 
consumer ads; (4) They should be on 
the team for trade ads as well; (5) They 
can do something to get on this creative 
team. 

Let me expand on these implications. 

There is, or should be, a creative 
team. There are ads, of course, that have 
been created by one person. Generally 
speaking, tho, some people are better 
with words, some with visual elements. 
Therefore, most ads are put together 
by writers plus ADs. Obviously, the 
writer can’t write an ad without con- 
tributing to the creative effort; nor can 
an AD lay it out without also contribut- 
ing. However a team is two or more 
people working together to achieve a 
common goal. Far better that writer and 
AD work together rather than separ- 
ately, and —quite possibly — pulling in 
different, even opposite, directions. 

ADs usually aren’t on the creative 
team insofar as most trade ads go. How 
do I know? Because I look at 15,000 to 
20,000 trade ads a year, mostly while 
reviewing Starch, Shepard, Ad-Gage, 
Readex and all other kinds of reports 
on the 500-600 industrial and business 
publications studied yearly by advertis- 
ing readership services. 

There are lots of things that Starch 
and the others don’t measure—an ad’s 
effectiveness, for example. They do 
measure how well an ad caught the aver- 
age reader’s attention. From them I 
have learned that beyond any doubt the 
ad’s visual aspect is the important ele- 
ment in catching the reader’s attention. 
It’s what he sees in the first two seconds 
or so as he glances at the ad. This visual 


* Extracted from the talk before ADCNY’s 
6th Visual Communications Conference, 
March 23, 1961. 





NOW! 3 orades of stush pump liners 
available at your “Oilwell” store! 


re, 


Ca diiialinesdihetnal 
emer ee 
Pe me ee 


sinew am the de ign qevihenation. aad procaremmat af banging 


“". its @ witab pert, dasiqn it to oe GENER 
\ amare Cree Co -gne Reeerer ee eretene tk ome endoaiiiintnions Liosenae 





#4 


INDUSTRY'S BROAL = £ OF SEMICONDUCTORS 


S wie: DIFFUSED 


7 
different VICTOR ADDING MACHINE cases ‘ | 
perforated without tooling changes. . : e¥l C 0) N 


¢ ates Multipress C 
VERSATILITY Jil 


— ie 4 § 


rd 





OEM SON ENGINEERING OIVIR On 
a Ss 


ww P| 6 ala ' 
=DENISON 
HYDRAULIC MULTIPRESS 


guee 


#3 





a eh BRYTON 


be ase Bryton produces the world’s 
st dis sified line of oil-soluble sulfonates 


—— = A. Keto 
eo the Aten, New York Ba XY 


PACKAGED 


FITTINGS, FLANGES | 
and UNIONS 


HANDLING 
ECONOMY 


Sdave 
MeENRY VOGT MACHINE CO. 
@ *>.0. Gon 1918 Loulevitie 1. Hy 


Led . 
taal 


#11 


aspect is the AD’s province. If he fails 
to stop the reader, then the copywriter 
has no one to read his words. Further- 
more, if he stops the wrong kinds of 
readers and the copywriter also stops 
them with something which doesn’t 
tempt them to go on and read headlines 
and text, again the copywriter is left 
out in the cold. So I say, you can tell 
a lot about teamwork in creating an ad 
by looking at Starch scores. I explain 
all this because I will show some ads, 
illustrating what I’m trying to point out, 
and I want to refer to their Starch 
scores. Let’s consider some average, hot 
poor, trade ads. What can we see about 
teamwork that went into their creation? 


#1—Cross Co. In this ad (Machinery, 
Oct. ’60), the copywriter started out with 
an idea: Cross makes many machines to 
automate production lines. He then dug 
6 pictures from the file and came up 
with a 6-Ways-to-Automate headline. Or 
perhaps he started with the 6 pictures 
and then came up with the idea. In any 
event, obviously the AD was handed the 
pictures and told to lay out 2-color, 
2-page bleed ad. His contribution had 
nothing whatsoever to do with the copy- 
writer’s contribution and vice versa. Re- 
sult: A so-so ad, yet not bad. Half the 
ads in the book are worse than this. 


#2-—Latrobe Steel Co. Let’s take an- 
other ad from the same issue. Consider- 
ing all that he had to put into it, the 
AD did a rather good job. “Best tip of 
all” . . . “Write for this catalog”... 
“Ask your distributor” ... “Chicago 
Latrobe and mills” . . . “Industrial dis- 
tributors” and then a whole third of 
the ad devoted to clip-and-file infor- 
mation. Obviously, the AD was given 
all these separate parts and told to ar- 
range them. He wasn’t asked to con- 
tribute to the creative effort. Not a bad 
ad (as I said before, half the ads in the 
book were worse), but again an average 
score. 


#3—Dennison Engineering. In this ad 
(Steel, Nov. 60), the AD obviously had 
a little more flexibility. He, or at least 
somebody, chose to use the space to 
promote “versatility” rather than to use 
more space to display the picture, which 
really isn’t worth much display. Never- 
theless pictures, not big meaningless 
words, are most likely to catch the read- 
er’s eye. Again, no creative teamwork 
and an average score. 


#4—Drop Forge Assn. Let's turn to 
Machine Design (Jan. 5 ’61), aimed at 
design engineers who figure out how to 
put together machines, appliances, etc. 
On the left is a suggestion of a steam 
forging hammer. (Judging from the 
background, the machine must be in 
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orbit). Then a rather unconvincing 
trailer truck picture. And superimposed 
on that a wash drawing of the part the 
ad is talking about. No creative team- 
work here. 

#5—Transistron Electronics Co. Take 
a look at Electronic Industries (Oct. 
60), published for engineers designing 
tv, radio and other electronic circuits. 
It’s very hard, in electronics magazines, 
to write semiconductor or transistor ads 
and not get a top rating. But this ad- 
vertiser managed to get an average score. 
Again, any sign of teamwork between 
writer and AD? 

#6—Oil Well Supply-U.S. Steel. Next, 
a look at Oil & Gas Journal (Jan. 2 ’61). 
Headline says, “Now! Three grades of 
slush pump liners . . .” But layout 
seems to be talking about something 
different. Its use of color didn’t help 
stop readers. 

#7—Plate Coil Div., Tranter Mfg. 
Take Chemical Engineering (Jan. 9 
61). I still can’t figure out what those 
two black shapes have to do with the 
subject, headline or anything else. Nev- 
ertheless, there they are: The AD’s cre- 
ative contribution. 

#8—Food Machinery & Chemical 
Corp.-Chlor-Alkali Div. Still in the same 
field, take a look at Chemical Week 
(Nov. 26 ’60). Here the AD’s contribu- 
tion was to show flow pictorially, plus 
different type faces and some real gaudy 
color. A creative contribution, perhaps, 
but certainly not creative teamwork. 

#9—Bryton Chemical Co. Another ad, 
from the same issue, demonstrates a 
type of design thinking that seems to 
be associated with the chemical field. 
The design is quite colorful, orderly, 
nevertheless it’s just design, has nothing 
to do with product, company or sub- 
ject. They did manage to stretch a point 
and build a pyramid with the design so 
as to tie in with the headline, “You're 
right on the top with Brighton.” That 
may be teamwork, but it’s not very cre- 
ative. This ad was a touch below aver- 
age—invariably the case when an ad re- 
lies on design for stopping power. 

#10—Southern Die Casting & Engi- 
neering. Here’s another attempt at de- 
sign, from Purchasing (Dec. 19 ’60). If 
you have to show 8 pictures, running 
from “our plant” to “our receptionist,” 
perhaps you can’t do much better than 
this. Still, no creative partnership. 

#11—Henry Vogt Machine Co. Ai:- 
other exhibit, same issue. No comment 
is necessary, but let me emphasize that 
this is an average, not a bad, ad. It got 
a 15% noted score. It was even above 
average in readership, maybe because 
copy was the most restful thing to look 
at. 





ADs are on the creative team for most 
consumer ads. 

#12—Philadelphia Bulletin. Let's start 
with this newspaper series appearing 
regularly in The New Yorker. (This 
one from the Sept. 17 '60 issue). An ad 
like this is, of course, completely visual. 
The basic creative idea, once you have 
the series going, is visual. You simply 
can’t have a series like this without hav- 
ing a visualizer on the creative team. 

#13—Chase-Manhattan Bank. Here's 
another series, also from The New 
Yorker (Sept. 24 ’60). This ad featured 
the nest egg. Again, the whole series 
rests on illustrated situations. Person- 
ally, I think some of the illustrations 
were better than this. Nevertheless, 
thanks to good creative teamwork, this 
ad stopped 50% of the men. 

#14—Campbdell’s Soup. Campbell’s 
Soup has a different kind of series, but 
one that depends just as much on cre- 
ative teamwork to arrive at story-telling 
illustrations. This ad (Life, Oct. 3 ’60) 
is aimed, of course, at women. Creative 
teamwork stopped 53% of them. 

#15—American Tel & Tel. Another 
ad (Life, Oct. 3 60) where illustration, 
headline and copy work together .. . 
“Thanks, Uncle Joe, for the football 
suit.” Thanks, Bell Telephone, for 
teamwork between writer, AD and in 
this case, photographer. 

#16—General Electric. Here’s one 
(same issue) where you could write the 
headline first, then figure out a way to 
illustrate it. Or you could work out 
headline and illustration together. “Why 
are people throwing away both head- 
lights when one still lights?” Illustra- 
tion: 2 headlights in a wastebasket. In 
any event, illustration and headline cer- 
tainly are pulling together. Which 
wasn’t true for those average trade ads. 

#17—Bell System. Here’s an ad (The 
Saturday Evening Post, April 16 ‘60) on 
4 types of new public phones. You 
couldn’t put it together without know- 
ing how it was going to look. And you 
couldn't lay it out without knowing 
what’s going to be written. Real cre- 
ative teamwork. 

#18—Kimble Glass Co. Another one 
(same issue) where the creative team 
outsmarted itself—and didn’t get a very 
good score. Nevertheless, it’s an ad 


wherein copywriter and AD worked to- 
gether to produce a unified effect. In 
other words, the AD was on the team, 
even tho it failed to score a touchdown. 
#19—Ladies’ Home Journal. Coming 
back to The New Yorker (Sept. 24 ’60). 
“Don't buy a stitch until you see the 
Journal!” Picture stops reader by ap- 
pealing to curiosity. Headline whets 
curiosity the picture aroused, so the 
reader goes on into the copy. One of 
the best read ads (by women), because 
of teamwork, in this particular issue. 
#20—Culligan, Inc. Here’s an ad al- 
most completely visual in its basic idea. 
You couldn’t possibly create it without 
having the man with the words and the 
man with the visual ideas working to- 
gether. (The New Yorker, Feb. 24 ’60). 
#21—Qantas Airline. Here’s another 
one (The New Yorker, March 4 ’61) 
illustrating teamwork. 
#22—Volkswagen. No exhibit of this 
kind would be complete without a 
Volkswagen ad. Need I say more than 
just show this? Yes, I think I should 
read you a few words of the copy: “It’s 
easy to spot a Volkswagen. Even with 
enough snow on it to hide the beetle 
shape. It’s the one that keeps moving. 
A Volkswagen will even go up icy hills 
when other cars won’t go at all because 
we put the engine in the back. It gives 


-the rear wheels much better traction. 


That's half the problem. But the engine 
can’t just be there. It has to keep work- 
ing. So we cool the VW engine with 
air, not water. There’s no need for anti- 
freeze, no chance of the block cracking.” 

Starch score: 56 noted in Life (Jan. 
27 ’61). 

I think that demonstrates that ADs 
are on the creative team on most con- 
sumer ads—though not on all, as I found 
when hunting for these examples. 

ADs should be on the creative team 
on trade ads. Let’s see what happens 
when they are. 

Here are a couple of U.S. Steel (Na- 
tional Tubé Div.) ads. They’re doing a 
wonderful job tieing illustration and 
headline together. 

#23—U.S. Steel-National Tube Div. 
This one (Machinery, Oct. ’60) is head- 
lined, “Look at the dimensional accu- 
racy and smoothness.” And you can look 
and see it. 
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#24—U.S. Steel-National Tube Div. 
Here’s one (Machine Design, Jan. 5 ’61) 
with terrific stopping power. Headline, 
in fact entire copy: “Seamless steel tub- 
ing comes in almost every shape and 
size—that is, if it’s USS National Seam- 
less Mechanical Tubing.” 

#25—Glidden. Or you can use an il- 
lustration that demonstrates your sub- 
ject, as in this ad. (Chemical Week, 
Nov. 26 '60). Hot caustics can’t spoil 
this coating. Illustration shows it being 
dipped in boiling caustic. 

#26—International Nickel Co. IN 
uses what you might call “borrowed in- 
terest” to arouse readers’ curiosity. 
Headline reads, “Atoms clobber a 20- 
million-a-year pest.” Illustration shows 
2 screw-worm flies that can kill a full- 
grown steer in 10 days. (One of the 
top ads in the Jan. 5 ’61, Machine 
Design). 

#27—Bell Labs. Bell Telephone has 
teamwork in industrial as well as con- 
sumer ads. Here’s the story (Electronic 
Industries, Oct ’60) of the first phone 
call made by bouncing the beam off 
Echo. Illustration explains headline, if 
you read the headline first, or leads you 
right into headline, if you look at the 
illustration first. Tilting the map in the 
illustration was a real masterpiece. 31% 
noted, 20% read most. An outstanding 
ad in stopping readers, a really terrific 
ad in getting readers into copy. 

#28—American Tool Works Co. You 
saw a cartoon in the consumer series. 
Cartoons will also work in industrial 
ads—provided they’re funny or contain 
human interest (to readers as well as 
to ADs who dream them up). A top- 
scoring ad in Machinery, Oct. ’60. 

You saw a transistor ad scoring aver- 
age because of teamwork lack. Here are 
two (both from Electronic Industries, 
Oct. 60) that got top scores with team- 
work. 

#29—Raytheon. That’s not design for 
design’s sake. It’s a circuit diagram that 
electronic designers will recognize. 

#30—Bourns, Inc. This shows a close- 
up of a miniature potentiometer rather 
than a transistor. Its headline, “Newest 
smallest Bourns Trimpot—with square 
configuration,” is exactly the story the 
illustration is telling. 

Both of these ads were top-scorers. 
The one with the photo got 36% noted, 
the one with the circuit diagram 30%. 

#31—Raytheon. Another Raytheon 
ad (same issue) resulting from copy- 
writer-AD teamwork. Headline: “Surest 
way to count anything—from apples to 
oranges.” 32% noted. 

#32—Chas. Pfizer & Co. Here’s an ad 
I've heard criticized, but it got top 
score in both Chemical Week (Nov. 26 
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60) and Chemical Engineering (Jan. 9 
61). A picture of Times Square, with 
dubbed in copy in place of varicus signs. 
Try and produce an ad like that with- 
out teamwork! 

#33—Union Carbide. Or an ad like 
this (Chemical Week, Nov. 26 ’60). 
Chemical symbols are always stoppers 
in the chemical books. Wonderful use 
of color. Idea of tieing in ad about a 
division’s name with chemical symbol 
took real teamwork. 

#34—Food Machinery & Chemical 
Corp.Niagara Chemical Div. 1 can’t 
resist throwing in 2 Basford ads. This 
one is for Ethion, which kills mites on 
oranges and grapefruit, according to 
copy. 

#35—Allied Chemical-Nitrogen Div. 
And this one points out there’s 60% 
less water in Allied Chemical’s formalde- 
hyde than in other brands. That’s a 
tank car, in case you can’t recognize it. 

My last implication: ADs can do 
something about this. 

But first there must be a will. I’ve 
known too many ADs who like to draw 
little rings around their sphere of work. 
Let nobody interfere with what they're 
doing. In turn, they won’t interfere 
with anyone else. In fact, I once had 
an AD say to me, “You tend to the 
words. Give me the picture and /’ll take 
care of the layout.” That isn’t team- 
work. This attitude assumes writers do 
creative work in one sphere while ADs 
do creative work in another. You’ve 
seen examples of what happens when 
that situation prevails. 

Anotker point: ADs must learn to 
contribute to the creative team effort. 
They must not only want to, they must 
be able to. For anyone who hasn’t done 
it, this takes practice. Once you try, 
you'll find completely new vistas open- 
ing up, new areas where you can get 
a great deal more satisfaction than you 
can by just tending to your own knit- 
ting. Let me illustrate. 

Recently, General Robinson, Carbo- 
rundum Co. president, took a critical 
look at all the different faces his com- 
pany was presenting to the public—in 
letterheads, ads, sales brochures, annual 
reports, packaging— everything where 
the public had a chance to get an im- 
pression. After some investigation, he 
and Burch Day, advertising manager, 
took the problem to Leo Lionni, For- 
tune AD. Leo studied the problem for 
several months, laid down some basic 
principles, then made some layouts serv- 
ing as examples of how to implement 
his ideas—in ads, package designs, bro- 
chures, catalogs, house organ, letter- 
heads, business cards, etc. As a result, 
all of Carborundum’s advertising is now 
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beginning to get a common feel to it— 
not a standard layout or format—but 
it’s beginning to leave the same kind of 
im; ression. 

7:36—Carborundum Co. Here’s an ex- 
ample of a recent ad (Purchasing, Dec. 
19 60). This isn’t one of Leo’s layouts 
(it was prepared by one of Carborun- 
dur:’s agencies), but note how the AD 
has gotten into the spirit of this cre- 
ativ: assignment. Incidentally this is one 
of 1 1e highest-scoring single-page ads in 
the book. 

Another example from my own shop. 

$37—Air Reduction Co.Oxygen. Air 
Recuction Co. is just starting a new 
campaign selling the idea of piping oxy- 
gen into steel mills. The story is very 
sim) le. The problem is tieing Airco in 
with this story, discussed throughout the 
stee: industry. The AE had no idea how 
to begin; neither did the client. But a 
goo: brainstorming session with the AE, 
copywriter, AD and account supervisor 
camc up with this ad. Guess who made 
the major contribution to the creative 
effort here! 

I told you what an AD once said to 
me. “You supply the photo, let me 
make the layout.”” How many ADs really 
concern themselves with the problem of 
getting a photo that tells the right kind 
of story? I’m sure too many feel it’s 
someone else’s job to get the picture— 
they'll make the layout. 

By all odds, the most important con- 
tribution an AD can make to an ad is 
getting a photo that will simultaneously 
stop readers and tell the advertiser's 
story. Who is better qualified to do the 
creative work in this area than the crea- 
tive team member who thinks visually, 
rather than in words? Here’s what I 
mean—again, from my own shop. 

#38—Texaco Stop Loss. Texaco is in- 
troducing a new industrial selling idea— 
the “Stop Loss” program. First ad ap- 
peared in March ’61. It was the theme 
of the year’s advertising—more than 
that, the theme of the year’s sales pro- 
gram. Every Texaco salesman had a spe- 
dal briefcase with all his sales tools in 
it How to introduce this program? 
Basic idea came from the account su- 
pervisor, but the AD took over the 
responsibility for getting a photo illus- 
trating the idea. Result: This studio 
picture, taken with Strobe. 

Let me give you a final example from 
the Basford shop. 

#39—American-St. Gobain. Our prob- 
lem: Creating stature, building a repu- 
tation for this firm, only three years old 
and the third largest U.S. glass manu- 
facturer. The solution: 4-color ads in 
architectural magazines showing glass 
uses exciting to architects. With the 


client's help we located a dozen possible 
ad subjects. Then the AD went out and 
looked at them, arranged for photos and 
stayed with the photographer while he 
made the shots. This particular picture 
was taken on the West Coast. The AD 
took the whole year’s supply of pictures 
on his fling around the country. A real 
creative contribution—and a nice trip 
besides. 

So the AD must want to contribute, 
must learn how to contribute. More, he 
must win the confidence of other cre- 
ative team members. How? Best way is 
to make yourself an authority on.an 
ad’s visual aspects, to know better than 
anyone else what works, what doesn’t. 
Partly by common sense, partly by study- 
ing how people read ads. Partly by 
studying Starch and other readership 
reports to see what works, what doesn’t 
work, field by field, in business and in- 
dustrial advertising. 

How do people read ads? Something 
like this. They thumb through maga- 
zines, glancing at each page, giving ads 
2 or 3 seconds at the most. If something 
catches their interest, arouses their curi- 
osity, they'll stop and look further. But 
if nothing does in that 2- or 3-second 
glance, the page goes over. 

Some pointers: 

1. Give readers some place to start 
looking. This requires orderliness. 

2. The picture will do more to inter- 
est readers than words. 

3. The picture should be as large as 
possible, have as good a focal point in 
it as possible. 

Look at ads this way and get some 
brand new ideas on how an ad must 
be laid out. Not to catch the reader's 
eye—which you can’t hope to do—but 
to catch his interest or curiosity when 
he does glance at the page. 

Another thing: If you want to be an 
expert on the ad’s visual aspects, see 
what editors do in books in which your 
ads appear. 

#40—Architectural Record editorial 
spread. Here’s the way AR editors (and 
ADs) handled a spread in the Jan. '60 
issue: Orderly layout, good focal point, 
impeccable taste. And one other point 
you may not spot by looking at a single 
spread, but will if you look through 2 
or 3 issues: No people. Architects like 
to see buildings the way they designed 
them—don’t like to see people wander- 
ing around pictures, tho people are less 
objectionable in inside scenes. ADs 
should know this and tell it to copy 
and account people when the question 
comes up of pictures for an architec- 
tural book. So look at books where 
your ads are going to run. See how 
editors handle subjects. Make it a prac- 
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tice to look at Starch, Shepard, Ad-Gage 
and Readex reports. You can learn from 
them, too. 

#41—Nicholson File Co. For exam- 
ple, you'll find out that purchasing 
agents look at ads—or remember having 
looked at ads—when it’s easy to spot 
what products the advertiser is selling. 
Result: Catalog pictures usually do far 
better than product-in-use pictures in 
Purchasing. The headline, “Buy with 
confidence,” certainly wasn’t much of a 
creative contribution, but the AD saved 
this ad by showing PAs exactly what 
Nicholson was selling. Result: He had 
one of the higher Starch scores, both 
noting and readership, in the Oct. 10 
60 issue. 

#42—Webster Electric. Design engi- 
neers, on the other hand, are very much 
interested in cutaway views in ads show- 
ing how a product works, how it’s used. 
This ad does both and got one of the 
high noted scores in Machine Design, 
Jan. 5 ’61. 

#43—Aeroquip. When you're talking 
to railroaders, make sure the ad looks 
like an RR ad, like this one (Modern 
Railroads, Oct. ’60). You’d be surprised 
how many people think railroaders must 
be tired of looking at RR pictures— 
let’s get ’em something else. They aren’t 
tired at all. They read Modern Rail- 
roads, Railway Age, etc., because the 
editors deal with their work problems. 
Advertisers should do the same. 

#44—Dresser Industries-Indeco. The 
same is true for advertising to the oil 
industry. An ad in Oil & Gas Journal 
should obviously be directed to readers 
as this one (Jan. 2 ’61) is. 

One final point to remember, and this 
is shown by every kind of readership 
report on every kind of industrial, busi- 
ness and consumer publication. 

#45—Shrader. You'll always do better 
with an orderly ad than with one with 
too much splash. Almost every ad in 
Jobber Topics shouts and waves flags 
and tries to generate excitement by vis- 
ual tricks. Yet we found, even in this 
book, you don’t need splash to make an 
ad interesting. The splashy ad here 
(Mar. °59) got an above-average 28%, 
Readex interest score. 

#46—Shrader. However, the more or- 
derly presentation of the same story 
(June '60 issue) got a spectacular 44% 
interest score. 

In conclusion: Please, please get away 
from the attitude, “You'll tend to your 
own business.” You're badly needed on 
the creative team, especially in trade 
ads. 

Take the offensive. Take a look at 
what editors are doing. Become an au- 

(continued on page 164) 
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AIGA WINNERS FEATURE STRONG IDEAS . . . THIS GRAPHICS- 
CONSCIOUS SHOW PINS MEDALS ON PIECES WHERE TECHNI- 
QUE SUPPORTS, RATHER THAN UPSTAGES, THE MESSAGE. 
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AIGA’s annual Design & Printing for Commerce and 50 Best 
Ads of the Year competitions, perhaps more than others, call 
attention to design-art-production excellence. 

This year a high percentage of entries are notable for 
strong message and sales concept emphasis. More so than 
in former years, an ad’s power is in its sales idea. Instead 
of upstaging it, graphics and techniques now support the 
message. 

This isn’t to say that ads aren’t well handled graphically. 
Their typographical and graphic treatments lend beauty and 
appeal. No one graphic element dominates, yet the overall 
ad is a wow. 

Pieces are in 3 categories: 

(1) Sheer idea, with graphic treatment subordinated. (2) 
Copy-picture combination, with picture possessing great ap- 
peal; in many cases, any number of photographers could 
have taken the picture because the power is in the idea. (3) 
Pieces in which primary quick appeal is in their graphics 
beauty. 
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) Hands Symbolize Copy Themes. Brochure promotes 
Time’s advertising power in world markets. This 
spread’s theme is confidence. Subsequent spreads, 
each with different hand positions, cover impact, 
influence and penetration. 

Company—Time-Life International, A.D. & Designer 
—Philip Gips, Photographer—I. C. Rapoport. 

Apartment House Bell Panel. One nameplate is mis- 
sing because the Waynes moved. 

Designer & Photographer—James Broderick. 
Business-Paper Front Cover ties in with feature 
on fire safety and protective devices. 
Company—Hagan Publishing Corp., Designers — 
—— & Palladino, Photographer — Ronnie 
Ojas. 

High Manufacturing-Inspection Standards is Volks- 
wagen’s pix-copy pitch. (“We pluck the lemons; you 
get the plums”). Product pix-copy combination has 
great appeal. 
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Company—Volkswagen, Agency—Doyle Dane Bern- 
bach, A.D.—Helmut Krone, Photographer—Wingate 
Paine. 

Quick Product Benefits Rundown. Point-by-point 
summary is visualized dramatically and docu- 
mented in copy. 

Company—Buxton, Inc., Agency—Doyle Dane Bern- 
bach, A.D. & Designer-—Ben Spiegel, Photographer 
—Len Siegler. 

Dialog in the Dark. This ad is all idea. It could 
have been executed typographically many ways 
with equal effectiveness. 

Company—Phar:nacraft Laboratories, Agency — 
Papert Koenig Lois, Inc., Advertising, A.D.—George 
Lois. 


7) Expressive Typography. Tension inherent in who- 


dunnit tale is reflected in typographical distortion. 
Company—Simon & Schuster, A.D—Frank Metz, 
Art & Design—Tony Palladino. 
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) Product Asset Demonstrated. Copy behind trans- 
parent chair demonstrates chair’s unique feature. 
Company—Laverne, Inc., Agency— Papert Koenig 
Lois, Inc., Advertising, A.D—George Lois, Photo- 
grapher—Carl Fischer. 

Subtimes Gibbicks Are Naturals. A conversation 
headline sets the tone. Absence of usual action 
pix accentuates the message, the eye quickly 
settling on product and “tell all” copy. 

Company — Pharmacraft Laboratories, Agency — 
Papert Koenig Lois, Inc., Advertising, A.D.—George 
Lois, Photographer—Carl Fischer. 

Concentric Emphasis. Comparative turning circum- 
ferences emphasized. 

Company—Renault, Inc., Agency— Papert Koenig 
Lois, Inc., Advertising, A.D.—George Lois, Photo- 
grapher—Carl Fischer. 

) Last Is First. Copy reads, “I. Miller builds a shoe 
(and new shapes begin first with the Last”). 
Company—!. Miller Salons, Agency—Jane Trahey 
Associates, A.D—Hal Davis, Photography—Jerrold 
N. Schatzberg. 

) Market Research Points Up Product Advantage. 
Graphics interpret findings that there’s a market 
for vodka with taste. Copy reads, “If vodka had no 
taste, how come | can tell which one is Wolf- 
schmidt?” 

Company—General Wine & Spirits Co., Agency— 
Papert Koenig Lois, Inc., Advertising, A.D.—George 
Lois, Photographer—Carl Fischer. 

Fancy Pants For Smarty Pants. Copy and art are in 
Step. 

Company—Johnson & Johnson Co., Agency—Doyle 
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Dane Bernbach, A.D.—Len Sirowitz, Photographer 
—Horn-Griner. 

Design Course Announcement. U.c.-l.c. typography 
treatment dominates because subject is design. 
Company—School of Visual Arts, Designer—Tony 
Palladino, A.D.—lvan Chermayeff. 

Packaged Booklets. “U.S. Elections 1960” mailing 
opened to reveal front covers of 2 timely booklets. 
Side-by-side covers presented an American flag in 
full color. 

Company—Time International, A.D.—Louis Klein, 
Designers—Louis Klein & J. Srebnick, Photographer 
—Leon Golomb. 

Big Graphic Appeal. Headline message is reiterated 
in picture and copy block. Charming pix demon- 
strates J&J’s “generous bandage.” 
Company—Johnson & Johnson Co., Agency—Young 
& Rubicam, Inc., A.D—Doug Taylor, Photographer 
—Ray Kellman. 


17) Famous Name Tie-In. Here’s Dr. Spock's first birth- 


day picture, taken in 1904. LHJ ad features his 
regular articles, ducks the obvious approach. 

Company—Curtis Publishing Co., Agency—Papert 
Koenig Lois, Inc., Advertising, A.D.—George Lois. 


18) Provocative Pix. One doesn’t have to read the body 


copy to get the message, but one reads it anyway. 
Key line, “If a record is no good—I don't play it,” 
boosts station’s quality message and its disc 
jockey’s status. 

Company—WNEW Radio, Agency — Papert Koenig 
Lois, Inc., Advertising, A.D—Sam Scali, Photo- 
grapher—Carl Fischer. e 





ST. LOUIS parades its 4th 
show, hangs it in geospace 
domes 


To be sure that all St. Louis knew the 
ADC was having a show, the club 
paraded through downtown to an- 
nounce its opening. A 46-foot long 
purple rhino housed six men for a 
lunch hour walk through 25 blocks of 
the business section. 

Show was judged by Paul Smith, 
vp/AD Ellington & Co.; Kim Taylor, 
consultant on publications, University 
of Texas; Robert Natkin, copy chief, 
North Advertising. 163 pieces were 
chosen from 937 entries. 


Inside one of four geospace domes. 
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1) AD: Jim Wortman 
Photo: Dick Boyer 
Agency: Gardner 
Client: Bemis Bro. Bag Co. 
2) AD: Jim Hinton 
Photo: Art Fillmore 
Agency: D’Arcy 
Client: Laclede Gas 
3) Best-of-show 
AD: Elsa Kula 
Art: Design Dept., So. Ill. Univ. 
Client: So. Ill. Univ. 


4) AD: Joel Kurtz 
Art: P. Mostovy 
Client: Stix, Baer & Fuller 


5) AD: Major Ben Newby 
Art: Jean Flowers 
Client: Maxwell Air Force Base 


6) Beacon Paper Award, for originality 
and excellence in use of paper as part 
of a creative concept 
AD: Jim Cunningham 
Art: Robert Blair 
Client: Con P. Curran 

7) AD: Louis Myers 
Art: Richard Prow 
Agency: Katzif-George-Wemhoener 
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SH ows (continued ) 


MIAMI’S good neighbor show 
of 800 entries, 80 came from 
Latin America 


Miami’s NSAD project concerns Latin 
American relations, and the Miami 
ADC lost no time making studies, got 
right into action. The 1961 show 
solicited entries from Latin America, 
gave two awards to Brazilian ADs, fea- 
tured Ecuadorian Vic: Cnsul Alfredo 
Jarin as awards dinner speaker. Dinner 
theme was Latin America, complete 
with South American flags and Spanish 
guitar. 

300 pieces were chosen for hanging. 
23 won medals and 29 distinctive merit 
awards. 


Judges Al Parker, Herb Lubalin, Lou 
Dorfsman, club president Don Ball. 
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1) Special award for art and photography 
and the Rudi Rada Memorial Award 
Photo: Frank Zagarino 
Publication: Life 


2) Latin America medal winner 
AD: Rodrigo Frank 
Art: Ernst Schauder 
Agency: Multi M.P. Propoganda, S.A. 
Advertiser: Sabonette Gessy 


3) AD, art: Paul Berg 
Agency: Gold, Hancock, Berg 
Advertiser: Siegel Oil Co. 


4) AD: Jerry Bogorad 
Art, photo: Rudi Rada, James Forney, 
Scott Hyde 
Agency: Bogorad/Ehrhardt 
Advertiser: Beauty Craft Furniture 

5) ADs: Oren Frost, Don Ball 
Agency: J. Walter Thompson Co. 
Advertiser: Pan American - LAD 


6) NSAD travelling exhibit award 
AD: Jordan Barrett 
Agency, advertiser: Sisson & Barrett 


7) ADs: Jerry Bogorad, Arthur Ehrhardt 
Photo: Scott Hyde 
Agency: Bogorad/Ehrhardt 
Advertiser: Chemico Laboratories 


8) AD, art: Paul Berg 
Agency: Gold, Hancock, Berg 
Advertiser: Dade County Art Teachers 
Ass’n. Special Award to Al Hurwitz 


9) AD, art: Fred Caravetta 
Advertiser: ADC of Miami 

10) Art: Frank Zagarino 
Publication: Life 





SHOWS eontinuea) 


MINNEAPOLIS’ 17th 


Bernard Quint, associate AD of Life, 
was the featured speaker at the Art 
Directors Awards Dinner. Judging of 
the show was handled by the Detroit 
ADC. 

The exhibit was displayed in two 
places: at the Minneapolis Institute of 
Art and in the lobby of the new First 
National Bank Building, downtown. 

Show chairman was Loren Herder of 
Knox Reeves Advertising. 


Busy? You get a whole 
wonderful meal quick in 
Dinty Moore Beef Stew! 
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1) AD, art: George Runge; Copywriter: 
G. Victor Lowery; Advertiser: 
Post Graduate Medicine. 


2) AD: Tom Donovan; Copywriter: Joan 
Anderson; Artist: Merle Morris; 
Agency: Knox Reeves; Advertiser: 
Minneapolis Gas Co. 

3) AD: John Thornquist; Copywriter: 
Joe Roach; Designers: Jack Glover, 
Rumsey Lundquist, John Thornquist; 
Artist: Rumsey Lundquist; Agency: 

E W R R; Advertiser: 3 M. 

4) ADs: Steve Griak & Chuck LaMantia; 
Copywriter: Howard Peterson; Designer: 
Steve Griak; Artist: Lowell Herrero; 
Agency: Campbell Mithun; Advertiser: 
Northwestern Bank. 


5) ADs: George Rumsey, Roger Lundquist; 
Design, art: Rumsey, Lundquist; 
Advertiser: Hiram Walker. 


6) AD: Tom Donovan; Artist: Rumsey 
Lundquist; Agency: Knox Reeves; 
Advertiser: Minneapolis Gas Co. 


7) AD: Ken Krom; Copywriter: Joan 
Anderson; Artist: Rumsey Lundquist, 
Shigeta Wright; Agency: Knox Reeves; 
Advertiser: General Mills. 

8) AD: Ty Nelson; Copywriter: Dick 
Ruhme; Artist: Jim Brady; Agency: 
BBD&O; Advertiser: George A. 
Hormel & Co. 

9) AD: Tom Donovan; Copywriter: Jim 
Brytowski; Artist: Roger Lundquist; 
Agency: Knox Reeves; Advertiser: 
General Mills. 

10) AD: George Rumsey; Copywriter: 
Sam Kamfman; Artist: Roger 
Lundquist; Agency: Bozell & Jacobs; 
Advertiser: Modern Medicine. 





SHOWS eontinuez) 


CHARLOTTE’S 2nd 


More than 150 people from several 
states attended the 2nd Annual Exhibi- 
tion of ‘he Charlotte ADC. 190 pieces 
were seiccted for hanging by Judges 
Arthur Hawkins, Consulting AD and 
Designer; Josef Dettling, Creative 
Group Copy Head, Gardner Advertis- 
ing; and Roy Tillotson, Manager of 
Art, Design & Photography, Union 
Carbide Corp. 


Bob Alford, ADC president and awards 
dinner MC. 


Judge and awards dinner guest speaker 
Art Hawkins. 
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1) Silver medal 
AD: Dick Behrends 
Exhibitor: Bennet Advertising, Inc. 
2) Caskie Paper Award for entry best 
exemplifying outstanding creative use 
of paper 
AD: Bob Alford 
Exhibitor: Alford Studios 
3) Bronze medal 
AD: Kathryn Ridgely 
Exhibitor: Ayer & Gillett Advertising 
4) AD: Jim Blackmon 
5) AD: Bob Alford 
6) AD: Andy Pellizzi 
Exhibitor: Henderson Advertising 
7) AD: Bob Alford 
8) Best-of-show, gold medal 
(Fuil-color photo) 
Photo: John Stanton 
Exhibitor: Alderman Studios, Inc. 
9) AD: James C. Barrow 
Exhibitor: Long-Haymes Advertising 
10) AD: Don Brodeur 
Exhibitor: Lavidge, Davis & 
Newman, Inc. 


a 





SHOWS eontinuea) 


CLEVELAND'S 13th 
awards luncheon features 
new animated color film, 
"The Rule of S” - simplicity, 
surprise, and salesmanship 


More than 300 pieces were picked for 
Cleveland's 13th exhibit by judges Allen 
Hurlburt, executive director, Look 
Magazine; Thomas Ross, executive AD 
of Ketchum, MacLeod & Grove; and 
Harry Olsen, vice president and crea- 
tive supervisor, BBDO. 

Chairman of the awards and exhibi- 
tion program and prime mover in de- 
veloping the new movie was Thomas 
W. Shephard of Lang, Fisher and Stas- 
hower. The show ran at the Old Arcade 
Nov. 9-18, at the Cleveland Institute of 
Art Nov. 20-Dec.3, and will run at the 
Hotel Cleveland the week of January 
14 as part of the Printing Week 


program. 


Olsen Hurlburt 
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1) AD: Arnold Varga 
Art: Federman; Adams, & Colopy 
Agency: BBDO 
Client: U.S. Steel 

2) AD: Fred H. Stickle 
Art: Pitt Studios 
Design: Richard Blakemore 
Agency: Fuller & Smith & Ross 


3) AD: Jack Sulak 
Design: Bert Adams 
Photo: King Beach 
Agency: Marcus Advertising 
Client: International Breweries 


4) AD: Gil Goodwin 
Design: Gil Goodwin, Wayne Dale 
Art: Federman, Adams & Colcpy 
Client: Pittsburgh Presbytery 


5) AD: Merald E. Wrolstad 
Client: The Cleveland Museum of Art 


6) AD: Ted Koiting 
Art: Harvey Schmidt 
Agency: BBDO 
Client: Timken Bearing Co. 
7) AD: Dan Gallagher 
Agency: McCann-Marschalk 
Client: Sohio 
8) Best-in-show 
AD: Dan Gallagher 
Art: H. Kreinberg 
Photo: C. Schiavone, Wm. Richards 
Agency: McCann-Marschalk 
Client: Adler 








SHOWS: continued) 


SAN FRANCISCO’S 12th 
SHOW and ist annual 


Three important firsts plus a great 
show made San Francisco’s awards 
luncheon an exciting event. 

@ a 150-page AD annual, the first for 
SF, was produced and on sale at the 
exhibition preview party. 

e the champagne party was the first 
function to be held in the brand new 
International Builaing. 

@ the chosen show pieces were ship- 
ped to the club-sponsored Eyes West 
Conference in Monterey for award 
judging by Henry Wolf, Jack Roberts, 
Art Sherman, Peter Samerjan, Al Park- 
er, Byron Ferris, and James Cross. 

Luncheon guest speaker was NSAD 
President Arthur Lougee. 

The annual is $3.00, post free -and 
can be obtained from Art Directors & 
Artists Club of San Francisco, 609 Sutter 
St., San Francisco. President Bill Car- 
son, in the opening editorial, notes: 

“San Francisco has become something 
of a mecca for artists — its stimulating 
environment attracts creative people 
from all parts of North America and 
Europe. The exhibition reflects these 
varied backgrounds and approaches, so 
a San Francisco look is hard to find. 
Yet through all the work there runs a 
certain feeling, a definite flair. This is 
in itself typical of San Francisco, a 
fresh, exuberant city with a style of its 
own. And that suits us just fine.” The 
award winners are shown here. 
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1) Artist: Harry Spotts 
Art Director: Ira Borkoff 
Agency: Young and Rubicam 
Client: Kaiser Aluminum International 


2) Artist: G. Dean Smith 
Photographer: Don Shapero 
Art Director: G. Dean Smith 
Agency: G. Dean Smith 
Client: Hogan-Kaus Lithograph Co. 


(Color and also the William Randolph 
Hearst Award) 
3) Photographer: M. Halberstadt 
Art Directors: Marget Larsen/Robert 
Freeman/George Dippel 
Copywriter: Howard Gossage 
Agency: Weiner & Gossage, Inc. 
Client: Parisian Bakeries 


4) Artist: Louis Isonio 
Art Director: Louis Isonio 
Agency: Johnson and Lewis 
Client: Rassegna Commercials 


5) Photographer: M. Halberstadt 
Art Director: Gig Gonella 
Agency: Dancer, Fitzgerald & Sample 
Client: Leslie Salt Co. 
6) Artist: Bill Hyde/Butte. 
Herrero & Hyde 
Art Director: Tom Gorey 
Agency: Needham, Louis & Brorby 
Client: Morton’s Salt Co. 


7) Artist /Photographer: Pease-Icardi, 
Tom Moulin 
Art Director: Robert Pease 
Agency: Lloyd Cunningham 
Advertising, Inc. 
Client: Moulin Studios 
(Also Foster and Kleiser Award) 


113 


CALL THE MAN FROM 


~ MARQUARDT 





mPAWN Y ' 


MARQUARDT 153 SPRING STREET, NEW YORK 12° CAnal-6-4562 S 





CLASSIFICATION 11TH BUYERS GUIDE 


ART 71. product, still-life 137. lettering templets 205. photomurals 

see Illustration 50-79 below) 72. props 138. manufacturer 206. reprodupe 
advertising design 73. shoes 139. masking inks & opaques 207. reprodye 

. advertising strips 74. sport 140. negative opaques 208. reproportioning 
airbrush 75. still-life 141. office supplies 209. screened veloxes 
airbrush renderings 76. — 142. oil colors 210. slides 
annual reports 77. stylized 143. pads, blocks, sketch books 211. strip-ups 
architectural rendering 78. symbolic 144. palettes 212. 35mm negs. & positives 
art directors, consultant 79. technical 145. pastels 213. transparencies 
book jackets 146. pencils 214. transparency art 
booklets, direct mail LETTERING 147. pens 215. type “*C’’ prints 
Bourges technique 148. picture frames 216. viewgraph slides 
cor cards 80. alphabets, designed 149. retouching materials 217. color film strips 
cartoons 81. illuminated lettering 150. retail art stores 218. colorstats 
catalogs 82. LeRoy lettering 151. sketch boxes 219. copy prints 
charts 83. lettering 152. slide rules 220. ozalids 

5. dilie eoperetians 84. paste-up alphabets 153. watercolor materials 221. ozachromes 

s aie ealte 85. paste-up color sheets 222. protostats 

>. catinultios 86. paste-up shading film 223. photostats on acetate, in 

18. displays 87. photographic composition PHOTOGRAPHY opaque black or white 

88. photo, film, process 154. 224. visualcast slides 


19. exhibits : onal 
89. photographic variations (0s... enténeba 


20. fine art for industry . 
21. greeting cards 90. planotype lettering 156. antique arms GRAPHIC ARTS 
22. ideas 91. Varigraph lettering 157. architectural 225. acetate proofing 


23. interiors 158. birds 226. advertising presentations 
24. labels RETOUCHING 159. cots & dogs 227. ad pre-prints 

25. layouts 160. children 228. bind ing 

26. letterheads 92. carbros 161. color 229. display manufacturers 

27. maps 93. color toning 162. consultants 230. envelope manufacturers 
28. mechanicals 94. dye transfer 163. editorial 231. gravure plates 

29. oil painting 95. fashion 164. experimental 232. industrial comic books 
30. package design 96. Flexichrome 165. fashion 233. lithography 

30-A. paper sculpture 97. Fluorographic 166. general 234. paper merchants, mills 
31. pen and ink 98. industrial 167. human interest 235. photoengravings 

32. pharmaceutical design 99. photo, b/w 168. illustration 235a. photogelatin printing 
33. point-of-sale 100. photos, color 169. industrial 236. printers, letterpress 

34. portraits, painting 101. products 170. interiors 237. rotogravure 

35. posters 102. technical 171. landscapes 238. silk screen printers 

36. presentations 103. transparencies 172. location 239. type direction 

37. product design 173. magazine photography 240. type foundry 

38. props, costumes, accessories TV ; 174. murals 241. advertising typographers, 
39. record albums 104. animation 175. photo agencies ATA, N.Y. 

40. editorial art technique 105. art 176. photo-reporting 242. typographers, hand 

41. scale models 106. cartoons 177. printons 243. typographers, machine 
42. scratchboard 107. direct color prints 178. products 244. typography, old fashioned 
43. sculpture 108. film production 179. 245. typography, photo 


props 
44, spots 


1 
1 
1 
1 
1 
1 
1 


- aerial 


109. hot press 180. publicity 246. Varityping 
45. stock art 110. lettering 181. reportage 


111. letterin hoto . 4 
46. trade marks 9. PI 182. slide films 
47. trade publishing art 112. props 183. stereo OFFICE SERVICES 


48. wash drawing, b/w 113, slides 184. still life 247. employment egone ies 
49. watercolor 114. story boards 185. stock photos 248. messenger service 


115. titles 186. trick photograph 
LUSTRATION ART SUPPLIES eae ag 0 
(See Art 1 to 49 above) PHOTO REPRODUCTION 249. ocheote 
50. aeronautical 116. acetates, overlays SERVICES 
51. animals 117. adhesives AGENCIES 
os — 118. air brushes 187. Anscochrome processing 250. model 
P - 119. animation colors 188. b/w prints in quantity 251. talent 
54. characters 120. artists’ brushes 189. carbros 
. aa 1 Sates 190. color assemblies REPRESENTATIVES’ LISTINGS 
P 122. Bourges materials 191. color prints in quantity 


57. children’s books 123. bristol boards 192. color separations 
58. decorative humorous 124. canvas 193 


252. artists’ representatives 
253. copywriters’ representatives 


copy of artwork 
254. photographers’ representatives 


59. — & style 125. charcoal & paste! papers 194. duplicate transparencies 
7 hi 126. colored papers 195. dye transfer prints 
62. gensre! 127. crayons and chalks 196. dye transfer prints, giant PHOTOGRAPHIC SERVICES 
63. historical 128. drafting supplies 197. Ektacolor ; 
64. home furnishi 129. drawing instruments 198. Ektachrome processing 255. coordinator, stylist 

- home furnishing 130. erasers 199. enlargements 256. decorator 


- oa 131. fixatives 200. Flexichrome 257. home economist 
67. interi 132. fluorescent materials 201. montage 

—- 133. fluorescent paper 202. mural color transparencies STUDIO LISTINGS 
134. hand lettering sheets, etc. 203. photocompos ing 258. art studios 


68. landscape 
» aie 135. illustration boards 204. photocomposing on 259. photo studios 
_ 136. inks transparencies 260. copy studios 
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CAN PAPER MAKE YOUR 
FORTUNE? YES! 


This Remarkable Material, properly approached by you, may permit You to Retire 
at an Early Age. Live on your Piled-Up Wealth. Paint Masterpieces. Loaf. 1 Paper 
can indeed Make Your Reputation. And, Concurrently, Your Fortune. 1 You need 
merely designate, from over 57,000 variants, The One Right Paper at the Right 
Time at the Right Place, and —in these days particularly —the Right Price. 
1 To Routinize this Happy Assignment, Our Paper Planning Advisory Service 
stands prepared to Convert all of Six Fabulous Floors of Paper into Clients’-Eye- 
Compelling Dummies and Samples. 1 This we do faster than you can say Mead, 
Hamilton, Neenah, Howard, International, Whiting-Plover and So Forth. 1 To 
call over 20 Paper Consultants and 50 years of paper selection to your desk at 


super-telephone speed merely call WO 6-2100 (The key to your future). 


H. P. ANDREWS PAPER CO., 7-11 Laight Street, New York 13, N. Y. 
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CLASSIFIED LISTINGS 


ART 


(S 2 illustration 50-79 Below) 


1. advertising design 


Ac ertising Production, Inc. Phone 27605 
B) 3464 Un’ersity Sta., Charlettesville, Vo. 
al! wt services, see ad under Art Studios 

Art O-Graph Inc. FE 6-4248 
52¢ .. Seventh St. , Minneapolis 15, Minn. 

ver cal opaque projector - mode’ 1000 

Pa Bacon Design and Illustration 
75¢ th Avenue, NYC 19 

Ler Bastrup, Associates 

74° urtleback Rd., Wilton, Conn. 
cre ive design & production 

Ber: be Salkin Studio Pl. 5-6815 
835 “hird Avenue, NYC 22 

Geo 3e¢ Blomquist BA 5-7559 
273: W. Lehigh Ave., Phila 32, Pa. 

Spec alist in Silk Screen 
Anthony Chen 

533! 96 St., Elmhurst 68, NY 
bkle's, letterhds, covers comps, stylized illus. 
Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 

annual reports, booklets, layouts 
Diamond Art Studio 

10E. 40 St., NYC 16 

creative, decorative trade & consumer 

Jone Callis Evans V1 2-4585 
501 E. 32 St., Chicago 16, III. 

Advertising design for the Negro market 

Jack Gregory EV 6-4006 
3510 Hamilton St., Phila 4, Pa. 

ideas, design with type, collage-drawings 
Robert Hovanec Adv. Art Serv. 

HOW. 42 St., NYC 36 

ads-sales promotion, booklets, dir. mail 
Edward Jacobs YU 6-5115 
15 West 45 St., NYC 

( retoucher)photo b/w, products, fash, pictorial 
Larry Kerbs Studio TN 7-0040 
155 E. 44 St., NYC 17 

industrial, consumer: design thru production 
Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 

ort direction-type direction-production 

Bemard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

John J. Metzger 201-PA 1-5657 
26 Rittner Lane, Old Bridge, N.J. 
Allen H. Osofsky 

68-35 79th St., Queens 79, N.Y. 
Lewrence J. Phenis 

664 Luna Ct., Jacksonville 5, Fla. 
fresh creative advertising design & layout 
Rapecis Associates Inc. CH 4-3215 
566 7th Ave., NYC 18 

Book! ets~Ads—Packaging—Direct Mail 

Donald Rettew—Creative Services MO 4-4703 
533 Valley View Rd., Marion Station, Pa. 
Graph ¢ communications counseling & prod. 
Geors > Samerjan LO 4-7257 
80W. 40 St., NYC 18 

graph = art, design, layout, packaging 


PO 2-7865 


OL 1-1183 


MU 3-1418 


TW 4-7060 
EV 4-159] 


Richard Seeger Studios SU 7-5356 


230 E. Ohio St. , Chicago 11, Ill. 
point-of-sale, packaging, advertising design 
Jerry Soling RO 4-8409 
179 Linden St., Rockville Centre, NY 
Graphic Design & Illustration 


2. advertising strips 


- 


Art-O-Graph Inc. FE 6-4248 
529 S. Seventh St. , Minneapolis 15, Minn. 
Art-O-Graph - direct image projector 

Johnstone & Cushing PL 3-5770 
137 E. 57 St., NYC 22 


specialists in comic art, cartoons, comic books 


3. airbrush 


Advertising Production, Inc. Phone 27605 
BX 3464 Un’ersity Sta., Charlottesville, Va. 
all art services, see ad under Art Studios 
Advertising Techniques, Inc. UL 7-7280 
174 S. Portland Ave., Bklyn. 17, N.Y. 
retouching, illustration 

Art—0-Graph Inc. FE 6-4248 
529 S. Seventh St. , Minneapolis 15, Minn. 

art visualizer—enlarges to 7 times original 
Diamond Art Studio MU 3-1418 
10 E. 40ST., NYC 16 

illustration, poster, fine retouching 

Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otto E. Markevics MU 9-6846 
114. E. 32 St., NYC 16 

medical, techn. retouch, illustr. 

Jack P. Taylor, Ill. PA 2-3146 
863 W. 5 St., Winston-Salem 5, N.C. 
airbrush 

Jim Whitman Studio, Inc. 

116 Park Ave., Rutherford, N. J. 
product, background & effects 


GE 8-6414 


4. airbrush renderings 


Art-0.Graph Inc. FE 6-4248 
529 S. Seventh St., Minneapolis 15, Minn. 
Lucy-model 1000 Art-O-Graph-projects direct 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

full color, b/w 

William Edmonson Jr. ED 1-8092 
16451 S. Paulina St., Markham, Ill. 

C.S. Hammond & Co. NJ-SO 3-6000 
515 Valley St. , Maplewood, NJ NYC-WO2-0120 
complete service—Design thru printing 

Jim Whitman Studio, Inc. GE 8-6414 
116 Park Ave., Rutherford, N. J. 

product, cutaway, exploded views, color b/w 
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5. annual reports 


Art-0-Graph Inc. FE 6-4248 
529 S. Seventh St., Minneapolis 15, Minn. 
layout and copy visualizer, direct projector 
Len Bastrup, Associates PO 2-7865 
74 Turtleback Rd., Wilton, Conn. 
creative design & production 

Bill Bundzak 

55 Park Ave., NYC 16 

design, type specification and production 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

covers, comp. dummies, dec. spots 

Robert Hovanec Adv. Art Serv. LO 4-2493 
110 W. 42 St., NYC 36 

design, ‘inished art-surveys & reports 

Bruno Junker MU 7-3572 
545 Fifth Ave., NYC 17 

Home Phone KI 9-8523 
maps, birdseye views, perspective art 

Larry Kerbs Studio TN 7-0040 
155 E. 44 St., NYC 17 

creative; pictorial & typographic 

Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 
design-complete creative production service 
Rapecis Associates Inc. CH 4-3215 
566-7th Ave., NYC 18 

creative design through production 

Donald Rettew—Creative Services MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Design-Photo. —Complete to printed piece 
George Samerjan LO 4-7257 
80 W. 40 St., NYC 18 

graphic art, design, layout, production 


OR 21527 


{ 


6. architectural rendering 


Otto E. Markevics MU 9-6846 
114 F. 32 St., NYC 16 

b/w, color 

Dick Pearson, Architect EX 8-1372 
5233 Vassar Rd., Jacksonville 7, Fla. 
watercolor, b/w, wash, any 
technique, setting 

Seymour Snyder 

11 E. 44 St., NYC 17 

all mediums, color, b/w, also interiors 
Zvonimir Tesla RI 9-0495 
395 Riverside Drive, NYC 25 

specialist in ink & airbrush color renderings 
Wallace A. Young PA 3-9153 
11 Josephine St., No. Providence 4, R.|. 
Architectural Illus. & Renderings-Clr; B&W 


MU 2-1480 


7. art directors, consultant 


Len Bastrup, Associates PO 2-7865 
74 Turtleback Rd., Wilton, Conn. 

creative design & production 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
complete campaigns, ideas thru to print 

145 E. 49 St., NYC 17 

William J. Claxton CR 6-314] 
201 Lasky Dr., Beverly Hills, Calif. 

art director, consultant HO 5-3036 








Design Unlimited IV 3-5955 
111 Front St., Hempstead, L.|., N.Y. 
creatively serving all! of Nassau County 
Clarence Deutsch CA 4-0788 


E-714 Ist Nat'l. Bk. Bildg., St. Paul 1, Minn. 


creative, art supervision, production 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

complete campaigns from ideas thru to print 
Charles F. Dreyer - Art Service YU 6-4242 
480 Lexington Ave., NYC 17 MO 7-3780 
adv., edit., promo., technical 

J. Walter Flynn 

P.O. Box 6976, Dallas 19, Texas 
magazine specialists, editor, art, production 
Robert Hawthorne TR 1-5936 
27854 Lincoln Rd., Bay Village, Ohio 

Art Director-consultant 

Hoyt Howard, Inc. MU 5-5995 
210 E. 39 St., NYC 16 

subscribers to research & Code of Ethics 
Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 
complete supervision-concept to camera 

John J. Metzger 201-PA 1-5657 
26 Ri ttner Lane, Old Bridge, N.J. 

Charles Perry HA 4-5858 
8019 Temple Rd., Philo. 50, Po. 
graphic arts consultant & direction 
Tom Richardson 

620 5th Ave., NYC 

freelance art direction & counsulting 
Robertson/Montgomery YU 1-1596 
716 Montgomery St., S.F. 11, Calif. 
trademark packaging direct mail publictns. 
George Samerjan LO 4-7257 
80 W. 40 ST., NYC 18 

graphic art, design, corporate image 

Sid Tingle 432-0311 
903 Terminal Bidg., Lincoln 8, Nebraska 


visual sales management 


DA 1-9892 


Cl 7-6422 


8. book jackets 


Jack 

3510 Hamilton St., Phila 4, Pao. 
design with type, collage-drawings, booklets 
Estelle Mandel & Co. RE 7-5062 
46£. 80ST., NYC 21 

agent for creative artists 

Irwin Traugot 

449 Atkins Ave., Bklyn 8, NY 
landscape, still-life, stylized 


EV 6-4006 


NI 9-5544 


9. booklets, direct mail 
PO 2-7865 


Len Bastrup, Associates 

74 Turtleback Rd., Wilton, Conn. 
creative design & production 
Berube Salkin Studio 

835 Third Avenue, NYC 22 

Bill Bundzak 

55 Park Ave., NYC 16 

design of sales promotion for industry 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
complete service for art & production 

the copy shop copywriting studio MU 3-1455 
270 Madison Ave., NYC 16 

28 expert copywriters—per job fees—al! media 


PL 5-6815 
OR 9-1527 


Jeanne Day WH 4-4012 
102 East Chestnut, Chicago 11, Ill. 
booklets, direct mail, envelope design 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

visuals, comps, finishes 

Frank Engli 

Salisbury Manor, Nyack, NY 
humorous ideas, rough to finish 
Jack Gregory 

3510 Hamilton St., Phila. 4, Pa. 
ideas, design with type, collage-drawings 
Robert Hovanec Adv. Art Serv. LO 4-2493 
110 W. 42 St., NYC 36 
surveys; reports; inserts 
H. David Howard 

11 E. 44St., NYC 17 
men’s toys fash. hats shoes, floats, access. 
Larry Kerbs Studio TN 7-0040 
155 E. 44 St., NYC 17 

concept & follow-thru; product, institutional 
Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 
design-complete creative production service 
Rapecis Associates Inc. CH 4-3215 
566 7th Ave., NYC 18 

visuals, comprehensives through finish 
Donald Rettew—Creative Services MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Max. results within a predetermined budget 
Sam Rockmaker ST 4-3630 
39-20 Greenpoint Ave., Sunnyside 4, N.Y. 
philanthropy, health, fund raising specialist 
George Samerjan LO 4-7257 
80 W. 40 St., NYC 18 

art & design thru production 

Jerry Soling RO 4-8409 
179 Linden St., Rockville Centra, NY 
Graphic Design & IIlustration 


EL 8-4209 


EV 6-4006 


MU 2-1480 


10. Bourges technique 


Bourges Color Corp. 
80 5th Ave., NYC 11 


available thru art material dealers 


WA 4-8070 


ll. car cards 


Diamond Art Studio 
10 E. 40 St., NYC 16 
humorous, decorative 


MU 3-1418 


12. cartoons 


Charles Addams 

129 E. 55 St., NYC 

Abraham Ajay 

Walnut Hill Rd., Bethel, Conn. 
Fred Balk : 

709 W. 170 St:, NYC 

Jim Berryman 

6633 32 PI., Wash, D.C: 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
humorous, stylized or high design 

Claude EL 4-405] 


Bridgewater, Connecticut 


PL 5-6747 
PI 8-1463 
WA 7-3269 


WO 6-3324 


Diamond Art Studio MU 3-141 3 
10 E. 40St., NYC 16 

spots, cartoon strips 

Paul R. Ducharme 

85 N. Main St., N. Easton, Mass 
Hal Empie 

Duncan, Ariz. 

Frank Engli 

Salisbury Manor, Nyack, NY 
strips, spots, posters, full page 
Ed Fortner 

43 LeBrun Ave., Amityville, L. |. 
Simon Goldsmith 

30 Church St., NYC 7 

Haenigsen 

Windy Bush Orchard, New Hope, Pa. 

Kurt Herz MU 7-0 73 
20 W. 45 St., Rm. 1200, NYC 
spots, decorative humorous 
Charles Herzog II! Studio 

16175 Lindsay, Detroit 35, Mich. 
Jim Hocks SU 7-2. 55 
c/o Caroonists 100 E. Ohio, Chicago, III 
Syd Hoff 

P.O. Box 2773, Miami Beach, Fla. 
Robert Hovanec Adv. Art. Serv. 
110 W. 42 St., NYC 36 

cartoon spots, posters, slide films 
Phil Hustis WH 6-7 (59 
15 Ridgeway Circle, White Plains, N. Y. 
**Ereelancer since 1945"’ 
Johnstone & Cushing 
137 E. 57 St., NYC 22 
specialists in comic art, cartoons, comic books 
Kennedy Associates, Inc. MU 7-1320 
141 E. 44 St., NYC 

Carl Lawson CO 1-6845 
208 Reichelt Rd., New Milford, N. J. 

Joseph Mirachi PA 9-5739 
Castlewood Trail, Sparta RD 1, N. J. 

Fred Neher 

P.O. Box 708, Boulder, Colo. 
Virgil Partch 

Box 367, Balboa Island, Calif. 
creative design & Mechanical artwork 
Rapecis Associates Inc. CH 4-3215 
566 7th Ave., NYC 18 

spots, stylized 

John A. Ruge 

Hotel Gramatan, Bronxville, N. Y 
Eugene A. Russo 

2 W. 45 St., Room 1700, NYC 36 
design, layouts, mechanicals 
Henry J. Schilling 

280 Madison Ave., NYC 16 
cartoonist 


13. catalogs 


Bill Bundzak 

55 Park Ave., NYC 16 

design, type specs & production 
the copy shop copywriting studio 
270 Madison Ave., NYC 16 

28 expert copywriters—per job fees—all media 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 
from ideas thru to print 
H. David Howard 

11 E. 44St., NYC 17 
men's boys fash. hats shoes, floats, access. 
Jan Associates CO 5-979 
1166 6th Ave., NYC 36. 

Larry Kerbs Studio TN 7-( 340 
155 E. 44 St., NYC 17 

promotional & technical artfully combinec 


EL 8-42 9 


AN 4-6! 2 


RE 2-9 14 


VE 6-5 00 


LO 4-2..93 


PL 3-5/70 


HA 1311M 


DE 7-5200 
~ MU 2-2074 


MU 4-1856 


OR 9-1527 


MU 3-1455 


MU 2-' 480 


SReEervrescnese 





3-5/70 


lic books 


7-1320 


1-6845 


9-5739 


. 131M 


| 4-3215 


. 9-1527 


} 3-1455 


| media 


) 3-1418 


B mard Magrino Associates WI 7-2243 
2 55 Hudson Terrace, Fort Lee, N. J. 

a omplete service 

D: xald Rettew—Creative Services MO 4-4703 
5! Valley View Rd., Merion Station, Pa. 

L« vout design-Photography-Full prod. 

Gorge Samerjan LO 4-7257 
gC ¥. 40 St., NYC 18 

gr 2hic art, design, complete production 


l. charts 

Ad aster Prints, Inc. OR 9-1134 

42: Park Ave. So., NYC 16 

“T e Visual Aid Center”’ 

Jac . Becker 

116 W. 73 St., NYC 

Jos ph Berdone 

11£ 07 Parkway Dr., Elmont L. i. 

Na: zy W. Dall KI 5-5162 

517 S. Carlisle St., Phila, 46, Pa. 

B. Jankovszky WH 8-6683 

120 Green Acres Ave., White Plains, N.Y. 

Dic:sond Art Studio MU 3-1418 

OE. 40 St., NYC 16 

statistical & technical charts, graphs, maps 

Jere Donovan PO 4-574] 

Old Stony Hill Rd., Pd. Ridge, Conn. 

C.$. Hammond & Co. NJ-SO 3-6000 

515 Valley St., Maplewood, NJ NYC-WO2-012% 

Quantity Production only 

Wittich Holloway RO 4-3376 
LO 4-2493 


TR 3-5582 
CU 5-8475M 


117 Sarles, Pleasantville, N.Y. 

Robert Hovanec Adv. Art Serv. 

110 W. 42 St., NYC 36 

slide films, graphs, maps, etc. 

Frank Kaz 

162 W. 54 St., NYC 

Maximilian and Rita Kerr 

240 E. 35 St., NYC 16 

Charts, slides, brush & pen lettering 

Edward Malsberg OS 2-3613 

Glenwalden, Ossining, N. Y. 

Otte E. Markevics 

114 E. 32 St., NYC 16 

charts that look different 

Alex Semenoick 

35-11 85 St., Jackson Hts., N. Y. 

Studio Nine NO 3-1558 

4360 Melrose Ave., Los Angeles 4, Calif. 

graphic statistical! presentations 

Ugo Torricelli-chameyront SU 7-2460 
GE 8-6414 


JU 2-1548 
LE 2-4880 


MU 9-6846 


NE 9-2792 


239 Central Pk. W., NYC 24 

Jim Whitman Studio, Inc. 

116 Park Ave., Rutherford, N. J. 
color, black & white, leroy, chart pack 


15. color separations 


Cole Corporation of Americo JU 2-4355 
43W 6lst St., NYC 23 
610°. Armenia, Tampa, Flo. 877-5353 


comp ete quality color service to the trade 


16. comic books 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 
commercial comic books & strips 
Johnstone & Cushing 

137 E. 57 St., NYC 22 
specialists in comic art, cartoons, comic books 


PL 3-5770 


17. continuities 


Brad Anderson 

c/o The Blair Agency 
Washington Valley Rd., Martinsville, N. J. 
R.N. Anderson TE 6-4308 
117 Lees Ave., Teaneck, N. J. 

Ken Bald NO 4-0492 
8 Oak Trail Rd., Hillsdale, N. J. 
Jack Chism 

931 S. Central St., Franklin, Mass 
Paul 

223 E. 179 St., NYC 

Diamond Art Studio 

10 E. 40St., NYC 16 

straight or humorous 

Tony Di Preta 

29 Grenhart Rd., Stamford, Conn. 
Joseph Edwards PY 8-1219 
96 Block Blvd. Massapequa Pk. L. |. 

Creig Flessel 

102 Bay Dr., Huntington, L. I. 
Robert Globerman 

Hampton Gardens, Ossining, N. Y. 
Haenigsen 

Windy Bush Orchard, New Hope, Pa. 

Edward Hanke BR 6-4878 
RFD L, Box 131B, Briar Cliff, N.Y. 

Phil Hustis WH 6-7459 
15 Ridgeway Circle, White Plains, N. Y. 
**Ereelancer since 1945" 
Johnstone & Cushing 
137 E. 57 St., NYC 22 
specialists in comic art, cartoons, comic books 
Joel King GA 6-2001 
P.O. Box 57, Hawleyville, Conn. 
Robt. Q. Sale 

9 Skemer, Levittown, L. |. 


EL 6.9588 


TR 8-3492 
MU 3-1418 


DA 3-2277 


WI 1-6520 


PL 3-5770 


WE 8-2750 


18. displays 


Alberto Sign & Display Co. CL 5-9705 
3120 Paul Pau., Montreal 5, Canada 

display designers & manufacturers 
Len Bastrup, Associates 

74 Turtleback Rd., Wilton, Conn. 
creative design 

Diamond Art Studio 

10 E. 40 St., NYC 17 

point of sales 

Neal Goldman Associates, Inc. 
230 Park Ave., NYC 17 

Rapecis Associates Inc. 

566—7th Ave., NYC 18 

creative point of purchase 

Rik Shaw Associates, Ltd. 

250 W. 57 St., NYC 19 

specialize in photographic displays 


PO 2-7865 


MU 3-1418 


MU 6-2747 
CH 4-3215 


PL 7-3988 
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Seymour Snyder MU 2-1480 
11 E. 44St., NYC 17 
still life, interiors architect, landscps. 


19. exhibits 


Len Bastrup, Associates 

74 Turtleback Rd., Wilton, Conn. 
creative design 

Neal Goldman Associates, Inc. 
230 Park Ave., NYC 17 

Pentes Design Inc. 377-7082 
410 N. Laurel Ave., Charlotte 4, N.C. 

alum‘ flexhibit’modular system, brochure mailed 
Rik Shew Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

lightboxes & transparencies any size 

Studio Nine NO 3-1558 
4360 Melrose Ave., Los Angeles 4, Calif. 
commercial & industrial trade shows 


PO 2-7865 


MU 6-2747 


20. fine art for industry 


Gene C. Adams IV 3-7159J 
38-85 Manawank Ave., Phila 28, Pa. 

Samuel H. Antupit MU 2-2728 
90 Pinewood Gdns., Hartsdale, N. J. 

Irene Aronson DE 5-378) 
63-20 Haring St., Rego Park, L.I., N.Y. 
James Avati RE 6-5516J 
Red Bank, N. J. 

John Balbalis 

2266 37th St., Astoria, L.|. N.Y. 
John Baumer 

412 Glen Holly, Pasadena, Calif. 
W.M. Baumhofer AN 1-7832 
56 School St., Northport, L.1., N.Y. 

T.H. Benton WE 1-2125 
3616 Belleview Ave., Kansas City, Mo. 
Robert Chapman 

Corso Italy 26, Firenze, Italy 
Edward Chevez 

Woodstock, N.Y. 

Edna Eicke CA 7-2702 
RFD 4, Westport, Conn. 

Greta Elgaurd HO 2-2621 
3335 Deronda Dr. , Hollywood 28, Cal. 

Helen Etting 

1922 Panama St., Phila. 3, Pa. 
John R. Grabach 

915 Sanford Ave., Irvington, N. J. 
Homer Hill 

New Providence, N. J. 

Joe Jones 

Blackberry Lane, Morristown, N. J. 
Robert J. Lee 

Seminary Hill, Carmel, N. Y. 
Estelle Mandel & Co. 

46 E. 80St., NYC 21 

agent for creative artists 
Noel Martin RE 1-1287 
6226 Robinson Rd., Cincinnati, Ohio 

Everett McNea SU 7-6985 
230 E. Ohio St.. Chicaao, Ill. 

Corrinne Nebil CL 9-7193 
104 Edwards St., Fairfield, Conn. 

Robert Riggs HA 4-3167 
22-66 94th St., Jackson Hgts., N.Y. 

George Samerjan LO 4-7257 
80 W. 40St., NYC 18 

creative art, design, oil paintings 


RA 8-4692 


OR 9-2357 


ES 2-3140 
CR 3-3939 
JE 9-1542 
CA 5-4934 
RE 7-5062 





HE 8-1536J 
MU 2-1480 


Ben Shahn 

Roosevelt, N. J. 
Seymour Snyder 

11 E. 44St., NYC 17 
landscapes, still life, architect. , all mediums 
Robert Thom MA 6-241] 
W. Surrey St., Bloomfield, TWSP, Mich. 
William Traher 

2331 Niagara St., Denver 7, Colo. 

John S. Walsh ME 7-8937 
675 44th Ave., Lachine Mont., P.Q., Canada 
Andrew Wyeth MA 8-2512 
Chadds Ford, Pa. 


21. greeting cards 


Vera Bell 
662 Lexington Ave., NYC 
Diamond Art Studio 
10 E. 40 St., NYC 16 
layout, art, production 
Susan Elson 
290 Sixth Ave., NYC 
Roger Epply 
Old Saybrook, Conn 
Edward Epstein 
570 Ft. Washington Ave., NYC 
James Wilfred Kerr 
360 E. 55th St., NYC 
Jackie Klapholz DR 6-2449 
112 S. Maple Ave., Springfield, N. J. 
Pauline Kreutzfeldt 
RFD Greenfield Center, N. Y. 
Eleanor Loecher Vi 65746 
118-60 Metrepolitan, Kew Gardens, N. Y. 
Don Lynch NY 7-3939 
No. Broadway, Upper Nyack, N. Y. 
Irene Murray 
12 Liberty Pl. Weehawken, N. J. 
Herbert Olsen 
Bayberry Lane, Westport, Conn. 
Evelyn Rose TW 6-5194 
98-51 64th Rd., Forest Hills, N.Y. 

LY 5-2356 


Jack Shaw 
CH 2-5383 


MU 8-4897 
MU 3-1.418 


OR 4-6247 
EU 8-9506 
WA 7-6346 
PL 3-7036 


UN 7-4273 
CA 7-5462 


362 W. 12th St., Claremont, Caiif. 
Marian Taylor 

23 Grove St., NYC 

Rosalind Welcher 

3652 Dyre Ave., NYC 


FA 5-818] 


22. ideas 


Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portiand 4, Ore. 
creative, original, sales producers 
the copy shop copywriting studio 
270 Madison Ave., NYC 16 

28 expert copywriters—per job fees—all media 
Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 

art direction-type direction-production 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 


MU 3-1455 


23. interiors 


Clarence Deutsch CA 4-0788 
E-714 1st Not’l. Bk. Bldg. , St. Paul 1, Minn. 
creative, art supervision, production 


24. labels 


George Blomquist BA 5-7559 
2735 W. Lehigh Ave., Phila 32, Pa. 
Experienced Designing of labels, Decals 
Diamond Art Studio MU 3-1418 
IO E. 40 St., NYC 16 

creative, die-cuts, to meet all needs 

Roy Horton Studios PL 3-4914 
151 E. 50 St., NYC 22 

rough, comp., mechanical 
Laymon Studios 

P.O. Box 520, Danville, Va. 
smart design & master negatives 
William Metzig 

331 Madison Ave., NYC 17 
trademarks, labels, package design, letterhead 
Marianne Wielgos (evenings) CO 7-4479 
31 Newbury St., Boston 16, Mass. 


SW 2-1962 


MU 7-0512 


25. layouts 


Advertising Techniques, Inc. UL 7-7280-1-2 
174 S. Portland Ave., Bklyn. 17, N.Y. 
design, mechanical, production 

Howard Alber LO 3-0474 
2004 Pine St., Phila. 3, Pa. 

Bruce Angrave 

92 Dorset House, London NW 1, Eng. 

Paul K. Apkarian GA 1-469] 
1855 Roxbury Rd., Cleveland 12, Ohio 
design & saleability, rough-comprehensive 
John Averill LI 9-0377 
738 W. Barry Ave., Chicago, Ill. 
William Bird 

708 Walnut St., Phila. 2, Pa. 
Ronald Bradford 

801 S. Wells, Chicago, III. 
Ralph Canales, 

Oak St., Westport Conn. 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
creative layout, illustration, lettering 

John Clark DA 2-0853 
Robinson Dr., Stamford, Conn. 

Albert J. Conti DE 4-6854 
2308 S. Woodstock St., Phila. 45, Pa. 

Herb Daugherty TE 8-6119 
200 E. 66th St., NYC 21 
James M. Delahanty 

1416 Norvell Dr., Pitts, Pa. 
Clarence Deutsch 

E. 714 1st Natl. Bk Bldg., St. 
Diamond Art Studio 

10 E. 40 St., NYC 16 
industrial, consumer for all media 

Barnet Edelman DE 9-9112 
1501 Ocean Parkway, Brooklyn 30, NY 
editorial layout, evening and weekend work 
John Rogers Fleming 

1601 21 St., Wash., D.C. 

John Garty 

271 Willow Ave., Lyndhurst, N. J. 
Robert Hovanec Adv. Art Serv. 
110 W. 42 St., NYC 36 

ads, booklets, surveys 

Jan Associates 

1166 6th Ave., NYC 36 

Henry Kopel SO 3-3992 
508 Richmond Ave. , Maplewood, N. J. 

art direction-type direction-production 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 


WA 2-7353 


CA 7-7665 


FR 1-5404 
CA 4-0788 


Paul, Minn. 
MU 3-1418 


GE 8-4838 
LO 4-2493 


CO 5-979 


Rapecis Associates Inc. CH 4-37 15 
566-7th Ave., NYC 18 

creative visuals, comprehensives 
George Samerjan 

80 W. 40 St., NYC 18 

new campaigns, creative layout 
William B. Stein 

575 Lexington Ave., NYC 22 
layouts, art direction, rendering, cartoons 
Studio Nine NO 3-1 58 
4360 Melrose Ave., Los Angeles 4, Calif 
folders, brochures, booklets 


LO 4-7: 57 


PL 2-2. & 


26. letterheads 


Alberto Sign & Display Co. CL 5-9 05 
letter heads, trademarks & display charts 
3120 Paul Pau., Montreal 5, Canada 

Len Bastrup, Associates PO 2-7 65 
74 Turtleback Rd., Wilton, Conn. 
creative design & production 

Bill Bundzak 

55 Park Ave., NYC 16 

design of creative letterheads 
Diamond Art Studio 

lO E. 40 St., NYC 16 

design, finish, all types of businesses 

Otto E. Markevics MU 9-6346 
114 E. 32 St., NYC 16 
decorative, realistic 
William Metzig 

331 Madison Ave., NYC 17 
trademarks, labels, package design, letterhead 
Rapecis Associates Inc. CH 4.3215 
566-7th Ave., NYC 18 


corporate image, creative design 


OR 9-1 527 


MU 3-1.418 


MU 7-0512 


27. maps 


Aero Service Corporation GL 7-3023 
210 E. Courtland St., Phila 20, Pa. 

relief maps & models 

Diamond Art Studio MU 3-1418 
1OE. 40St., NYC 16 

decorative, statistical, technical 

Jere Donovan PO 4-574) 
Old Stony Hill Rd., Pd. Ridge, Conn. 

Maps 

C.$. Hammond & Co. NJ-SO 3-6000 

515 Valley St., Maplewood, NJ NYC-WO 2-012 
Authentic-Factual & Decorative 

Bruno Junker MU 7-3572 
545 Fifth Ave., NYC 17 

Home Phone 

perspective maps, birdseye views 

Jerome S. Kates 

33 Halcynter, New Rochelle, N. Y. 
Maps 

Estelle Mandel & Co. 

46 E. 80 St., NYC 21 

agent for creative artists 

A. Petrucelli 

Mt. Tabor, N. J. 

Maps 

Studio Nine NO 
4360 Melrose Ave., Los Angeles 4, Ca 


perspective view, scale, realty maps 


KI 9-8523 
NE 2-608! 
RE 7-5062 
RO 9 2512 


558 





L 5-9 05 


arts 


D 2-7 65 


R 9-127 


J 3-1.418 
2S 
J 9-6346 
J 7-0512 


stterhead 
44-3215 


. 7-3023 


J 3-1418 


) 4-574] 


) 3-6000 
WO 2-012( 


J 7-3572 
1 9-8523 


= 2-608! 


= 7-5062 


) 9 3512 


28. mechanicals 
D amond Art Studios MU 3-1418 
1 E. 40St., NYC 16 

c¢ ‘an, precise-type specs 

B met Edelman DE 9-9112 
If )1 Ocean Parkway, Brooklyn 30, NY 

m chanicals, evening and weekend work 

R: 2ert Hovanec Adv. Art Serv. LO 4-2493 
1] W. 42 St., NYC 36 

o. prod. know-how saves you $ & time 

Jc Associates CO 5-9790 
1] 5 6th Ave., NYC 36 

B« nard Magrino Associates WI 7-2243 
2% 5 Hudson Terrace, Fort Lee, N. J. 

a: omplete service 
Me hanicals Plus 
14 E. 57 St., NYC 
St. lio Nine NO 3-1558 
43 ) Melrose Ave., Los Angeles 4, Calif. 

me hanicals, paste—ups, mounting 
Jin Whitman Studio, Inc. 

He Park Ave., Rutherford, N.J. 
cai ‘logs, brochures, packaging, color sep. 


PL 2-2480 


GE 8-6414 


2°. oil painting 


Alberto Sign & Display Co. CL 5-9705 
3120 Paul Pau., Montreal 5, Canada 

oil painted maps & murals 
Roy Horton Studios 

151 E. 50 St., NYC 22 
Estelle Mandel & Co. 
46E. 80St., NYC 21 


agent for creative artists 


PL 3-4914 
RE 7-5062 


30. package design 


Chester Joshua Abend IN 3-7224 
19-20 147th St., Whitestone 57, N. Y. 
Egmont Arens YU 6-8677 
480 Lexington Ave., NYC 17 
packaging, industrial design, interiors 
John Balbalis RA 8-4692 
266 37th St., Astoria, L. I. 
Len Bastrup, Associates 
74 Turtleback Rd., Wilton, Conn. 
creative design & production 
Mabel Siegelin Bott 
Artist Acres, RR 5, Brazil, Ind. 
Ruth Brand FR 8-6043 
1414 Millwood, N. Merrick 21, N.Y. 
Design Directions Inc. MU 9-2966 
307 Sth Ave., NYC 16 
package, industrial & corporate design 
Diamond Art Studio MU 3-1418 
1OE. 40St., NYC 16 
complete design service; comp to finish 
Joseph P. Ficaro 
784! S. Hoyne Ave., Chicago 20, Ill. 
Robert |. Goldberg Fl 2-1066 
29 Lawrence St., New Hyde Park, L. I. 
Nea! Goldman Associates, Inc. MU 6-2747 
230 °ark Ave., NYC 17 

ottlieb 

arch Ave., Teaneck, N. J. 

‘orton Studios 

50 St., NYC 22 


PO 2-7865 


TE 6-6777 
PL 3-4914 


Ingersoll Associates, Inc. BR 9-5136 
4W. 40St., NYC 18 

rough, comp., mechanical 
Robert Isaacson Design 

440 Colfax Rd., Havertown, Pa. 
exclusively packaging/al! methods & materials 
Robert Jackson LY 1-7621 
Brksid. Grdns., Irvington, N.Y. 
Jan Associates 

1166 6th Ave., NYC 36 

Bert Kempshall 

410 N. Michigan, Chicago, III. 
Henry Kopel 


HI 9-2866 


CO 5-979 
MO 4-3052 
SO 3-3992 


508 Richmond Ave. , Maplewood, N. J. 
art & type direction-conc~pt to camera 


MU 7-0512 


William Metzig 

331 Madison Ave., NYC 17 
trademarks, labels, package design, letterhead 
566-7th Ave., NYC 18 
Rapecis Associates Inc. 
creative design through finish 
Jan Rospond 

Shunpike, Chatham, N. J 
George Samerjan 

80 W. 40 St., NYC 18 
creative packaging, trademarks, production 
Norbert Schwarz DE 7-2824 
49 E. Oak, Chicago, III 

Edw. F. Sullivan 

230 N. Michigan, Chicago, Ill. 


CH 4-3215 
FR 7-3074 
LO 4-7257 


CE 6-8545 


30-A. paper sculpture 


Mildred Sacks MU 3-9740 
25 East 26th St., NYC 10 


creative figures for advertising art 


31. pen and ink 


Leo Barry 

19 Bartlett Ave., Norwalk, Conn. 
pen and ink drawings 

Diamond Art Studio 

10 E. 40St., NYC 16 

adv. & story illustration 

Robert Hovanec Adv. Art Serv. 
TI0 W. 42 St., NYC 36 

modern techniques; telephones a specialty 
Estelle Mandel & Co. RE 7-5062 
46E. 80St., NYC 21 

agent for creative artists 

Otto E. Markevics 

114 E. 32 St., NYC 16 

product, spot, techn. illustr. 
Marianne Wielgos (evenings) 

31 Newbury St., Boston 16, Mass. 
Wallace A. Young PA 3-9153 
11 Josephine St., No. Providence 4, R. |. 
Pen & Ink 


VI 7-8130 
MU 3-1418 


LO 4-2493 


MU 9-6846 


CO 7-4479 


32. pharmaceutical design 


Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

layouts, comps, finish; broadsides 
Robert Hovanec Adv. Art Serv. 

110 W. 42 St., NYC 36 


detail folders, ads, blotters etc. 


LO 4-2493 
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Henry Kopel SO 3-3992 
508 Richmond Ave. , Maplewood, N. J. 

art & type direction-concept to camera 
Estelle Mandel & Co. RE 7-5062 
46 E. 80 St., NYC 21 
agent for creative artists 
Rapecis Associates Inc. 
566-7th Ave., NYC 18 
booklets, ads, packaging, direct mail 


CH 4-3215 


33. point-of-sale 
Len Bastrup Associates PO 2-7865 
74 Turtleback Rd., Wilton, Conn. 

creative design & production 

George Blomquist BA 5-7559 
2735 W. Lehigh Ave., Phila. 32, Pa. 
Designs For Silk Screen Reproduction 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
brainstorming sessions by appointment only 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

layout through finished art 
Neal Goldman Associates, Inc. 
230 Park Ave., NYC 17 

Jan Associates 

1166 6th Ave., NYC 36 

Rik Shaw Associates, Ltd. 

250 W. 57 St., NYC 19 

181 photographic production services 


MU 6-2747 
CO 5-9790 
PL 7-3988 


34. portraits, painting 


Ernest Hamlin Baker 

Brevard Rd., Hendersonville, N.C. 
Portraits 

Bill F. Bowen 

170 Hudson Terr., Yonkers, N.Y. 
portraits 

Dick Burton AN 1-2915 
314 Dickenson Ave., Northport, L. |. 
portraits 

Gordon Ellis 

White House, Berwick-on-Tweed, England. 
portraits 

Nellie M. Frain 

53 W. Burton PI. Chicago 10, III. 
portraits 

Germain G. Glidden 

Seir Hill, Norwalk, Conn. 
portraits 

Kari Godwin 

Patrick Rd. Westport, Conn. 
portraits 


YO 5-1489 


VI 7-8791 


CA 7-5023 


35. posters 


Alberto Sign & Display Co. CL 5-9705 
3120 Paul Pau., Montreal 5, Canada 

posters & cards, layouts & lettering 

George Blomquist BA 5-7559 
2735 W. Lehigh Ave., Phila 32, Pa. 

Exp. Designing for Silk Screen 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
genuine traffic stoppers 
Diamond Art Studio 

10 E. 40 St., NYC 16 


MU 3-1418 








Simon Goldsmith RE 2-9834 
travel, food, industrial 

30 Church St., NYC 7 

Rapecis Associates Inc. CH 4-3215 


566-7th Ave., NYC 18 

creative design through production 
George Samerjan 

80 W. 40St., NYC 18 

original, modern effective 


LO 4-7257 


356. presentations 
Berube Salkin Studio PL 5-6815 
835 Third Avenue, NYC 22 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 

cinch that account on first call 
the copy shop copywriting studio MU 3-1455 
270 Madison Ave., NYC 16 

28 expert copywriters—per job fees—all media 


Diamond Art Studio MU 3-1418 
1OE. 40 St., NYC 16 

effective & unique design 

Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Phil Hustis WH 6-7459 


15 Ridgeway Circle, White Plains, N. Y. 
"Freelancer since |945”’ 

Maximilian and Rita Kerr LE 2-4880 
240 E. 35 St., NYC 16 

Creative charts, 3D Slides, Binders, etc. 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

complete creative photo. prod. serv. 

Studio Nine NO 3-1558 
4360 Melrose Ave., Los Angeles 4, Calif. 
trade sales, displays, maps 


Terminal Display Art Service MU 7-3670 
8W. 45 St., NYC 
37. product design 

YU 6-8677 


Egmont Arens 

480 Lexington Ave., NYC 17 
product, design & development, prototypes 
Len Bastrup, Assccictes PO 2-7865 
74 Turtleback Rd., Wilton, Conn. 
creative design 

Neal Goldman Associates, Inc. 
230 Park Ave., NYC 17 : 


MU 6-2747 


38. props, costumes, 
accessories 


Robert Abells RE 4-5116 
860 Lexington Ave., NYC 
fire-arms 

Abet Rent-A-Fur 

150 W. 28 St., NYC 

furs 

Accessories & Design 

112 E. 55 St., NYC 
furniture & interiors 
Aluminum Furniture 

127 E. 60 St., NYC 


furniture & interiors 


CH 3-4555 


PL 3-3555 


TE 8-7943 


Angie Costumes JU 2-3759 
56 W. 46 St., NYC 
costumes & accessories 
Animal Talent Scouts 
331 W. 18St., NYC 
animal 

Arden Galleries 

60 W. 67 St., NYC 
galleries, props 

Atlas Mirror & Glass 
308 E. 49 St., NYC 
mirrors & glass 

J. Aug Bicycles 

15 W. 100 St., NYC 
Bicycles 

Mne. Berthe Costumes 
110 W. 47 St., NYC 
costumes & accessories 
Beshar & Company 

73 E. 52 St., NYC 
rugs 

Bicycle & Ski Club 
9C.P.W., NYC 
bicycles 

Bonniers 

605 Madison Ave., NYC 
furniture & interiors 
Booth’'s 

164 E. 56 St., NYC 
furniture & interiors 
Brooks Costumes 

3 W. 61 St., NYC 
costumes & accessories 
Capezio 

1612 B’way, NYC 
shoes 

Carpet House 

515 Madison Ave., NYC 
rugs 

Carpet Institute 

350 Fifth Ave., NYC 
rugs 

Carrol] Musical Instrument Service CO 5-2022 
209 W. 48 St., NYC 
musical instruments 
Center Fire Arms 

236 W. 54 St., NYC 
fire-arms 

Chateau Riding 

608 W. 48 St., NYC 
animals 

Colonial Sand & Stone Co. 
1740 B’way, NYC 

sand 

David's Outfitters 

117 W. 46 St., NYC 
costumes & accessories 
Delman Shoe 

754 Fifth Ave., NYC 
shoes 

Dunbar 

305 E. 63 St., NYC 
furniture, office 

Eaves Costume 

151 W. 46 St., NYC 
costumes & accessories 
Encore Studio 

410 W. 47 St., NYC 
galleries, props 

Ey-Teb Salon 

14E. 60St., NYC 
eyelashes-fingernails 
Finland House Lighting 
8E. 36 St., NYC 
lighting fixtures 


CH 3-2700 


EN 2-2780 


PL 3-9357 


AC 2-7248 


PL 7-4170 


PL 8-1400 


Cl 63169 


PL 9-7985 


MU 8-0667 


PL 7-5800 


JU 6-2150 


PL 5-7172 


PE 6-2043 


Cl 6-7307 


Cl 6-0520 


Cl 5-5400 


PL 7-0160 


PL 9-7600 


TE 8-8718 


PL 7-3730 


Cl 65237 


PL 2-1685 


MU 3-3157 


Flea Market 

215 E. 55 St., NYC 
galleries, props 

Walter Florell 

30 W. 57 St., NYC 
Millinery 

Follies Costume 

254 W. 49 St., NYC 
costumes *& accessories 
Grey Owl Indian Craft 
4518 Seventh Ave., NYC 
costumes & accessories 
Gringer & Sons 

29 First Ave., NYC 
kitchens, plumbing 

$. Hanfling Co. 

24 W. 28 St., NYC 
foliage 

A. T. Harris Corp. 

421 Lexington Ave., NYC 
tux & tails 

Victor Henschel 

1003 Second Ave., NYC 
rugs 

Milton C. Herman 

363 Seventh Ave., NYC 
furs 

Wm. Hunrath 

763 Third Ave., NYC 
hardware 

Innocenti Corp. 

45 Columbus Ave., NYC 
autos & motor bikes 
1.Q. Costume 

248 W. 64 St., NYC 
costumes & accessories 
Island Motor Inc. 

83-02 Queens Bidv., NY 
autos & motor bikes 
Edwin Jackson 

159 E. 54 St., NYC 
furniture & interiors 
Japan Paper Co. 

7 Laight, NYC 
wrappings 

Karinska Costumes 

112 W. 44 St., NYC 
costumes & accessories 
Kennedy Galleries 

785 Fifth Ave., NYC 
prints 

Kervan Co. 

119 W. 28 St., NYC 
foliage 

Knoll Associates 

575 Madison Ave., NYC 
furniture, office 

S. Kramer 

952 Second Ave., NYC 
paint houses 

La Cuisiniere 

133 E. 55 St., NYC 
pot & pans 

Lighting Associates 
238 E. 47 St., NYC 
lighting fixtures 
Lopipero, Inc. 

788 Third Ave., NYC 
furniture & interiors 
Farley Manning Associates 
342 Madison Ave., NYC 17 
Camping props 
Marjikian Co. 

108 E. 48 St., NYC 
rugs ; 
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| Miller BR 9-2000 
£30 Fifth Ave., NYC 

s es 

Jha F. Morris 

2'4W. 30 St., NYC 
f-s 

bh Ile Costumes 

4 9? Seventh Ave., NYC 
c stumes & accessories 
b wel Art Galleries 

8 3} Second Avenue, NYC 
g leries, props 

© | Versailles 

2E. 53St., NYC 

fu niture & interiors 

0 vida Community Ltd. 
& Park Ave., NYC 

Si ver place settings 

P' -za Paint Supply 

IC 6 Third Ave., NYC 
po xt houses 

He ene Pons Costume 
25 W. 54St., NYC 

co tumes & accessories 
Re | Lace Shop 

55: Madison Ave., NYC 
lac 

Reiss Bros. 

54 =. 59St., NYC 


LA 4-5019 
BR 9-2690 
PL 8-1970 
PL 3-4479 
OX 7-1410 
TE 8-6767 
CO 5-7920 
PL 8-1783 
EL 5-2570 


toys 

Rubenstein’s & Sons Al 4-0162 
876 B’way, NYC 

Xmas & party goods 
Rose Schogel Costumes 
3) W. 56 St., NYC 
costumes & accessories 
Eddie Senz, Inc. 

61 E. 57 St., NYC 
make-up 

Sherf Furs 

534 Lexington Ave., NYC 
furs 

Alex Taylor 

7E. 38 St., NYC 
athletic equipment 
Theatrical Costume 

12 W. 44 St., NYC 
costumes & accessories 
Tey Balloon Co. 

204 £. 38 St., NYC 
Balloons 

Tudor Art Galleries 

311 E. 56 St., NYC 
galleries, props 

Variety Costumes 

353 W. 48 St., NYC 
costumes & accessories 
Welter Furniture Co. 

893 Second Ave., NYC 
furniture & interiors 
David Weiss Antiques 
863 Third Avenue, NYC 
furniture & interiors 
Wilma Gowns 

4W. 57 St., NYC 
costumes & accessories 
Winter Furs 

224W. 30 St., NYC 


furs 


Cl 7-7595 
PL 3-2326 
PL 9-4850 
MU 9-5656 
LU 2-4190 
MU 2-3803 
PL 5-113] 
CO 5-8789 
PL 8-0472 
PL 5-1492 
Cl 7-2475 


BR 9-1534 


39. record albums 


Maar‘ on de Raad 
4511 Maycrest Ave., Los Angeles 32, Calif. 
recor albums 


Estelle Mandel & Co. 
46 E. 80 St., NYC 21 
agent for creative artists 


40. editorial art technique 


Howard Brodie DA 5-5148 
4006 Ben Lomond Dr., Palo Alto, Cal. 
sketches: figure—portrait—action 
Jack 

3510 Hamilton St., Phila. 4, Pa. 
collage-drawings, design with typography 
Jean Macdonald Porter RO 1-2180 
175 Main St., White Plains, N. Y. 

child books, advertising, overlays 


EV 6-4006 


41. scale models 


Aero Service Corporation GL 7-3023 
210 E. Courtland St., Phila. 20, Pa. 
scale models & maps 


42. scratchboard 


Diamond Art Studio 

10 E. 40 St., NYC 16 

adv. product, story illustration 
Robert Hovanec Adv. Art Serv. 
110 W. 42St., NYC 36 
historical homes, telephones, spots 

Michael Lopert MU 5-2830 
218 Madison Ave., NYC 16 

product, still life, food 

Jack Vogelman TR 5-0790 
IRON | iston Road, Kenmore 23 N.Y. 

product renderings, creative 


MU 3-1418 


LO 4-2493 


43. sculpture 


Sculptural Promotions, Inc. 
44) Lexington Ave., NYC 17 


44. spots 


Anthony Chen 

5331 96 St., Elmhurst 68, NY 
stylized realism, decorative, color & b/w 
Diamond Art Studio MU 3-1418 
10 E. 40 St., NYC 16 

decorative, humorous, realistic; all media 
Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Kurt Herz 

20 W. 45 St., Rm 1200 NYC 
decorative humorous, cartoons 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N.J. 

a complete service 

Jack Vogelman TR 5-0790 
280 Liston Road, Kenmore 23, N.Y. 

figure, atmosphere, line, wash and color 
Jim Whitman Studio, Inc. GE 8-6414 
116 Park Ave., Rutherford, N. J. 

line, wash, figures, product, color, b/w 


OL 1-1183 


MU 7-0373 
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45. stock art 


American Mail Advt., Inc. 

610 Newbury St., Boston 15, Mass. 
The Bettmann Archive, Inc. 
136 E. 57th Street, NYC 
Camera Clix 

19 W. 44 St., NYC 36 
color Transparencies, Religious-Non Religious 
Walter Chandoha 

Box 237, Huntington Station, L.|., N.Y. 

Color Stock Library 

7934 Santa Monica Blvd. , Hollywood, Calif. 
Culver Service 

660 First Avenue, NYC 

John S. Dunlap 

420 Lexington Avenue, NYC 

C.S. Hammond & Co. NJ-SO 3-6000 
515 Valley St., Maplewood, NJ NYC-WO 2-0120 
Geographical & Nature Subjects 

Mercury Archives, Inc. 

223 W. Second St., L.A. 12, Calif. 

Underwood & Underwood New Photos, Inc. 
3W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 

Harry Volk, Jr. 

1401 N. Main St., Pleasantville, N. J. 


PL 8-0362 
MU 7-6112 


46. trade marks 
Egmont Arens YU 6-8677 
480 Lexington Ave., NYC 17 

trade marks, corporate identity, packaging 
Len Bastrup, Associates PO 2-7865 
74 Turtleback Rd., Wilton, Conn. 
creative design & production 

Bill Bundzak 

55 Park Ave., NYC 16 

trade marks thoughtfully designed 
Diamond Art Studio 

1OE. 40St., NYC % 

creative design 

Henry Kopel SO 3-3992 
508 Richmond Ave., Maplewood, N. J. 
design-complete creative production service 
William Metzig MU 7-0512 
331 Madison Ave., NYC 17 

trademks. labels, pkge. design, letterhead 
Rapecis Associates Inc. CH 4-3215 
566-7th Ave., NYC 18 

corporate image, stationery, packaging 
George Samerjan LO 4-7257 
80 W. 40 St., NYC 18 


from idea to production 


OR 9-1527 


MU 3-1418 


47. trade publishing art 
YU 6-4242 


Charles F. Dreyer Art Service 
480 Lex. Ave., NYC 17 
edit. covers, tech. advertiser’s serv. 


48. wash drawing, b/w 


Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
so real they look like color 











Diamond Art Studio MU 3-1418 
IO E. 40St., NYC 16 

adv., product, story illustration, interiors 

H. David Howard MU 2-1480 
11 E. 44St., NYC 17 

men’s boys fash. hats shoes, floats, access. 
Jack Vogelman TR 5-0790 
280 Liston Road, Kenmore 23, N.Y. 

Opaque wash, figures, interiors, exteriors 


49. watercolor 


Eugene Bell FR 6-5533 
414 Grace Ave., Akron 20, Ohio 
Estelle Mandel RE 7-5062 


46E. 80St., NYC 21 


agent for creative artists 


ILLUSTRATION 
(See Art 1 to 49 above) 


50. aeronautical 


Eugene Bell FR 6-5533 
414 Grace Ave., Akron 20, Ohio 

Ric Binkley LE 5-4088 
151 E. 81 St., NYC 

Jack Coggins FO 7-5592 


Hill Chruch, RD 1, Boyertown, Pa. 
Paul Cooper 

233 E. 179 St., NYC 

Sabodh Das 

c/o Hindustani Air., Bangalore, India 

Sol Dember DI 2-7163 
7309 Paso Robles Ave., Van Nuys, Calif. 
astronautical—scientific—missile—color—b/w 
John W. Gatenby Jr. 

755 E. Grant Highway, Marengo, III. 


TR 8-3492 


Bruno Junker MU 7-3572 
545 Fifth Ave., NYC 17 
Home Phone KI 9-8523 


aviation, astronautics, missiles, space 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Underwood & Underwood News Photos, Inc. 
3W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 


51. animals 


William Ackerman SH 2-6356 
429-20 Ave., Paterson, N. J. 

Velma Adams DU 3-3888 
714 S. Oxford Ave., L.A., Cal. 

Charles Andres Kenwood 5935 
7265 N. Ridge Dr., Omaha tl, Nebr. 

Hank Berger FR 82169 
39 Millburn Center, Freeport, L. |: 

Else Bostelmann DA 5-0785 


15 Apple Tree Lane, Darien, Conn. 


Cerl Burger RO 9-1817 
192 Bedford Road, Pleasantville, N. Y. 
R.A. Cameron WI 4-8199 


259 Leonia Ave., Leonia, N. J. 





Anthony Chen OL 1-1183 
5331 96 St., Elmhurst 68, N.Y. 


stylized realism, decorative, color & b/w 


Gershon PR 5-4050 
513 Croydon Rd., Elmont, L. |. 
R.J. Davidson PR 5-4050 


562 Kirkby Rd., Elmont, L.1., N.Y. 
decorative, humorous e line, color, half tone 
Don Eckelberry MO 9-0968 
4 Foster Lane, Babylon, L. |. 

W. Ferrier 

1960 Dorchester S., Montreal, Canada 


Arthur Fitzpatrick DA 2-1769 
Erskine Ave., Stamford, Conn. 
Si Frankel IV 1-3275 


540 Richmond Rd., East Meadow, L. |. 
R. Freund WI 4-2430 


c/o King, 330 W’DI'd Pk. Leonia, N. J. 


Edwin W. Fuerst WA 4060 
2508 Southwood Rd., Toledo, Ohio 
C.S. Hammond & Co. NJ-SO 3-6000 


515 Valley St. , Maplewood, NJ NYC-WO 2-0120 
Wild & Domestic-Stock. 

Lloyd Sandford SW 6-6714 
31-03 Garrison Terrace, Fair Lawn, N. J. 

all types, all media, realistic 


52. automobiles 


William Allured TR 1-2648 
20 W. Bethun, Detroit 2, Mich. 
SW 7-8067 


James Espinosa 
89 Jamros Terr., Saddle Brook, N. J. 


Bill Fleming WH 3-3377 
619 N. Michigan, Chicago, Ill. 
Dick Green OL 5-1543 


92 Five Miie River Rd., Darien, Conn. 
Elaine Havelock 
8840 Steel St., Detroit, Mich 


Edward H. Roge GA 6-9685 
9 Meadow Rd., Newton, Conn. 
Larry Segall ES 2-3519 


2018 83 St., Bklyn, N.Y. 

Underwood & Underwood News Photos, Inc. 
3W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 


John Vickery SU 7-4222 
33 W. 67 St., NYC 

53. biblical 

C.S. Hammond & Co. NJ-SO 3-6000 


515 Valley St. , Maplewood, NJ NYC-WO 2-0120 


Maps & Editorial 


54. characters 

G. Brusstar SW 8-0918 
1336-139 Ave’, San Leandro, Calif. 

Charles G. Evers HO 8-064] 
80-41 209 St., Queens Village, N. Y. 


Harry Kane PL 3-5887 
145 E. 52 St., NYC 
Edward Kuser SA 2-1502 


3241 N. Sydenham St., Phila. 40, Pa. 
Robert Levering LE 5-4618 
330 E. 79 St., NYC 














Mark Miller CE 6-705 | 
So. Main St., Marlboro, N.Y. 
Al Parker OL 9-25 2 


56 Rancho Rd., Carmel Val. Cntr., Calif. 


Russell Sambrook GR 8-01 5 
233 Ridge Rd., Rutherford, N. J. 
John Zeigter TE 1-46 6 


32 Winnebago Dr., MIifd., Cincinnati, O. 


55. chemical 


The Bettmann Archive, Inc. 
136 E. 57 St., NYC 22 
historical prints of alchemy, chemistry 
Camera, M.D. Studios MU 6-2 2 
127 E. 34 St., NYC 16 

medical & scientific photo-illustration 
Culver Service MU 4-5 54 
660 Ist Ave., NYC 

historical prints & pictures 


PL 8-0. 32 


56. children 


Anthony Chen 

5331 96 St., Elmhurst 68, NY 
fashions, commercial, book 
R. J. Davidson 

562 Kirkby Rd., Elmont, L.1., N.Y. 


decorative, humorous e line, color half tone 


57. children’s books 


Anthony Chen OL 1-1183 
5331 96 St., Elmhurst 68, NY 

trade & educational 

Katherine Grace 623-2338 


951 E. 10th St. Studio 11, Tucson, Ariz. 
design and illustration, comps and finish 
Estelle Mandel & Co. RE 7-5062 
46E. 80 St., NYC 21 

agent for creative artists 

Irwin Traugot 

449 Atkins Ave., Bklyn 8, NY 
landscape, still-life, stylized 


NI 9-5544 


58. decorative humorous 


Lennon T. Bandel 

1224 St. Charles St., Lakewood 7, Ohio 
Donald R. Buzas CL 1-3483 
13717 Courtland Ave. , Cleveland, Ohio 
creative design;humorous, editorial 

R.J. Davidson PR 5-405C 
562 Kirkby Rd., Elmont, L.|., N.Y. 
animals, people food e line, color half tone 
Ralph Dellibove ID 8-8091 
1 Parley Lane, Ridgefield, Conn. 

Diamond Art Studio MU 23-1418 
10 E. 40 St., NYC 16 

spots, ads, booklet illustration 


Edna Eicke CA 72702 
RFD 4, Westport, Conn. 
Greta Elgaard HO ° 2621 


3335 Deronda Dr. , Hollywood 28, Calif 
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F-ank Engli EL 8-4209 
lisbury Manor, Nyack, N.Y. 
,ative line, color halftone 
seph Farris P| 3-3660 
D1, Bethel, Conn. 

therine Grace 623-2338 
| E. 10th St. Studio 11, Tucson, Ariz. 

sign and illustration, comps and finish 
ward Guttenplan NI 8-3730 
| Brightwater Court, Brooklyn 35, N.Y. 
iginative, editorial and promotional 
nabelle Hagyard MU 3-8749 
vermine Ave., Norwalk, Conn. 

rt Herz MU 7-0373 
W. 45 St., Rm. 1200 NYC 

ts, stylized, cartoons 

orge Lauber PR 1-5285 
10 Euclid Bldg. , Cleveland, Ohio 

ria McKeown DE 3-4869 
« College Dr., Jersey City, N. J. 
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5°. fashion & style 
M. Burniston PO 2-7370 
Sp. ctacle La., Wilton, Conn. 

Jon Butz AM 8-7118 
44° Oakwood Pt., Westerville, Ohio 

me's fashion artist, booklets, direct mail 
Anthony Chen OL 1-1183 
5331 96 St., Elmhurst 68, NY 

women & children, accessories stylized 

E. Goldstein 

17724 Van Aiken Blvd., Cleveland, Ohio 
fashion 

Margaret E. Haag 

2750 Wilson Ave. , Chicago 25, Ill. 
H. David Howard 

ILE. 44 St., NYC 17 

men’s boys fash. hats shoes, floats, access. 
Phyllis McWilliams 35-1543 
510 Penn Ave., Johnstone, Pa. 
Corinne Nebil 

104 Edwards St., Fairfield, Conn. 
Mariberh Olson 

8 Shaw Lane, Hartsdale, N. Y. 
John Rosmini 

132 E. 35 St., NYC 16 


fashions, covers, layouts, brochures 


JU 8-1482 
MU 2-1480 


CL 9-7193 
WH 6-0863 
OR 9-3673 


60. figure 


Advertising Production, Inc. Phone 27605 
Bx 3464 Un'ersity Sta., Charlottesville, Va. 
all ort services, see ad under Art Studios 
Charles Herzog II! Studio VE 6-5200 
16175 Lindsay, Detroit 35, Mich. 

figure illustration 


61. furniture 


George Blomquist BA 5-7559 
273) W. Lehigh Ave., Phila. 32, Pa. 

Was and Line Technique 

Pav’ Crowley 

Che stnut St., Lindenhurst, N. Y. 


LI 5-1748 


Bill Gilbert TE 6-7355 
539 Palisade Ave., Teaneck, N. J. 

Harley Griffiths TE 4-1150 
76 Pine Brook Dr., Larchmont, N. Y. 

80-08 135th St., Kew Gardens, LI, N.Y. 
Francis Hines WI 1-5160 
Millwood, N. Y. 

H. David Howard 

11 E. 44 St., NYC 17 
men’s boys fash. hats shoes, floats, access. 
Joseph Janson HI 6-4282 
15 E. Wilmot St., Wavertown, Pa. 

Richard Menkes RE 1-3378 
19 Nottingham Rd., W. Orange, N. J. 

Joseph Purcell WI 4-4623 
3001 Edwin Ave., Fort Lee, N. J. 

Frank Russell DE 5-9677 
48-24 65th St., Woodside, L.|., N.Y. 

H. Raymond Sklar GR 7-9126 
5756 Woodcrest Ave., Phila. 31, Pa. 
furniture, product ill., b/w-color 
Ving Smith 

2 Agor Ave., New Rochelle, N. Y. 
Walter A. Smith BO 1-9083 
interiors, color, b/w, also architecture 

11 E. 44 St., NYC 17 

Seymour Snyder MU 2-1480 
69-45 108th St., Forest Hills, N.Y. 

Thos. Sus, Jr. DE 2-6926 
30 W. Washington, Chicago, III. 

Harry Tower ME 5-9613 
46 Broadview Terr., Chatham, N. J. 

Edward Valz VI 4-1629 
11 W. Walnut, Germantown, Phila., Pa. 
Marty Warshaw FR 8-6144 
2164 Seneca Dr., Merrick, L.|., N.Y. 

John White 

3456 East Ave., Rochester, N.Y. 


MU 2-1480 


NE 3-9520 


62. general 


Allied Artists 

800 W. Baltimore, Detroit, Mich. 

Paul Bacon Design and Illustration 

756 7th Avenue, NYC 19 

Ralph Ballentine DE 7-0400 
c/o King 601 N. Fairbanks Ct., Chicago, III. 
Frank H. Bercker 

741 N. Mi’kee St., Milwaukee 2, Wis. 

B. Childress EV 8-9175 
P.O. Box 273, Old Saybrook, Conn. 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 

we glamorize anything from apples to zebras 
Elwood M. Dean BI 8-7434 
301 Clinton Ave., Newark 8, N. J. 
Diamond Art Studio 

10 E. 40 St., NYC 16 

realistic, decorative, humorous, b/w, color 
Otte E. Markevics MU 9-6846 
114 E. 32 St., NYC 16 

b/w, color, pen, brush, airbrush 
Phyllis McWilliams 

510 Penn Ave., Johnstone, Pa. 
Jack L. Nesbitt 

4015 Locust Sf., Kansas City, Mo. 
Herbert Olsen 

Bayberry Lane, Westport, Conn. 
Robert Patterson 

910 Sport Hill Rd., Easton, Conn. 
George Petty 

Box 190, Rt. 2, Scottsdale, Ariz. 


MU 3-1418 


35-1543 
LO 2038 
CA 7-5462 


AM 8-6494 
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Wade Ray SU 7-5118 
750 N. Michigan Ave. , Chicago, III. 

Wallace Saaty Cl 7-3900 
Wellington Hotel 7th Ave. & 55 St., NYC 19 
realistic adv. & editorial art 
James W. Schucker 

R.F.D. #3, Quakertown, Pa. 
Gil Smith MA 5-2987 
427 W. 5 St., Los Angeles 13, Calif. 
illustration, layout & production 

Underwood & Underwood News Photos, Inc. 
3W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 


34451 


63. historical 


The Bettmann Archive, Inc. 
136 E. 57 St., NYC 

old print and photo center 
Estelle Mandel & Co. 

46E. 80St., NYC 21 
agent for creative artists 
Underwood & Underwood News Photos, Inc. 
3. W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 

Leonard Vosburgh PL 4-4304 
62 Mountain Ave., No. Plainfield, N. J. 
americana, civil war, pen & ink, line/wash 


PL 8-0362 


RE 7-5062 


64. home furnishing 


Louise Flather 

310 E. 55th St., NYC 
Jerry D. Goodman 

21 Stuyvesant Oval, NYC 
Frank Jacoby OR 3-7757 
116 Ampere Pkway, E. Orange, N. J. 

Wm. Meyerriecks PL 1-1983 
4E. 52nd St., NYC 
Ed Ritter 

452 Fifth Ave., NYC 
Richard West 

123 E. 37th St., NYC 


PL 5-5589 
OR 7-3418 


OX 5-5278 
MU 6-8487 


65. humorous 

Lennon T. Bandel 

1224 St. Charles St., Lakewood 7 Ohio 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 

even the sphinx laughed at our stuff 

Ralph Dellibovi ID 8-8091 
1] Parley Lane, Ridgefield, Conn. 

Edna Eicke CA 7-2702 
RFD 4, Westport, Conn. 

Greta Elgaard HO 2-2621 
3335 Deronda Dr. , Hollywood 28, Calif. 
Joseph Farris PI 3-3660 
RFD 1, Bethel, Conn. 

Annabelle Hagyard MU 3-8749 
Silvermine Ave. , Norwalk, Conn. 

Phil Hustis WH 6-7459 
15 Ridgeway Circle, White Plains, N. Y. 
‘*Freelancer since 1945" 

George Lauber PR 1-5285 
1900 Euclid Bldg., Cleveland, Ohio 

Gloria McKeown DE 3-4869 
24 College Dr., Jersey City, N. J. 








66. industrial 


Advertising Production, Inc. Phone 27605 
Bx 3464 Un'ersity Sto., Charlottesville, Va. 
all art services, see ad under Art Studios 

M. Alwen POrkridge 6-2395J 
690 Edward St., Westwood, N. Y. 

Rainey Bennett DU 8-3625 
5761 Dorchester St., Chicago 37, Ill. 

Earl Wayne Bott 

Artist Acres, RR 5, Brazil, Ind. 

George Crespin HA 6-7524 
31-18 87th St., Jackson Hts., N.Y. 

Sol Dember DI 2-7163 
7309 Paso Robles Ave. , Van Nuys, Calif. 
air brush—scientific—scenery—construction 
Diemeond Art Studio MU 3-1413 
1OE. 40St., NYC 

all fields, all media 

Ralph Gross CL 2-7887 
1263 Coney Island Ave. Brooklyn, N. Y. 
Joseph Gryn IV 6-0324 
289 Clinton St. Hempstead, N. Y. 
Bruno Junker 

545 Fifth Ave., NYC 17 

Home Phone 

technical, science & industrial art 
Larry Kerbs Studio 

155 E. 44 St., NYC 17 

wide range; creative & technical 
Michael Lopert 

218 Madison Ave., NYC 16 

color, b/w, scratchboard 

Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otto E. Markevics MU 9-6846 
114 E. 32 St., NYC 16 

b/w, color, pen, brush, airbrush 

John W. Marshall HE 7-3965 
}9 Willow Ave., Hempstead, L.|. N.Y. 
Robert Von Zimmerman MO 7-8207 
6402 Chapman Field Dr., Miami 56, Fla. 
booklet and magazine illustration 


MU 7-3572 
KI 9-8523 
TN 7-0040 


MU 5-2830 


67. interiors 


Diamond Art Studio 

10 E. 40 St., NYC 16 

commercial & industrial, al! media 
Seymour Snyder 

11 E. 44 St., NYC 17 

also furniture; color, b/w, also architecture 


MU 3-1418 


MU 2-1480 


68. landscape 


Robert Cahn BE 7-6425 
770 Bronx River Rd., Bronxville, N. Y. 

Rene Clarke YO 5-2322 
587 Palisade Ave., Yonkers, N. Y. 

Rey H. Collins MI 6-6847 
Rt. 2, Middletown, Portland, Conn. 

Earl Cordrey 

430 S. Cahuilla, Palm Springs, Calif. 
Raymond Craig ST 2-5607 
8S. Michigan Ave. , Chicago 3, Ill. 

Peul Crowley 

Chestnut St., Lindenhurst, N. Y. 
Phoebe Erickson 

RFD 1, New Milford, Conn. 


LI 5-1748 
NE 6-4952 


Herbert J. Gute UN 5-8903 
92 Norton St., New Haven 11, Conn. 

Al Heighington BO 3-6652 
138-28 68th Dr., Flushing, N. Y. 

Ralph A. Hodges 

1836 Euclid Ave., Cleveland 15, Ohio 
Leslie Hoff HU 2-7981 
14 Hayden Ave., Great Neck, L. I. 

Robert Schaffer Kerr SP 4-3236 
P.O. Box 154, Beaver, Po. 

Harry Marinsky TE 8-2393 
2 Crocket St., Rowayton, Conn. 
George Samerjan 

80 W. 40 St., NYC 18 
consistent fine arts exhibitor 
Andre Smith 

Research Studio, Maitland, Fla. 
Seymour Snyder 

11 E. 44 St., NYC 17 

all medium-fine arts, commercial, still life 


LO 4-7257 


MU 2-1480 


69. marine 


John M. Amendola 

88-25 74th Ave. Glendale, L. |. 
Rexford Brandt 

405 Goldenrod St., Newport Beach, Cal. 
Ferd Brucker UN 4-6663 
484 Storer Ave. Akron 2, Ohio 
Gershon Cooper 

513 Croydon Rd., Elmont, L. I. 
Ches. G. Evers HO 8-064] 
80-41 209th St., Queens Village, N. Y. 

Wm. G. Lawrence AT 1-0932 
Navesing River Rd., Redbank, N. J. 

Jack Vogelman TR 5-0790 
280 Liston Road, Kenmore 23, N.Y. 


Boats, motors and accessories 


TW 7-0787 


PR 5-0634 


70. medical 


The Bettmann Archive, Inc. 

136 E. 57 St., NYC 

Human & Animal Anatomy 

Nellie M. Frain 

53 W. Burton Pl., Chicago 10, III. 

C.$. Hammond & Co. NJ-SO 3-6000 
515 Valley St. , Maplewood, NJ NYC-WO 2-012 
Otte E. Markevics MU 9-6846 
114 E. 32 St., NYC 16 
full color renderings 
Frank Netter 

East Norwich, L.|. N.Y. 
Stanley O. Schwartz, B. Sc. CH 6-0316 
24 Deborah Drive, P. T. New Brunswick, N. J. 
anatomy, charts, exhibits, films, models 
Don Taff IN 3-2937 
145-14 34th Ave., Flushing, N. Y. 

Felix Traugott DE 3-2873 
2600 Hudson Bivd., Jersey City 6, N.J. 
biological & anatomical textbooks 

Underwood & Underwood News Photos, Inc. 
3W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 


WA 2-0555 


71. product, still-life 


Advertising Production, Inc. Phone 276C 
Bx 3464 Un'versity Sta., Charlottesville, Vc 
all art services, see ad under Art Studios 
Bob Clark and Friends CA 7-72; ? 
1008 S.W. 6th Ave., Portland 4, Ore. 
realistic, stylized or just plain good 
Diamond Art Studio MU 3-14 3 
10 E. 40 St., NYC 16 

b/w, color, line, h/t, airbrush 
Michael Lopert 

218 Madison Ave., NYC 16 
tight rendering in scratchbd B&W color; foo 
Otto E. Markevics MU 9-68 5 
114 E. 32 St., NYC 16 

b/w, color, pen, brush, airbrush 


MU 5-28 ) 


72. props 


(See also category 38) 


73. shoes 


H. David Howard 
11 E. 44St., NYC 17 
men’s boys shoes British accts. Southall, Peal 


MU 2-1. 30 


74. sport 

The Bettmann Archive, Inc. PL 8-0362 
136 E. 57 St., NYC 

old photos and prints—all sports 

Underwood & Underwood News Photos, Inc. 

3 W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 


7 5. still-life 


Diamond Art Studio 

10 E. 40 St., NYC 16 
renderings in all media 
H. David Howard 

11 E. 44St., NYC 17 
men’s boys fash. hats shoes, floats, access. 
Michael Lopert MU 5-2830 
218 Madison Ave., NYC 16 

tight rendering in scratchbd b/w color; food 
George Samerjan LO 4-7257 
80 W. 40 St., NYC 18 


fine art techniques 


MU 3-1418 


MU 2-1480 


76. story 


Bob Brandreth 

40 E. 50St., NYC 22 
magazine-stylized figures, spots, cartoon: 
Jack Vogelman TR 5-70 
280 Liston Road, Kenmore 23, N.Y. 
editorial, black and white, color 


EL 5-2757 





’'7. stylized 


| argrete Cunningham 
£0 Riverside Drive, NYC 25 
slicate Fine Line Work 
| iomond Art Studio 
E. 40 ST., NYC 16 
f Il color, b/w 
i len H. Osofsky 
¢ -35 79th St., Queens 79, N.Y. 
G orge Samerjan 
8 W. 40St., NYC 18 
g iphic art, design, layout, packaging 


RI 9-8272 
MU 3-1418 


TW 4-7060 
LO 4-7257 


7 8. symbolic 


G orge Samerjan LO 4-7257 
8 W. 40 St., NYC 18 


g: phic art, design, layout, packaging 


7°’. technical 
Diamond Art Studio MU 3-1418 
IC E. 40th St., NYC 16 
tron blueprints or product 
Bruno Junker 

545 Fifth Ave., NYC 17 
Home Phone KI 9-8523 
technical & science art, science fiction 
Berard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otto E. Markevics 

114 E£. 32 St., NYC 16 
ink, airbrush, color, from blue prints 

C.F. Suchomski MI 1-9272 
10310 Eliot Ave., Cleveland 4, Ohio 
technical illustration 

Jim Whitman Studio, Inc. 

116 Park Ave., Rutherford, N. J. 
isometric, exploded views & ink tracing 


MU 7-3572 


MU 9-6846 


GE 8-6414 


LETTERING 


80. alphabets, designed 


Philips Printery-Philip Saltzman AL 4-519] 
24E. 23 St., NYC 10 
designer-creative ideas 
Photo-Lettering, Inc. 
216 E. 45 St., NYC 17 
exclusive for campaigns or publications 
Marianne Wielgos (evenings) CO 7-4479 
3] Newbury St., Boston 16, Mass. 

designed script lettering 


MU 2-2346 


81. illuminated lettering 


Eni! Eder Perkins SA 2-4403 
105. 5th Ave., NYC 28 
ser ls, calligraphy 


Sam Rockmaker ST 4-3630 
39-20 Greenpoint Ave., Sunnyside 4, N.Y. 
individual scrolls and for reproduction 


82. LeRoy lettering 
Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 
**The Visual Aid Center’ 
L. & B. Composition, Inc. 
115 W. 23 St., NYC 11 
manual or photographic plus art & varitype 
Jim Whitman Studio, Inc. GE 8-6414 
116 Park Ave., Rutherford, N. J. 
wiring diagrams, charts, callouts 
Marianne Wielgos (evenings) 

31 Newbury St., Boston 16, Mass. 


OR 5-8933 


CO 7-4479 


83. lettering 


Advertising Production Inc. Phone 27605 
Bx 3464 Un’ersity Sta. , Charlottesville, Va. 
all art services, see ad under Art Studios 
Archer Ames Assoc., Inc MU 8-3240 
16 E. 52St., NYC 22 

lettering on photos in color & b/w 

Paul K. Apkarian GA 1-4691 
1855 Roxbury Rd., Cleveland 12, Ohio 
creative, contemporary, rough to finish 

Leo Barry Vi 7-8130 
19 Bartlett Ave., Norwalk, Conn. 

lettering 

Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 

the kind that talks or the kind that sings 

John B. Donahue VI 3-2978 
163-25 98th St., Howard Beach, L. |. 
lettering. 
Frank Engli EL 8-4209 
Salisbury Manor, Nyack, NY 

design, casual, brush, speedball, balloon 
Joe Feld LA 4-0970 
55 W. 42nd Street, NYC 36 

comp. and finished lettering and book jackets 
Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Frank Golia 

140 Griffith St., Jersey City, N. J. 
lettering 

Headliners-Pittsburgh Inc. CO 1-3570 
704 Second Ave. , Pittsburgh 19, Pa. 

Over 700 alphabets 

Letterguide, Inc. HE 2-6413 
State House Station, Lincoln 9, Nebr. 
adjustable scriber, 450 artists’ templets 
Philip Peterson CE 6-4124 
203 N. Wabash, Chicago, III. 
lettering 

Photo-Lettering, Inc. 

216 E. 45 St., NYC 17 
SpectroKrome—Any line art for comps or 
finishes rendered in colors on clear acetate 
or matte white stock. 
Prestype, Inc. 

136 W. 21st St., NYC 11 
do—it—yourself dry—transfer instant lettering 
Jack Ratner BA 4-9788 
53-15 206th St. Bayside, L. |. 

lettering 


OL 6-2268 


MU 2-2346 


CH 2-2929 
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Emil Schaedler HO 4-3390 
109-31 215th St., Queens Village, N. Y. 
lettering 

Bern. Springstee! 

28 Dogwood Dr., W. Orange, N. J. 
lettering 

Willens—Headliners 

1548 Porter, Detroit 16, Mich. 
Detroit's first advertising typographers 


RE 1-357) 


WO5-5555 


84. paste-up alphabets 


The Craftint Mfg. Company IV 6-4400 
1850t Euclid Ave., Cleveland 12, Ohio 
craf-type mat finish acetate adhesive sheets 
Mico/Type, Inc. HO 3-6836 
6551 Sunset Blvd., Hollywood 28, Calif. 
“Largest line of pre-printed alphabets, colors 
& shading films. Also, inexpensive 

custom printing. "* 

Redi-Kut Head Lettering Co. 

342 Plymouth Court, Chicago 4, III. 


85. paste-up color sheets 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
Mico/Type, Inc. HO 3-6836 
6551 Sunset Blvd., Hollywood 28, Calif. 
“Largest line of pre-printed alphabets, colors 
& shading films. Also, inexpensive 

custom printing. "’ 


86. paste-up shading film 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
Mico/Type, Inc. HO 3-6836 
6551 Sunset Blvd., Hollywood 28, Calif. 
**Largest line of pre-printed alphabets, colors 
& shading films. Also, inexpensive 

custom printing. *” 


87. photographic composition 


Admaster Prints, Inc. OR 9-1134 
425 Pork Ave. So., NYC 16 
**The Visual Aid Center’’ 
Davidson Corporation 

29 Ryerson St., Brooklyn, N. Y. 


“‘protype”” 


UL 5-0300 


88. photo, film, process 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

**The Visual Aid Center’’ 

Cinna-Graphic Service, Inc. PA 1-2340 
424 Commercial Sq., Cincinnati 2, Ohio 
reproportioning, perspectives, outline-shadow 
The Fotoflex Co. MU 2-1190 
207 E. 37 St., NYC 16 

exclusive lettering styles, req. new supplement 








Heedliners-Pittsburgh Inc. CO 1-3570 
704 Second Ave., Pittsburgh 19, Pa. 

Latest styles for contemporary Adv. 
Photo-Lettering, Inc. MU 2-2346 
216 E. 45 St., NYC 17 

the finest custom photo-lettering since 1936 


89. photographic variations 


Headliners-Pittsburgh Inc. CO 1-3570 
704 Second Ave., Pittsburgh 19, Pa. 

From both type and Headliners 
Photo-Lettering, inc. MU 2-2346 
216 E. 45 St., NYC 17 

pioneers of photographic variation since 1936 


90. planotype lettering 


Planos Cc ti MU 7-2327 


551 5th Ave., NYC 17 





91. Varigraph lettering 


Laymon Studios SW 2-1962 
P.O. Box 520, Danville, Va. 
complete versatility 

Varigraph Co. 

Box 690, Madison 1, Wisconsin 
Dstbr. Varigraph Lettering Instrument 


AL 6-7679 


RETOUCHING 


92. carbros 


Ted Bellis 
366 5th Ave., NYC 1 
all subjects transparently retouched 


WI 7-4342 


93. color toning 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


on prints, enlargements & murals - 


94. dye transfer 
Archer Ames Assoc., Inc. MU 8-3240 
16 E. 52 St., NYC 22 

photographic color retouching specialists 
Color Corporation of America JU 2-4355 
43 W. 61st St., NYC 23 

610 S. Armenia, Tampa, Flo. 877-5353 
complete quality color service to the trade 
the quality color service to the trade 

Paul Dzurella LE 2-9399 
138 Lexington Ave., NYC 


Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
all sizes up to 40’’ X 60” 


95. fashion 


Archer Ames Associates, Inc. 

16 E. 52 St., NYC 22 

b/w and color fashion retouchers 
Jim Whitman Studio, Inc. 

116 Park Ave., Rutherford, N.J. 
etching, bleach, dye techniques 


MU 8-3240 


GE 8-6414 


96. Flexichrome 


Archer Ames Assoc., Inc. 

16 E. 52 St., NYC 22 

b/w to natural photographic color 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

18] photographic production services 


MU 8-3240 


97. Fluorographic 


Fluorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bldg. , Santa Barbara, Calif. 
automatic highlight—dropout art materials 


98. industrial 


Apex Photograph Co. 

111 No. Wacker Dr., Chicago, Ill. 

Harry Auspitz Studio 

2006 Chancellor St., Phila., Po. 

Célorage, Inc. 

233A No. Hollywood Way, Burbank, Calif. 
Compton Photographers 

2428 E. Indian School Rd., Phoenix, Ariz. 
DiMaggio Studio 

35 Van Duyn Dr., Trenton, N. J. 

Bemard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otte E. Markevics MU 9-6846 
114 E. 32 St., NYC 16 

b/w, color 

Jim Whitman Studio, Inc. 

116 Park Ave., Rutherford, N. J. 
electronic, machinery, buildings 


GE 8-6414 


99. photo, b/w 


Archer Ames Assoc., Inc. 
16 E. 52 St., NYC 22 
custom still life & product 
William Edmonson Jr. 
16451 S. Paulina St., Markham, Ill. 
photo retouching 


MU 8-3240 


ED 1-8092 


Durwood Guy Studios PL 5-5155 
527 Lexington Ave., NYC 

Bernard Magrino Associates WI 7-224 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otto E. Markevics 

114 E. 32 St., NYC 16 
industrial, pictorial 

Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
181 photographic production services 

Syd Taffae’ MO 7-57 12 
3550 No. Bayhomes Dr., Miami, Fla. 

photo retouching b/w, color 

Jim Whitman Studio, Inc. GE 8-6 
116 Park Ave., Rutherford, N.J. 
editorial, advertising, and industrial 


MU 9-68 6 


PL 7-35 8 


100. photos, color 
Color Corporation of America JU 2-4: 55 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5..53 
complete quality color service to the trade 
Bernard Magrino Associates WI 7-2243 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Otto E. Markevics 

114 E. 32 St., NYC 16 
industrial, pictorial 
Nationai Studios 

42 W. 48 St., NYC 

Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
181 photographic production services 


MU 9-6846 


JU 2-1926 
PL 7-3988 


101. products 


Michael Lopert 

218 Madison Ave., NYC 16 
tight rendering in scratchbd b/w color; food 
Wm. Miller Advertising Prod. DU 5-405) 
672 S. Lafayette, Los Angeles 57, Calif. 
Jim Whitman Studio, Inc. GE 8-6414 
116 Park Ave., Rutherford, N. J. 

color, black & white, textures 


MU 5-2830 


102. technical 


Archer Ames Assoc., Inc. 
16 E. 52 St., NYC 22 
retouching & rendering for perfect reprod. 
Commercial Art Bureau, Inc. LE 2-6607 
2 Park Ave., NYC 16 

retouching, rendering for finest reproduction 
Bernard Magrino Associates WI 7-2.43 
2365 Hudson Terrace, Fort Lee, N. J. 

a complete service 

Jim Whitman Studio, Inc. GE 8-« 114 
116 Park Ave., Rutherford, N. J. 

cutaways, special effects, exploded views 


MU 8-3240 





‘03. transparencies 


olor Corporation of America JU 2-4355 
3W. 6lst St., NYC 23 
10S. Armenia, Tampa, Fla. 877-5353 
omplete quality color service to the trade 
vans Color Laboratory, Inc. ST 6-6114 
-37 24th St., Long Island City 1, N.Y. 
stelle Friedman Associates MU 7-7194 
11 E. 44 St., NYC 
‘ ylio G. Martin Studio 
W. 57 St., NYC 19 
t stional Studios 
W. 49 St., NYC 
t w & color 
| k Shaw Associates, Ltd. 
© OW. 57 St., NYC 19 


t wcolor & duplicates 


Cl 5-6489 
JU 2-1926 


PL 7-3988 


lV 


104. animation 


Bo» Clark and Friends CA 7-7227 
1008 $.W. 6th Ave., Portland 4, Ore. 

your products practically speak for themslvs. 
Edstan Cl 5-6781 
75 W. 45 St., NYC 

Som Grainger Productions JA 3-3679 
838 Brockbank Rd., Charlotte 9, N.C. 
animation for TV, industrial films 

Lovis O. Hertz, Jr. BL 5-114] 
Box 7431, Station C, Atlanta 9, Ga. 

complete contemp. animation. strybd. to film 
Keitz & Herndon LA 6-5268 
3601 Oak Grove Ave., Dallas 4, Texas 

Ray Savata Productions JU 2-1591 
165 W. 46 St., NYC 36 
Martin J. Weber Studio 
171 Madison Ave., NYC 


LE 2-2695 


105. art 


George Samerjan 

80W. 40 St., NYC 18 
graphic art, design, layout, packaging 

H.C. Sanford Associates MU 6-2068 
343 Lexington Ave., NYC 16 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

18M photographic production services 
Terrytoons, Div. of CBS Films, Inc. 

485 Madison Ave., NYC 22 

Martin J. Weber Studio LE 2-2695 
17] Madison Ave., NYC 


LO 4-7257 


106. cartoons 


Bol Clark and Friends CA 7-7227 
1003 S.W. 6th Ave., Portland 4, Ore. 
specialists in the utterly ridiculous 

Phii Hustis WH 6-7459 
15 °idgeway Circle, White Plains, N. Y. 

“F selancer since 1945" 


107. direct color prints 


Archer Ames Assoc., Inc. MU 8-3240 
16 E. 52 St., NYC 22 

photog. clr. retouch. for adv. & industry 
Color Corporction of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Hi-Fi Photocolor Studio WE 2-4580 
5905 Calumet Ave., Hammond, Ind. 
direct color from camera to print 
Norman Kurshan, Inc. 

8W. 56St., NYC 19 

custom quality color service 

K. & L. Color Service, Inc. MU, 7-2595 
Kurshan & Lang Color Service, Inc. 

]OE. 46 St., NYC 17 

photographic color for advertising & industry 
National Studios JU 2-1926 
42 W. 48 St., NYC 

Rik Shaw Associates, Ltd. 

250 W. 57 St., NYC 19 

from transparency, art or product 
Martin J. Weber Studio 

171 Madison Ave., NYC 


JU 6-0035 


PL 7-3988 


LE 2-2695 


108. film production 
American Film Producers PL 7-505 
1600 B’way, NYC 19 
Leonerd Anderson 

200 W. 57 St., NYC 
Audio Productions 

630 Nintin Ave., NYC 
Barry & Enright Prodns. 
667 Madison Ave., NYC 
Leonard Blair 

745 Fifth Ave., NYC 
Himan Brown 

221 W. 26 St., NYC 
Charter Oak Telepictures 
423 E. 90 St., NYC 

Lars Colonius Promotions 
45 W. 45 St., NYC 
Compass Productions 
1841 B’way, NYC 

Cooga Mooga Productions 
6W. 57 St., NYC 

Frank Cooper Assoc. 
7E. SS... HVC 
Craven Film Corp. 

330 E. 56 St., NYC 
Culhane Film Studios 

207 E. 37 St., NYC 
Depicto Films 

254 W. 54 St., NYC 
Dynamic Films 

405 Park Ave., NYC 
Edstan 

75 W. 45 St., NYC 

Peter Elgar 

75 W. 45 St., NYC 
Elliot, Unger & Elliot 
414 W. 54 St., NYC 
Empire Production Corp. 
480 Lexington Ave., NYC 
Entertainment Productions 
575 Madison Ave., NYC 
Ted Eshbaugh Studios 
1029 E. 163 St., NYC 


PL 7-4162 
PL 7-0760 
TE 2-8600 
PL 5-2865 
OR 5-221] 
TR 6-6800 
PL 7-0350 
JU 6-3815 
PL 7-4877 
PL 1-0725 
MU 8-1585 


MU 2-0288 


CO 5-7621 
PL 1-7447 
CI 5-6781 
JU 6-1870 
JU 6-5582 
YU 6-5700 
PL 9.3700 
DA 9-3220 
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FCI 

66 Fifth Ave., NYC 
Filmack Studios 

630 Ninth Ave., NYC 
Film Graphics 

369 Lexington Ave., NYC 
Filmways 

241 W. 54 St., NYC 

Walt Framer Productions 
1150 Sixth Ave., NYC 
Goodson-Todman Productions 
375 Park Ave., NYC 
Gray-O' Reilly 
480 Lexington Ave., 
Group Productions 
140-A E. 39 St., NYC 
Hartley Productions 

339 E. 48 St., NYC 
Hurok Attractions 

730 Fifth Ave., NYC 
Independent TV Corp. 

488 Madison Ave., NYC 
Henry Jaffe Enterprises 
666 Fifth Ave., NYC 
Jantone Enterprises 

871 Seventh Ave., NYC 
Robt. Keeshan Assoc. 
680 Fifth Ave., NYC 
Herbert Kerkow, Inc. 

480 Lexington Ave., NYC 
Klaeger Film Productions 
1600 B’way, NYC 

Robert Lawrence Productions 
418 W. 54 St., NYC 
James Love Productions 
115 W. 45 St., NYC 
McConnachie Productions 
675 Fifth Ave., NYC 
Milberg Productions 

200 W. 57 St., NYC 

M P O Productions 

210 W. 65 St., NYC 
Owen Murphy Productions 
723 Seventh Ave., NYC 
National Screen Service 
1600 B’way, NYC 
Stanley Neal Productions 
475 Fifth Ave., NYC 
Pathescope Productions 
10 Columbus Circle, NYC 
Pelican Films 

46 W. 46 St., NYC 
Pintoff Productions 

64E. 55 St., NYC 
Plautus Productions 
44E. 53 St., NYC 

Jules Power Productions 
35 W. 53 St., NYC 

Prism Productions 

220 E. 23 St., NYC 
Pyramid Distributors 

221 W. 57 St., NYC 
Reemack Productions 
1270 Sixth Avenue, NYC 
Roncom Productions 

405 Park Ave., NYC 
Serra, Inc. 

200 E. 56 St., NYC 
Robt. Saudek, Assoc. 
635 Madison Ave., NYC 
Screen Gems 

711 Fifth Ave., NYC 
Shellrick Corp. 

6W. 57 St., NYC 


NYC 


OR 5-2393 
PL 7-0900 
MU 6-5255 
PL 1-2500 
OX 7-3322 
PL 1-0600 
YU 6-4070 
LE 2-5746 
EL 5-7762 
Ci 5-0500 
PL 5-2100 
Cl 5-2400 
CO 5-4444 
PL 7-8618 
YU 6-4266 
JU 2-5730 
JU 2-524] 
JU 2-4633 
PL 2-0033 
JU 2-815] 
TR 3-7000 
PL 7-8144 
Cl 6-5700 
MU 3-6396 
PL 7-5200 
Cl 6-175) 
EL 5-143] 
PL 1-2345 
Cl 5-3260 
MU 4-2142 
JU 6-7040 
Cl 6-7300 
PL 1-1480 
MU 8-0085 
PL 1-6750 
PL 1-4432 
JU 6-7715 











Showcase Productions JU 2-7900 


640 Fifth Ave., NYC 


Fletcher Smith MU 5-9010 
319 E. 44 St., NYC 

Sound Masters PL 7-6600 
165 W. 46 St., NYC 

Stark-Layton OX 7-6860 
6E. 45 St., NYC 

Wilbur Streech JU 2-3816 
135 W. 52 St., NYC 

Sturm Studios JU 6-1650 
49 W. 45 St., NYC 

Talent Assoc. —Paramount, Ltd. PL 3-1030 
444 Madison Ave., NYC 

Telestudios, Inc. LO 3-1122 
148] B’way, NYC 

Theatre Guild CC 5-6170 
23 W. 53 St., NYC 

Transfilm-Caravel, Inc. JU 2-1400 
35 W. 45 St., NYC 

United States Productions PL 1-1710 
5. €. S7S&., NYC 

Van Praag Productions, Inc. PL 7-2687 
1600 B’way, NYC 19 

Vidiami Films PL 7-2157 
200 W. 57 St., NYC 

VPI JU 2-8082 
321 W. 44 St., NYC 

Roger Wade Cl 5-3040 
15 W. 46 St., NYC 

WCD, Inc. Cl 7-1600 
1600 B’way, NYC 

Wilding Pictures PL 9-0854 
405 Pork Ave., NYC 

Willard Pictures JU 2-0430 
45 W. 45 St., NYC 

Roy Winsor Productions PL 1-1105 
SE. SS., WC 

Wolf Enterprises PL 5-2050 
420 Madison Ave., NYC 

109. hot press 

National Studios JU 2-1926 
42 W. 48 St., NYC 

ask for newest type sheet 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

for TV & presentation 

110. lettering 

Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

**The Visual Aid Center’ 

Bob Clark and Friends CA 7-7227 


1008 S.W. 6th Ave., Portland 4, Ore. 
lively, stylized or still 

Letterguide, Inc. HE 2-6413 
State House Sta., Lincoln 9, Nebr. 

scriber, templets for titles, transparents 
Prestype, Inc. CH 2-2929 
136 W. 21st St., NYC 11 

do-it-yourself dry—transfer instant lettering 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

specializing in slide & filmstrip prod. 

Martin J. Weber Studio LE 2-2695 
171 Madison Ave., NYC 





111. lettering, photo 


Flexo-Lettering Co., Inc. 
305 E. 46 St., NYC 17 


fit any lettering into a special layout 


PL 3-4943 


Marvin Kommel Productions MU 2-3498 
8. W. 45 St., NYC 36 

film lettering for TV titles 

L. & B. Composition, Inc. OR 5-8933 


115 W. 23 St., NYC 11 

450 fonts, 10 pt. -84 pt., modern-traditional 
Photo-Lettering, Inc. MU 2-2346 
216 E. 45 St., NYC 17 

a complete photo-lettering service for TV 
Prestype, Inc. CH 2-2929 
136 W. 21st St., NYC 11 

opaque, instant lettering, in five colors 
Rapid Typographers Inc. MU 8-2445 
305 E. 46 St., NYC 17 

$1 word to fit your layout, 100’s of styles 
Martin J. Weber Studio LE 2-2695 
171 Madison Ave., NYC 


112. props 
(See also category 38) 


113. slides 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center” 
Bebell & Bebell Color Laboratories WA 4-8573 
108 W. 24th St., NYC 


OR 9-1134 


Color Cororation of America JU 2-4355 
43 W. 6lst St., NYC 23 
610 S. Armenia, Tampa, Fla. 877-5353 


complete quality color service to the trade 


Edstan Cl 5-6781 
75 W. 45 St., NYC 
Phil Hustis WH 6-7459 


15 Ridgeway Circle, White Plains, N. Y. 
"Freelancer since 1945” 
K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 
custom quality color service 
National Studios 

42 W. 48 St., NYC 

2x2, 3¥ox4, 4x5, b/w & color vugraf 

Eugene A. Russo MU 2-2074 
2 W. 45th St., Room 1700, NYC 36 
charts, graphs, maps 

Rik Shaw Associates, Ltd. 

250 W. 57 St., NYC 19 

complete service on 9 basic sizes 
Martin J. Weber Studio 

171 Madison Ave., NYC 


JU 2-1926 


PL 7-3988 


LE 2-2695 


114. story boards 


R. J. Davidson PR 5-4050 
562 Kirkby Rd., Elmont, L.1., N.Y. 


decorative, humorous e creative roughs to comp rubber cement, stainproof, permanent Grip it 





Edstan Cl 5-6781 
75 W. 45 St., NYC 

Frank Engli 

Salisbury Manor, Nyack, NY 
humorous, creative roughs 
Sam Grainger Productions JA 3-3679 
838 Brockbank Rd., Charlotte 9, N.C. 
storyboards—original or from your copy 

Phil Hustis WH 6-7459 
15 Ridgeway Circle, White Plains, N. Y. 
‘Freelancer since 1945”’ 

Keitz & Herndon LA 6-526& 
3601 Oak Grove Ave., Dallas 4, Texas 


EL 8-4209 


National Studios JU 2-192€ 
42 W. 48 St., NYC 

Rapid Art Service MU 3-821: 
304 E. 45 St., NYC 

Rik Shaw Associates, Ltd. PL 7-398: 


250 W. 57 St., NYC 19 
specializing in slide & filmstrip prod. 


115. titles 


Edstan Cl 5-678 
75 W. 45 St., NYC 

National Studios JU 2-192 
42 W. 48th St., "NYC 

hot press—hand lettering 

Photo-Lettering, Inc. MU 2-2345 


216 E. 45 St., NYC 17 

your titles produced in economical Pro-type 
Prestype, Inc. CH 2-2929 
136 W. 21st St., NYC 11 

opaque, instant lettering, in five colors 


Rapid Art Service MU 3-8215 
304 E. 45 St., NYC 
Studio Nine NO 3-1558 


4360 Melrose Ave., Los Angeles 4, Calif. 
charts, slides, art 
Martin J. Weber Studio 
171 Madison Ave., NYC 


LE 2-2695 


ART SUPPLIES 


116. acetates, overlays 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave. ,, Cleveland 12, Ohio 
sheets, rools & pads clear & mat finished 
Fluorographic Sales Division of Printing 
Arts Research Laboratories WO 2-7615 
273 La Arcada Bldg. , Santa Barbara, Calif. 
liquid fluoro—colors for ‘‘mylar’’ overlays 
National Card, Mat & Board Co. CO 1-7609 
4318 W. Carroll Ave., Chicago 24, ILL. 


117. adhesives 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 

M. Grumbacher, Inc. BR 9-600 
460 W. 34 St., NYC 1 

rubber cement 

Sanford Ink Co. ES 8-4514 
2740 Washington Blvd., Bellwood, III. 
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1'8. air brushes 


Toeyer & Chandler HA 1-72i0 
3°1 So. Peoria St., Chicago 7, Ill. 

ti 2 airbrush of the particular artist 

¥ Id Air Brush Co. AL 2-4600 
2 71. N. California Ave. , Chicago 47, Ill. 

m nufacturers-since 190] 


li ?. animation colors 


Fi ‘orographic Sales Division of Printing 

A: s Research Laboratories WO 2-7615 
27 La Arcada Bldg. , Santa Barbara, Calif. 
lic sid fluoro—colors for ‘‘mylar’’ overlays 

M. Grumbacher, Inc. BR 9-6400 
46 W. 34St., NYC 1 

Ce -tested colors & grays 


120. artists brushes 
A, Langnickel, Inc. OX 5-0875 
115 W. 31st Street, NYC 1 
Robert Simmons, Inc. 
555 6th Avenue, NYC 


OR 5-3136 


121. books 


M. Grumbacher, Inc. 

460 W. 34 St., NYC 1 

how-to-do-it, oil, water color, etc. 
Haberule 

Wilton, Connecticut 

C. Howard Hunt Pen Co. 

7th & State, Camden 1, N. J. 

Yale University Press 

Drawer 1729, New Haven, Conn. 
KATSURA: TRADITION & CREATION IN 
JAPANESE ARCHITECTURE 

by Walter Gropius & Kenze Tange with 
photographs by Yasuhiro |shimoto. 

160 pp of illustrations $15. 00 
THE LIFE & LETTERS OF J. ALDEN WEIR 
edited by Dorothy Weir Young. $10. 00 
THE FIRST WRITING BOOK: 
ARRIGHI’S OPERINA 

edited by John Howard Benson. 


BR 9-6400 


WO 3-0037 


$3. 00 


122. Bourges materials 


Bourges Color Corp. WA 4-8070 
80 5th Ave., NYC 11 

avai! able thru art material dealers 
Fluc-ographic Sales Division of Printing 

Arts esearch Laboratories WO 2-7615 
273 \.a Arcada Bldg. , Santa Barbara, Calif. 
clear color overlays; you “‘paint—off”’ color 
Naticral Card, Mat & Board Co., CO 1-7609 
418 V. Carroll Ave., Chicago 24, Ill. 


123. bristol boards 


Charles T. Bainbridge’s Sons 

20 Cumberland St., Bklyn. 5N.Y. 
drawing Bristols (prof. & student grades) 
Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave., Chicago 51, Ill. 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

“*Grumbacher”’ 

National Card, Mat & Board Co., CO 1-7609 
4318 W. Carroll Ave. , Chicago 24, III. 
Strathmore Paper Co. RE 6-830] 
Front St., W. Spfld., Mass. 

available thru art materia! dealers 


TR 5-304] 


124. canvas 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cieveland 12, Ohio 
canvas-panels, boards & rolls 
M. Grumbacher, Inc. 

460 W. 34 St., NYC 1 

canvas panels, boards, rolls & pads 

Talens & Son, Inc. MU 6-5383 
P.O. Box 453, Union, N. J. 

canvas panels and rolls 


BR 9-6400 


125. charcoal & pastel papers 


Charles T. Bainbridge'’s Sons TR 5-304] 
20 Cumberland St., Bklyn. 5.N. Y. 

charcoal & pastel papers & boards 

The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 

cut sheets & pads 

Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 51, Ill. 
charcoal, pastel papers & boards 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34St., NYC 1 

sheets, pads, rolls in white & colors 
Strathmore Paper Co. RE 6-830] 
Front St., W. Spfld., Mass. 

available thru art material dealers 


126. colored papers 


S.B. Alberts 

5 Tudor Place, NYC 17 

Fluorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bidg., Santa Barbara, Calif. 
clear color overlays; you “‘paint—off’’ color 
Strathmore Paper Co. RE 6-830] 
Front St., W. Spfld., Mass 

available thru your regular supplier 


127. crayons and chalks 


Eberhard Faber Pen & Pencil Co., Inc. 
Crestwood Pk., Wilkes-Barre, Pa. GR 4-671] 
Nupastels-chalk sticks-60 colors 
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A.W. Faber-Castell Pencil Co., Inc. 

41 Dickerson St. HU 3-1997 
Newark 3, New Jersey 

M. Grumbecher, Inc. BR 9-6400 
460 W. 34St., NYC 1 

crayons, layout chalks, Golden Palette Pastels 
Sanford Ink Co. ES 8-4814 
2740 Washington Blvd., Bellwood, III. 
Cray-Pas, dry oil colors in stock form 

Talens & Sons, Inc. MU 6-5383 
P.O. Box 453, Union, N. J. 


‘*wasco’’ deluxe wax crayons 


128. drafting supplies 


The Conlin Company Inc. ED 62121 
60 to 72 Elm St., Bridgeport 3, Conn. 
professional artist’s & drafting room supplies 
Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 51, III. 

C-Thru Ruler Company 

Hartford, Connecticut 

A.W. Faber-Castell Pencil Co., Inc. 

41 Dickerson St. HU! 3-1997 
Newark 3, New Jersey 

The Fairgate Rule Co. 

Coldspring 33, N.Y. 

Leslie Products Co. 

Jackson Drive, Waynesville, N.C. 
perma—top drawing board surfacing sheet 
National Card, Mat & Board Co. CO 1-7609 
4318 W. Carroll Ave. , Chicago 24, IIf. 
Rol-Ruler Company RI 9-2332 
P.O. Box 164, Riegelsville, Pao. 

Space horiz. & vert. lines autom. 1/16" up. 
To indicate blocks of copy, etc. 


GL 6-3545 


129. drawing instruments 


Eberhard Faber Pen & Pencil Co., Inc. 

41 Dickerson St. HU 3-1997 
Crestwood Pk. , Wilkes-Barre, Pa. GR 4-671] 
microtomic, pencils, leads, holders 

A.W. Faber-Castell Pencil Co., Inc. 

4147 Dickerson Street HU 3-1997 
Newark 3, New Jersey 

S. Krautkopf ST 9-1599 
553 Lincoln Pl., Bklyn. 38, N.Y. 

German precision drawing instruments 
compasses-ruling pens-prop. dividers 
Rol-Ruler Company RI 9-2332 
P.O. Box 164, Riegelsville, Pa. 

Space horiz. & vert. lines autom. 1/16" up. 
To indicate blocks of copy, etc. 


130. erasers 


Eagle Pencil Company WA 5-0900 
Danbury, Connecticut 

375 Pork Ave., NYC MU 8-2100 
Eberhard Faber Pen & Pencil Co., Inc. 
Crestwood Pk., Wilkes-Barre, Po. GR 4-671] 
Pink Pearl, Rubkleen, Kneaded Rubber 
A.W. Faber-Castell Pencil Co., Inc. 

41 Dickerson St. HU 3-1997 
Newark 3, New Jersey 








131. fixatives 


Blair Art Products 

5.N. 3rd St., Memphis 3, Tenn. 

The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
crystal clearplastic spray 

Eagle Pencil Company WA 5-0900 
Danbury, Conn. -375 Park Ave., NYC 

the fix without fumes MU 8-2100 
Eberhard Faber Pen & Pencil Co., Inc. 
Crestwood Pk., Wilkes-Barre, Pa. GR 4-671] 
Nupastel Fixative-cleor matte finish 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

**Tuffilm’’ & ‘‘Myston” workable spray 
Krylon, Inc. BR 9-1950 
Ford & Washington Sts., Norristown, Pa. 
Crystal-clear Permanent; workable Fixatif 


Presto Products Corp. CA 6-2100 
1220 W. Madison St., Chicago 7, Ill. 

mfrs. of presto fix, kote & stik 

Talens & Son, Inc. MU 6-5383 


P.O. Box 453, Union, N. J. 


talens ‘‘fixatif’’ clear spray fixative 


132. fluorescent materials 


Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 51, Ill. 

velva glo fluorescent papers & card boards 
Fluorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bldg. , Santa Barbara, Calif. 
fluorographic art materials (request list) 
Krylon, Inc. BR 9-1950 
Ford & Washington St., Norristown, Pa. 
Fluorescent Spray Paints 
National Card, Mat & Board Co. CO |-7609 
4318 W. Carroll Ave. , Chicago 24, Ill. 
genuine Day-Glo daylight fluorescent prods. 


133. fluorescent paper 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
R.1.C. papers 8 daylight fluorescent colors 


Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 5], Ill. 

velva glo fluorescent papers 

National Card, Mat & Board Co. CO |-7609 


4318 W. Carroll Ave. , Chicago 24, III. 
genuine Day-Glo daylight fluorescent prods. 


134. hand lettering sheets, etc. 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
craf-type mat finish acetate adhesive sheets 


C. Howard Hunt Pen Co. WO 3-0037 
7th & State, Camden 1, N. J. 
Prestype, Inc. CH 2-2929 


136°W. 21st St., NYC 11 
do-it-yourself dry—transfer instant lettering 


135. illustration boards 
Charles T. Bainbridge’s Sons TR 5-304] 
20 Cumberland St., Bklyn. 5 N.Y. 
illustration brds. (Prof. & student grades) 
Crescent Cartboard Company EV 4-3700 
1240 N. Homan Ave., Chicago 5], Ill. 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

“‘Grumbacher"’ plate & kid finish 

National Card, Mat & Board Co. CO 1-7609 
4318 W. Carroll Ave., Chicago 24, Ill. 
genuine Day-Glo daylight fluorescent prods. 
Strathmore Paper Co. RE 6-8301 
Front St., W. Spfld., Mass. 

aveilable thru art material dealers 


136. inks 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
Craftint '*66"’ Jet Black & 17 colors 


M. Grumbacher, Inc. BR 9-6400 
460 W. 34St., NYC 1 

drawing, colored & masking inks 

C. Howard Hunt Pen Co. WO 3-0037 
7th & State, Camden 1, N. J. 

Talens & Son, Inc. MU 6-5383 


P.O. Box 453, Union, N. J. 
Rembrandt Drawing inks, lettering inks 


137. lettering templets 


Letterguide, Inc. HE 2-6413 
State House Sta., Lincoln 9, Nebr. 
adjustable scriber, 450 artists’ templets 
Varigraph Co. AL 6-7679 
Box 690, Madison 1, Wisconsin 

Dstbr. Varigraph Lettering Templets 


138. manufacturer 
Charles T. Bainbridge's Sons TR 5-304] 
20 Cumberland St., Bklyn. 5.N.Y. 
illustration brds-draw. Bristols-papers & pads 
Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 51, III. 

poster, mat, illustration & drawing cardboards 


Eagle Pencil Company WA 5-0900 
Danbury, Conn. 
375 Park Ave., NYC MU 8-2100 


Eberhard Faber Pen & Pencil Co., Inc. 
Crestwook Pk., Wilkes-Barre, Pa. GR 4-671] 
N.Y. office — 200 Sth Ave. OR 5-0482 
Fiuorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bldg. , Santa Barbara, Calif. 
fluorographic and fluoro—color art materials 


M. Grumbacher, Inc. BR 9-6400 
460 W. 34St., NYC 1 
National Card, Mat & Board Co. CO 1-7609 


4318 W. Carroll Ave., Chicago 24, Ill. 
board & paper products 

Permanent Pigments, Inc. 

2700 Highland Ave., Cincinnati 12, Ohio 
Mfr. artists cirs. -lit., clr. cards available 


Permanent Pigments, Inc. 

2700 Highland Ave. , Cincinnati 12, Ohio 
Mfr., V Casein Designers colors 

Permanent Pigments, Inc. 

2700 Highland Ave. , Cincinnati 12, Ohio 
Mfr., Dana Opaques, acetate adherent tempe a 


Talens & Son, Inc. MU 6-538 ; 
P.O. Box 453, Union, N. J. 

mfr. of talens—rembrandt—orpi colors & matr s. 
Venus Pen & Pencil Corporation El. 9-15€ } 


Lewisburg, Tennessee 


139. masking inks & opaqu 's 


Fluorographic Sales Division of Printing 
Arts Research Laboratories WO 2-76 5 
273 La Arcada Bidg., Santa Barbara, Calif 
inks, colors, grays for clear overlays 

M. Grumbacher, Inc. BR 9-64 0 
460 W. 34St., NYC 1 

Patent Red, Patent Black, Ink Concentrate 


140. negative opaques 
M. Grumbecher, Inc. BR 9-610 
460 W. 34 St., NYC 1 
Speed-O-Paque, Matallic Opaque 
Talens & Son, Inc. 

P.O. Box 453, Union, N. J. 


talens opaque moist colors 


MU 6-5383 


141. office supplies 


A.W. Faber-Castell Pencil Co., Inc. 

41 Dickerson St. HU 3-1997 
Newark 3, New Jersey 

Rol-Ruler Company 

P.O. Box 164, Riegelsville, Pao. 
Space horiz. & vert. lines autom. 1/16" up. 
To indicate blocks of copy, etc. 

Sanford Ink Co. ES 8-4814 
2740 Washington Blvd. , Bellwood, Ill. 
writing inks, stamp pads, felt-tip markers 


RI 9-2332 


142. oil colors 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 

68 Craftint Artists’ Oil Colors 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

**Pre-tested’’ & ‘‘Finest’’ 

Permanent Pigments, Inc. 

2700 Highland Ave. , Cincinnati 12, Ohio 
artists oi! colors 

Talens & Son, Inc. 

P.O. Box 453, Union, N. J. 
Rembrandt/Orpi oi! colors, — photo oils 


MU 6-5383 


143. pads, blocks, 
sketch books 


Charles T. Bainbridge's Sons 
20 Cumberland St., Bklyn. 5.N.Y. 
drawing papers-pads & sketchbooks 


TR 5. 04l 





The Craftint Mfg. Company IV 6-4400 
8501 Euclid Ave., Cleveland 12, Ohio 
raftint’s complete line 

crescent Cardboard Company EV 4-3700 
240 N. Homan Ave., Chicago 5], Ill. 

. Grumbacher, inc. BR 9-6400 
50 W. 34 St., NYC 1 

omplete line 

ational Card, Mat & Board Co. CO 1-7609 
318 W. Carroll Ave., Chicago 24, I!I. 

‘ wathmore Paper Co. RE 6-8301 
ront St., W. Spfld., Mass. 

vailable thru art material dealers 


144. palettes 
|. Grumbacher, Inc. BR 9-6400 
«50W. 34St., NYC 1 


color, water color, Kolor-Keeper 


145. pastels 


E gle Pencil Company WA 5-0900 
Danbury, Conn. -375 Park Ave., NYC 

6 pencils & sticks in matching MU 8-2100 
cciors 

Eberhard Faber Pen & Pencil Co., Inc. 
Crestwood Pk., Wilkes-Barre, Pa. GR 4-671] 
NY. office —200 5th Ave. OR 5-0482 
M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

soft & Golden Palette semi-hard pastels 
Tolens & Son, Inc. MU 6-5383 
P.O. Box 453, Union, N. J. 

rembrandt soft & talens semi—soft 

pastels panda oil pastels 


146. pencils 


Eagle Pencil Company WA 5-0900 
Danbury, Conn. -375 Park Ave., NYC 

60 light proff moisture proof colors MU 8-2100 
Eberhard Faber Pen & Pencil Co., Inc. 
Crestwood Pk., Wilkes-Barre, Pa. GR 4-671] 
N.Y. office — 200 5th Ave., OR 5-0482 
Mongol colors, Colorama, colorbrite & Ebony 
A.W. Faber-Castell Pencil Co., Inc. 

4] Dickerson St. HU 3-1997 
Newark 3, New Jersey 

Fluorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bldg. , Santa Barbara, Calif. 
pencils for automatic highlight halftones 

M. Grumbecher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

C. Howard Hunt Pen Co. 

7th & State, Camden 1, N. J. 
pencil sharpeners & pointers 
Frances M. Moore Company 
1101 Carnegie Hall, NYC 19 


WO 3-0037 


Cl 7-3535 


C. Howard Hunt Pen Co. WO 3-0037 
7th & State, Camden 1, N. J. 
speedball system pens 
Frances M. Moore Company 
1101 Carnegie Hall, NYC 19 
Calligraphic, drawing, music, painting 
Speedry Products, Inc. VI 9-9700 
91-31 121 St., Richmond Hill 18, N. Y. 

pens, felt tip ‘‘Magic Marker’’ 
Talens & Son, Inc. 

P.O. Box 453, Union, N. J. 
Chinograph Technipen 


Cl 7-3535 


MU 6-5383 


148. picture frames 


Braquette, Inc. LENOX 88 
Lenox, Mass. 

adjustable picture frames 

Rex Artist Supplies 

2263 S.W. 37th Ave., Miami, Fla. 


custom picture framing 


HI 3-6902 


149. retouching materials 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
Fiworographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bidg., Santa Barbara, Calif. 
automatic hilite—dropout photo materials 

M. Grumbacher, Inc. : BR 9-6400 
460 W. 34 St., NYC 1 

Gamma Grays, Gamma White, brushes 

Talens & Son, Inc. MU 6-5383 
P.O. Box 453, Union, N. J. 

Talens Glossy Retouch, Grays, Hi-White 
Urban Art Service GR 2-2336 
2506 Lake View Ave., Chicago 14, Ill. 
Blaze. Best for b/w retouching 


150. retail art stores 


Arthur Brown & Bro., inc. 
2W. 46th St., NYC 36 
Crane-Gallo Artist Supplies 
173 Madison Ave., NYC 16 
drafting materials-airbrushes-picture framing 
Cross County Art Center YO 3-3788 
Cross County Shopping Center, Yonkers 4, NY 
convenience, service for advertising artists 
A. |. Friedman, Inc. Cl 5-6600 
25 W. 45 St., NYC 36 
E.H.& A. C. Friedrichs Co. 
40 E. 43 St., NYC 

140 W. 57 St., NYC 

363 Lexington Ave., NYC 
Lewis Artists Materials, Inc. 
158 W. 44 St., NYC 36 
Michael's Art Supplies, Inc. HO 3-718] 
6553 Sunset Blvd. , Hollywood 28, Calif. 


MU 3-9620 


JU 6-1090 


Derwent-72 colors:king’s own drawing- 17 degrees++| croest & mest conplete supalier of 


Venus Pen & Pencil Corporation EL 9-1583 
Lewisburg, Tennessee 


147. pens 
Cushman & Denison WE 3-2100 
P.9. Box 809, Camden 1, N. J. 


fe! tip marking devices, 
“F'o-Master”, “‘Cado”, “‘Brite-Line”’ 


Commercial Artists Materials on the 
West Coast!”’ 

Michael's Art Supplies, Inc. BE 4-1500 
235 Broadway, San Diego 1, Calif. 

“*Largest & most complete supplier of 
Commerical Artists Materials on the 

West Coast!”’ 

Near-North Guild 

63 E. Chicago Ave., Chicago, Ill. 


DE 7-2668 
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PL 5-3573 
HI 3-6902 


Plaza Artist Materials, Inc. 

210 E. 58 St., NYC 22 

Rex Artist Supplies 

2263 S.W. 37th Ave., Miami, Fla. 
complete line of artist materials 
Riebe's Art Supplies 

149 E. 60 St., NYC 


TE 8-7065 


151. sketch boxes 


M. Grumbacher, Inc. 
460 W. 34 St., NYC 1 
sketch boxes & sketch-box easels 


BR 9-6400 


152. slide rules 


A.W. Faber-Castell Pencil Co., Inc. 
41 Dickerson St. HU 3-1997 
Newark 3, New Jersey 


153. watercolor materials 


The Craftint Mfg. Company IV 6-4400 
18501 Euclid Ave., Cleveland 12, Ohio 
Craftint Academic colors, brushes, pads 
Crescent Cardboard Company EV 4-3700 
1240 N. Homan Ave. , Chicago 51, Ill. 
illustration & watercolor cardboards 
Fluorographic Sales Division of Printing 

Arts Research Laboratories WO 2-7615 
273 La Arcada Bidg., Santa Barbara, Calif. 
automatic highlight—dropout art materials 

M. Grumbacher, Inc. BR 9-6400 
460 W. 34 St., NYC 1 

professional colors, papers, pads & brushes 
National Card, Met & Board Co. CO 1-7609 
4318 W. Carroll Ave., Chicago 24, III. 
Permanent Pigments, Inc. 

2700 Highland Ave. , Cincinnati 12, Ohio 
Water Color materials 

Permanent Pigments, Inc. 

2700 Highland Ave. , Cincinnati 12, Ohio 
Liquitex-versatile waterproof clrs. 

Sanford Ink Co. ES 8-4814 
2740 Washington Blvd., Bellwood, Ill. 
Temperas-opaque water colors 

Talens & Son, Inc. MU 6-5383 
P.O. Box 453, Union, N. J. 

talens water & designers poster colors 
rembrandt water, casein cirs., etc. casein 
Triangle Color Company BR 1-0410 
1026 N. Water St., Milwaukee 2, Wis. 


PHOTOGRAPHY 


154. aerial 


Aero Service Corporation GL 7-3023 

210 E. Courtland St., Phila. 20, Pa. 

detailed air views 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 








Delano Photographics BE 6-2139 
1536 SE 11th Ave., Portland 14, Ore. 


aerial 
Hare Photographs Inc. TL 3-4114 
CH 9-5874 


5 Johnson Park, Buffalo 1, N.Y. 

Heilpern Photographers 

151 Homesteod Ave. , Hartford 12, Conn. 
complete service--all southern new england 
Wahl's Photographic Service DU 1-1500 
4 Smallwood Drive, Pittsford, NY 


specializing in aerial photography 
suburb of Rochester, NY 


155. animals 
Mary Eleanor Browning MU 5-0240 
149 E. 40 St., NYC 16 

Jerry Greenberg 

6840 S.W. 92 St., Miami 56, Fla. 
Undersea world, fish, coral 
P.1.P. 

507 5th Ave., NYC 17 

b/w and color 


MO 7-405] 


OX 7-6191 


156. antique arms 


Norman Floyderman, Antique Arms TO 9-4242 
44 W. Putnam Ave., Greenwich, Conn. 
Antique arms & accessories — for rent or sale 


157. architectural 


ARCHITECTS photo-DIRECTION  L! 9-8363 
420 So. 6th W. Box 1477, Missoula, Montana 
architectural 
Arizona Photographic Assoc., Inc. 
602-258-6551 
2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 
Roland Chatham 
P.O. Box 201, Bryan, Texas 
architectural, aerial, commercial 
Chicago Architectural Photographing Co. 
75 E. Wacker Drive CE 6-192] 
Chicago }, Ill. 
industrial; advertising illustration 
Ingverd Eide LI 9-8363 
Box 1477, 420 So. 6th W., Missoula, Montanc 
architectural 
Phil Fein & Associates YU_2-1450 
882 Folsom St., San Francisco 7, Calif. 
national rep, 22 yrs. , agency savvy, b/w color 
Heilpern Photographers CH 9-5874 
15! Homestead Ave. , Hartford 12, Conn. 
complete service--all southerr:i new england 
The Holmes |. Mettee Studio VE 7-6900 
701 N. Eutaw St., Baltimore 1, Md. 
sales producing photographs 
Frank J. Miller, Photographer DA 4-8758 
P.O. Box 1532, Pinebrook Park, Hickory, N.C. 
Donald Rettew — Photography MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Imaginative results on location — color & b/w 
Jacob Stelman PO 9-2992 
1249 N. 29 St., Philo. 21, Pa. 
Architectural since 1936 


TA 2-8495 


Lewis P. Watson, Commercial Photography 
1916 Hillsboro St., Raleigh, N.C. 

b/w, color TE 2-9887 
Bill Witt-Photography 201-MA 3-0562 
40 Fulton St., Newark 2, N. J. 

N.J. locations/color & design featured 


158. birds 


Joyce R. Wilson 
412 W. 20St., NYC 11 


color, b/w 


159. cats & dogs 


Constance Bannister 

Box 8, Syosset, L.|., NY 
color — black & white 
Mary Eleanor Browning 
149 E. 40 St., NYC 16 


WA 1-1170 


MU 5-0240 


160. children 


Arizona Photographic Assoc. , Inc. 
602-258-6551 
2350 West Holly, Phoenix 9, Ariz. 
Constance Bannister 
Box 8, Syosset, L.|., NY 
infants with expression 
Dorothy McLaughlin specialist 
Bernice Clark 
20 Bartlett, Detroit 3, Mich. 
natural situation ads — stories 
Erika Klass IL 7-1298 
37-06 72nd St., Jackson Hts., 72 NY 
children & babies stock & assignments 
Siegfried/Darsey Studio AX 4-181] 
4341 Don Tomaso Dr., L.A. 8, Calif. 
sprites, imps or brats 
Arlene Yon Zimmerman MO 7-8207 
6402 Chapman Field Dr., Miami 56, Fla. 
human. interest, fashion, Fla. activities 


WA 1-1170 


TU 3-3912 


161. color 


Arizona Photographic Assoc., Inc. 
602-258-6551 


2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 
Constance Bannister 

Box 8, Syosset, L.I., NY 

babies & animals with expression 
Brand Studios 721-1462 
1208 Central Pkway. , Cincinnati 10, Ohio 

Mary Eleanor Browning MU 5-0240 
149 E. 40 St., NYC 16 

Joe Clark, H.B.S.S. 

20 Bartlett, Detroit 3, Mich. 
ady. illustration, indus., human interest 

Cyr Studio & Color Agency 203 WO 6-0772 
111 Forest St., New Canaan, Conn. 

stock color transparencies from 35mm to 8 X 10 
Jerry Greenberg MO 7-4051 
6840 S.W. 92 St., Miami 56, Fla. 


WA 1-1170 


TU 3-3912 


Underwater color photography 


Hare Photographs Inc. TL 3-4114 
5 Johnson Park, Buffalo 1, N.Y. 
Heilpern Photographers CH 9-5874 
151 Homestead Ave. , Hartford 12, Conn. 
complete service--all southern new england 
Hi-Fi Photocolor Studio WE 2-4580 
5905 Calumet Ave., Hammond, Ind. 
direct color from camera to print 
Laymon Studios 
P.O. Box 520, Danville, Vo. 
industrial furniture products assignments 
The Holmes |. Mettee Studio VE 7-6900 
701 N. Eutow St., Baltimore 1, Md. 
sales producing photographs 
Frank J. Miller, Photographer DA 4-8758 
P.O. Box 1532, Pinebrook Park, Hickory, N.C. 
Richard Pace WO 2-5684 
47 Bayview Ave., Jersey City 5, N. J. 
illus. , location, still life HE 5-1666 
O.ur. OX 7-6191 
507 5th Ave., NYC 17 
assignments—stock—research 
Donald Rettew — Photography MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Stock Color — Slide & Filmstrip Prod. 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 
18] photographic production services 
H. Armstrong Roberts RA 6-0880 
205 W. Wacker Dr. , Chicago 6, III. 
stock file of color transparancies 
H. Armstrong Roberts 
420 Lexington Ave., NYC 17 
stock file of color transparancies 
H. Armstrong Roberts 
4203 Locust St., Phila. 4, Pa. 
stock file of color transparancies ; 
Siegfried/Darsey Studio AX 4-181] 
4341 Don Tomaso Dr., L.A. 8, Calif. 
technically & aesthetically used 
Alphonse Simone/Advertising Photography 

RI 7-2739 
2517 Fairmount, Dallas 1, Texas 
quality color for national agencies 
Stereo Studio, Lisa Obert 
4] W. 83 St., NYC 24 
color 
Lewis P. Watson, Commercial Photography 
1916% Hillsboro St., Raleigh, N.C. 
general commercial TE 2-9887 
Bill Witt-Photography 201-MA 3-0562 
40 Fulton St. , Newark 2, N. J. 
industrial illustrations & adv. 
Robert A. Young 
116 Cleveland Ave., Colonia, N. J. 
top notch, creative color photos 


SW 2-1962 


LE 2-6076 


EV 6-6300 


TR 3-1046 


FU 1-6269 


162. consultants 


Arizona Photographic Assoc., Inc. 
602-258-655! 
2350 West Holly, Phoenix 9, Ariz. 
Herb McLaughlin, Consultant 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 
610 S. Armenia, Tampa, Flo. 877-5353 
complete quality color service to the trade 
Jerry Greenberg MO 7-405) 
6840 S.W. 92 St., Miami 56, Flo. 
Underwater still photography 
Pr. 
507 5th Ave., NYC 17 
assignments—stock—research 


OX 7-619! 


=» 02 bh & 
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tik Shaw Associates, Ltd. PL 7-3988 
50 W. 57 St., NYC 19 


81 photographic production services 


163. editorial 


4 RCHITECTS photo-DIRECTION Li 9-8363 

4°0 So. 6th W. Box 1477, Missoula, Montana 

e itorial 

4 izona Photographic Assoc., Inc. 
602-258-6551 

50 West Holly, Phoenix 9, Ariz. 

rb McLaughlin, specialist 

e Clark, H.B.S.S. 

Bartlett, Detroit 3, Mich. 

‘ture stories — advertising illustrations 

yward Eide LI 9-8363 

x 1477, 420 S. 6th W., Missoula, Montana 

torial 

cry Greenberg 

6:40 S.W. 92 St., Miami 56, Fla. 

U: derwater photography 

Hcre Photographs Inc. 

5 ‘ohnson Park, Buffalo }t, N.Y. 

Reger Marshutz BR 2-8234 

873. N. Beverly Glen Blvd., L.A. 24, Calif. 

mogazine-advertising 

The Holmes |. Mettee Studio VE 7-6900 

70! N. Eutaw St., Baltimore 1, Md. 

saies producing photographs 

Frank J. Miller, Photographer DA 4-8758 

P.O. Box 1532, Pinebrook Park, Hickory, N.C. 

P.1.P. OX 7-6191 

507 5th Ave., NYC 17 

assignments—stock—research 

Siegfried/Darsey Studio AX 4-181] 

4341 Don Tomaso Dr., L.A. 8, Calif. 

mood extractions, emotional sock 

Bill Witt-Photography 201-MA 3-0562 

40 Fulton St., Newark 2, N. J. 

picture stories/magazine/advertising 


TU 3-3912 


WeO R&T AD 


MO 7-4051 
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TL 3-4114 


164. experimental 


Edstan Cl 5-678) 
75 W. 45 St., NYC 

Jerry Greenberg 

6840 S.W. 92 St., Miami 56, Fla. 
Underwater color & b/w stills 
P.1.P. 

507 5th Ave., NYC 17 
assignments—stock—research 
Siegfried/Darsey Studio AX 4-1811 
434] Don Tomaso Dr., L.A. 8, Calif. 
abstractions with or without camera 

Robert A. Young FU 1-6269 
116 Cleveland Ave., Colonia, N. J. 
photograms, mood, wavy glass 


MO 7-405] 


OX 7-619] 


165. fashion 


Roi-ert A. Young 
1¢ Cleveland Ave., Colonia, N.J. 
Ne. York, New Jersey Area 


FU 1-6269 


166. general 


Ackad Studio 

1638 Connecticut Ave., N.W., Wash. 9, D.C. 

C.W. Ackerman Studio 

P.O. Box 526, Cleveland 7, Ohio 

Acme Photo Co. 

1390 Anderson Ferry Rd., Cincinnati 38, Ohio 

Admaster Prints, Inc. OR 9-1134 

425 Park Ave. So., NYC 16 

**The Visual Aid Center”’ 

Adrian's Photography 

50 Tilson Road, Toronto, Ont. 7, Canada 

Edward M. Allen 

Courtyard 2118 Mass. Ave.N.W., Wash.8, D.( 

Allied Artists i 

800 W. Baltimore, Detroit, Mich. 

Allied Photographic Illustrators 

629 South Cooper, Mempl.:. 4, Tenn. 

Alpha Photo Associa. ©..c. 

20 V. 57th Street, NYC 19 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 

Ashley & Crippen, Ltd. 

196 Bloor St., W. Toronto, Ont. Canada 

Ashton Studio of Photography 

1260 Blue Hill Ave., Boston 26, Mass. 

George August Photography 

4145 University Way, Seattle 5, Wash. 

Harry Auspitz Studio 

2006 Chancellor St., Philadelphia 3, Pa. 

The Banbury Studios 

605 4th Ave. S., Minneapolis 15, Minn. 

Beacon Photograph Co. 

308 W. Randolph St., Chicago 6, III. 

Benyas-Kaufman Photogra phers 

8775 W. Nine Mile Road, Detroit, 

Victor Berline of Paris Studio 

3546 Main, Kansas City 11, Mo. 

David Bier Studios 

265 Vitre St. W., Montreal Que. , Canada 

Birlauf & Steen 

814 Grant St., Denver 3, Colo. 

Blakeslee-Lane, Inc. 

916N. Charies St., Baltimore 1, Md. 

Boris Studios, Inc. MU 5-0006 

1265 Broadway, NYC 1 : 

Boulevard Photographic, Inc. 

2857 E. Grand Boulevard, Detroit 2, Mich. 

Bowie Studio 

3053 Peachtree Road, Atlanta 5, Ga. 

Brand Studios 721-1462 

1208 Central Pkway., Cincinnati 10, Ohio 

Brigdens Limited 

130 Duchess St., Toronto, Ont., Canada 

Brown & Rehbaum Service, Inc. 

327 W. National Ave., Milwaukee 4, Wisc. 

Arthur Burt, Inc. 

3720 E. 5th Ave., Columbus 19, Ohio 

Cardinal Studio 

P.O. Box 2541, Milwaukee 14, Wisc. 

A. Church Photographers 

613 Allegheny Ave., Pittsburgh 33, Pa. 

Ray Cicero YU 6-8930 

480 Lexington Ave., NYC 

Arthur Clarks Studio 


Commercial Photographic, Inc. 

Box 955, Toledo 2, Ohio 

Commercial Photography 

8948 W. Pico Blvd., Los Angeles 35, Calif. 
Condit Studios 

12 N.W. 8th, Portland 9, Ore. 

Charlies Conkling & Sons, Inc. 

4929 N.E. Fremont St., Portland 13, Ore. 
Claude Constable Studios 

4829 Dodge St., Omaha 32, Nebr. 
Contemporary I|lustrators 

3214 Gillham Road, Kansas City 9, Mo. 

Les Cooper Commercial Photographers 

P.O. Box 337, Memphis, Tenn. 

Copy Craft, Inc. 

58 W. Adams, Fine Arts Bldg., Detroit 26, Mich. 
Corval Commercial Photog. 

318 W. Schiller, Chicago 10, Ill. 

Russel D. Councill, Photographer 

418 N. Stafford Ave., Richmond 20, Va. 
Larry Couture Studio 

2823 Collingwood Ave., Toledo 10, Ohio 
Herbert Bruce Cross 

612 S. Berendo St., Los Angeles 5, Calif. 
Emil Cuhel Photography 

761 N. Highland Ave., Los Angeles 38, Calif 
Davis Studio 

911 G. St., N.W., Washington 1, D.C. 
Delano Photographics BE 6-2139 
1536 S.E. 11th Ave., Portland 14, Ore. 
general 

Dementi Studio Mi 8-9003 
121 E. Grace St., Richmond 19, Va. 

selling service and experience plus equipment 
Erroll C. Dexter Studio 

579 Greenhurst Drive, Pittsburgh 16, Pa. 
Dickey & Harleen Studios 

333 Sacramento St., San Francisco 11, Calif. 
Paul Dixon Comm. Photo Enterprises 

1518 Pennsylvania Ave., Ft. Worth 4, Tex. 
Paul Dome YU 6-4680 
480 Lexington Ave., NYC 17 

Dorain 

S. 9, Post, Spokane 1, Wash. 

Roger Dudley 

64 Cobb Bidg., Seattle 1, Wash. 

Ellertson & Associates 

518 5th Ave. So., Minneapolis 15, Minn. 
Euclid Studio, Inc. 

20471 Euclid Ave., Cleveland 17, Ohio 
Faraghan Photography 

1934 Arch St., Phila. 3, Pa. 

Fay Foto Service, Inc. 

45 W. Conton St., Boston 18, Mass. 

Bob File Photography 

2737 Camden Road, Columbus 21, Ohio 
Daniel Firestone Photographs 

168 N. 3rd St., Columbus 15, Ohio 

Bob Forester 

4319 West Pico Blvd., Los Angeles 19, Calif 
Fursty Studio 

7702 S. Saginaw Ave., Chicago 49, Ill. 
Gabriel Studio 

5758 Irving Park Road, Chicago 34, III. 
Ganslen Studios 

347 Stockton St., San Francisco 8, Calif. 
Gary & Clark Photography 

1003 Camp, Dallas 2, Texas 

General Motors Photographic 


4915 Caskie St., W. End Station, Richmond, Va 465 W. Milwaukee, Detroit 2, Mich. 


Color-tex 

1622 W. Wells St., Milwaukee 3, Wisc. 
The Commercial Photo Co., Inc. 

808 Delaware St., Kansas City 5, Mo. 
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Merrill Goff Studio 

4941 Browne St., Omaha 5, Nebr. 
Grand Studio 

7135 Broadway, Cleveland 5, Ohio 








Grannis Studio 

4003 Hillsboro Road, Nashville 12, Tenn. 
Jerry Greenberg MO 7-405] 
6840 S.W. 92 St., Miami 56, Flo. 
Underwater color & b/w stills 

Chas. E. Grover, Pic's, Inc. 

1479 S. Jackson St., Denver 10, Colo. 
Robert B. Grubb 

6142 N. 10th St., Philadelphia 41, Pa. 

Bror Hanson, Photographer 

17209 Mack Ave., Detroit 24, Mich. 

H & H Photo Service Company TR 4-908] 
1554 Piedmont Ave. N.E., Atlanta 9, Ga. 
‘the ultimate in fine creative photography” 
Hare Photographs Inc. TL 3-4114 
5 Johnson Fark, Buffalo 1, N.Y. 

Hayward Studios Inc. 

2015 Mountain St., Montreal, Que., Canada 
Hedrich-Blessing, Ltd. 

450 E. Ohio St., Chicago 11, III. 
Stephen Heiser Photography 

141 W. Ohio St., Chicago 10, Ill. 
Hi-Fi Photocolor Studio WE 2-4580 
5905 Calumet Ave., Hammond, Ind. 

direct color from camera to print, b/w 
Hinman Photography 

4 Biscayne Blvd., Miami 32, Fla. 

Hiti Studio 

1547 University Ave., St. 
Hoebermann Studios 

49 W. 44 St., NYC 

W.H. Hoedt Studios, Inc. 
1532 Summer St., Philadelphia 2, Pa. 

The Holmes |. Mettee Studio 

701 N. Eutaw St., Baltimore 1, Md. 

Hospital Picture Service 

11138 Hayes, Detroit 13, Mich. 

House of Rothschild 

625 S. Western Ave., Los Angeles 5, Calif. 
Hughes Company 

213 W. Monument St., Baltimore 1, Md. 
Donald Jack Studio 

4807 Dodge St., Omaha 32, Nebr. 

Jimmie Jamieson 

Goodwyn Institute Bldg., Memphis 3, Tenn. 
Johnson-Bacheller-Ross, Inc. 

2282 W. Como Ave., St. Paul 8, Minn. 
Johnson Photographers 

124 Fifth Avenue S., Clinton, lowa 

J.H. Kammerdiener 

726 E. Franklin Ave., Minneapolis 4, Minn. 
Kaufmann & Fabry Co. 

425 S. Wabash Ave., Chicago 5, Ill. 

Charles Kerlee, Inc. CO 5-7605 
149 W. 54 St., NYC 

Floyd J. Kile Studio 

83 Cain St. N.E., Atlanta 3, Go. 

Dave Kleiman Studio, Inc. 

62 E. Lake St., Chicago 1, Ill. 

Robert Koropp Photography, Inc. 

33 S. Wacker Dr., Chicago 6, III. 

Kranzten Studio, Inc. 

22 W. Hubbard St., Chicago 10, Ill. 
Laughead Photographers 

6411 Hillcrest, Dallas 5, Texas 

Chas. A. Libby & Son 

South 218 Lincoln, Spokane 4, Wash. 

Liddle & Kohn 

2332 Biscayne Blvd., Miami 37, Fla. 

Los Angeles Airport Photography 

5900 Avion Drive, Los Angeles 45, Calif. 


SU 7-9717 


Paul, 14, Minn. 
MU 7-0006 


Mac Gregor & Co. 

19136 Woodward Ave., Detroit 3, Mich. 
Manning Brothers 

16300 Brush St., Detroit 3, Mich. 

G.R. McFadden Commercial Photographer 
915 S. 8th St., Burlington, lowa 

Eddie McGrath Jr. Studio 

15520 E. Warren, Detroit 24, Mich. 

Merge Studios 

2115 W. Pico Blvd., Los Angeles 6, Calif. 
The Holmes |. Mettee Studio VE 7-6900 
70} N. Eutaw St., Baltimore 1, Md. 

sales producing photographs 

Miss Dee Studio 

1663 Grand Ave., St. Paul 5, Minn. 

Morris & Associates 

3186 West 8th St., Los Angeles 5, Calif. 
Moser & Son 

1638 S.W. 8th St., Miami 35, Fla. 

Norris Collins Photographers 

102-12th Ave. S., Nashville 3, Tenn. 

Bob Nunn Photography 

2415 D. Avenue, N.E., Cedar Rapids, lowa 
Osborne Photographic Laboratories, Inc. 
505 Elm St. Miami Bldg. , Cincinnati 2, Ohio 
Robt. Packo Foto Lab. 

1902 Front St., Toledo 5, Ohio 
Photo Forum 

161 E. 32 St., NYC 16 
Photography by Pentecost 

206 Broadway Mk. Bidg., Detroit 26, Mich. 
Edward Pilkington 

5154 Leiper St., Philadelphia 24, Pa. 

Quaker Photo Service Co., Inc. 

914 Walnut St., Philadelphia 7, Pa. 
Richter-Brown, Inc. Photography 

4708 Linden, Spokane 61, Wash. 

Al Salter Photography 

685 Pallister, Detroit 2, Mich. 

Peter James Samerjan OL 3-2940 
846 N. Fairfax, Los Angeles 46, Calif. 

Jules Schick, Photography 

Architects Bldg. 17 & Sansom Sts. Phila. 3, Pe 
Shigeta-Wright Associates, Inc. 

1721 N. Wells St., Chicago 14, Ill. 


Alphonse Simone/Advertising Photography 
RI 7-2739 


MU 3-3768 


2517 Fairmount, Dallas 1, Texas 

complete coverage in the southwest 

W.D. Smith Comm. Photographs 

1307 W. El Paso St., Ft. Werth 3, Texas 
Ferdinand Vogel Studios PL 9-1930 
424 Madison Ave., NYC 

Don Wallace, Inc. 

9th & Main, Ft. Worth 2, Texas 

Lewis P. Watson, Commercial Photography 
1916% Hillsboro St., Raleigh, N.C. 
commercial, b/w, color TE 2-9887 
Weaver Photo Service 

2629 Hyperion Ave., Los Angeles 27, Calif. 
Paul Weller RE 7-2202 
227 E. 67 St., NYC 

Wiles-Hood 

4012 Gallatin Road, Nashville 6, Tem. 
Warren Winstanley, Inc. DR 1-4160 
10910 Whittier, Detroit 24, Mich. 
Yang Color Photography 

1305 3rd Ave., Seattle 1, Wash. 
Robert A. Young 

116 Cleveland Ave., Colonia, N. J. 
New York, New Jersey creo 


FU 1-6269 


167. human interest 


Arizona Photographic Assoc., Inc. 
602-258-65: 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 

Constance Bannister 

Box 8, Syosset, L.|., NY 

mother & babies — child care 

Bernice Clark 

20 Bartlett, Detroit 3, Mich. 

grownups & children — naturally 

Frank J. Miller, Photographer DA 4-87 

P.O. Box 1532, Pinebrook Park, Hickory, N. 

assignments in the south 

P.1.P. 

507 5th Ave., NYC 17 

b/w and color 

Robert A. Young 

116 Cleveland Ave., Colonia, NJ 

up to date work for Ad Agencies 


WA 1-1] 


TU 3-39 


OX 7-6! 


FU 1-67 


168. illustration 


Arizona Photographic Assoc., Inc. 
602-258-65 5 

2350 West Hoily, Phoenix 9, Ariz. 

covering the entire southwest 

Warren Ballard DA 5-8'-60 

6813 Lee Highway, Arlington 13, Va. 

illustrative photography 

Henry Bedlivy Cl 6-4786 

48 W. 48th St., NYC 

Joe Clark, H.B.S.S. 

20 Bartlett, Detroit 3, Mich. 

advertising, color, b/w, location or studio 

Deane’s Studio Photography CH 9-2357 

125 First Ave. No. , Jacksonville Beach, Fla. 

Ingvard Eide LI 9-8363 

Box 1477, 420 So. 6th W., Missoula, Montana 

illustration 

Phil Fein & Associates YU 2-1450 

882 Folsom St., San Francisco 7, Calif. 

Alaska-Mexico, versatile, agcy savvy, b/w, color 

Bernard Foster LL.B. ST 2-7774 

9 Hall St., Lewiston, Maine 

fashion, pretty girls, etc. 

R.R. Frame & Co. IV 2-4280 

531 Hermitage St., Philadelphia 28, Pa. 

ppa qualified—advertising illustration 

Jerry Greenberg MO 7-405] 

6840 S.W. 92 St., Miami 56, Fla. 

Underwater stills, b/w & color 

The Holmes |. Mettee Studio VE 7-6900 

701 N. Eutaw St., Baltimore 1, Md. 

sales producing photographs 

Leonard Shields 

717 Shepherd Ave., Bklyn. 8, NY 

Free Lance, Scenics for Publication, Etc. 

Leonard Shields NI 9-2319 

717 Shepherd Ave., Bklyn. 8, NY 

Natural History Photos for Publication, Etc. 

Siegfried/Darsey Studio AX 4-181] 

4341 Don Tomaso Dr., L.A. 8, Calif. 

sensitive, empathetic interpretations 


Alphonse Simone/Advertising Photograph: 
RI 7-739 


TU 3-3912 


NI 9-2319 


2517 Fairmount, Dallas 1, Texas 
imaginative work for art directors 





6-4786 
3-3912 


udio 

9-2357 
h, Fla. 
9-8363 


ontoana 


2-140 
if. 
/w, color 


2-7774 


2-4280 
a. 


7-405] 


7-690 


9-2319 


Etc. 
9-2319 


*red Swartz WE 9-2789 
35% S. La Brea, Los Angeles 36, Calif. 
\lustration 
“odd Walker BR 2-5006 
826 Burton Way, Beverly Hills, Calif. 
hotography, illustration 

ill Witt-Photography 

} Fulton St., Newark 2, NJ 
dustrial illustration-color & design feat. 


201-MA 3-0562 


69. industrial 


«.W. Ackerman Studio 

.O. Box 526, Cleveland 7, Ohio 
i \lied Photographic Illustrators 
29S. Cooper, Memphis 4, Tem. 
| obert J. Anderson & Co. 

152 Ryland Ave., Detroit 40, Mich. 
s 9ex Photograph Co. 

1-N. Wacker Dr., Chicago 6, III. 
+ RCHITECTS photo-DIRECTION LI 9-8363 
£20 So. 6th W. Box 1477, Missoula, Montana 
i dustrial 
érizona Photographic Assoc., Inc. 

602-258-6551 
2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 
Harry Auspitz Studio 
2006 Chancellor St., Philadelphia 3, Pa. 
The Banbury Studios 
605 4th Ave., Minneapolis 15, Minn. 
Beacon Photograph Co. 
308 W. Randolph St., Chicago 6, III. 
Benyas-Kaufman Photographers 
8775 W. Nine Mile Rd., Detroit, Mich. 
Blakeslee-Lane, Inc. 
916. N. Charles St., Baltimore 1, Md. 
Brand Studios 721-1462 
1208 Central Pkwy., Cincinnati 10, Ohio 
Clarence S. Bull 
169 N. Canyon View, Los Angeles 49, Calif. 
Arthur Burt, Inc. 
3720 E. 5th Ave., Columbus 19, Ohio 
Cardinal Studio 
P.O. Box 2541, Milwaukee 14, Wisc. 
Chase Studios, Ltd. 
1904 M St., N.W., Washington 6, D.C. 
Chicago Architectural Photographing Co. 
75 E. Wacker Drive CE 6-192] 
Chicago |, III. 
architectural; advertising illustration 
A. Church Photographers 
613 Allegheny Ave., Pittsburgh 33, Pa. 
Joe Clark, H.B.S.S. TU 3-3912 
20 Bartlett, Detroit 3, Mich. 
annual reports — advertising 
Norris Collins Photographers 
102 12th Ave. S., Nashville 3, Tenn. 
Tom Collins-Photography 
2714 McKinney Ave., Dallas 1, Texas 
The Commercial Photo Co., Inc. 
808 Delaware St., Kansas City 5, Mo. 
Commercial Photographic, Inc. 
Box 955, Toledo 2, Ohio 
Commercial Photography 
898 W. Pico Blvd., Los Angeles 35, Calif. 
Charles Conkling & Sons, Inc. 
49°9N.E. Fremont St., Portland 13, Ore. 
Connell NO 3-0612 

3° N. Berendo St., L.A. 4, Calif. 


ed orial, illustration, industrial 


Les Cooper Commercial Photographers 
P.O. Box 337, Memphis, Tenn. 

Herbert Bruce Cross 

612 S. Berendo St., Los Angeles 5, Calif. 
Emil Cuhel Photography 


761 N. Highland Ave., Los Angeles 38, Calif. 


Custom Color Lab TR 2-651] 
8 Procter St., Framingham, Mass. 

Delano Photographics BE 6-2139 
1536 S.E. 11th Ave., Portland 14, Ore. 
industrial 

Erroll C. Dexter Studio 

579 Greenhurst Drive, Pittsburgh 16, Pa. 
Philip C. Dittes 

488 Endicott-Robert Bldg., St. Paul 1, Minn. 
Roger Dudley 

64 Cobb Blidg., Seattle 1, 
James R. Dunlop, Inc. 
1223 Eye St., N.W. Washington 5, D.C 
Ellertson & Associates 

518 5th Ave., S. Minneapolis 15, Minn. 
Euclid Studio, Inc. 

20471 Euclid Ave., Cleveland 17, Ohio 

Phil Fein & Associates YU 2-1450 
882 Folsom St., San Francisco 7, Calif. 
agency savvy, mobile, top quality, b/w, color 
Film Art Murals 

150 N.W. Ist St., Miami 36, Fla. 

Vince A. Finnigan 

221 5th St., N.E., Washington 2, D.C. 
Daniel Firestone Photographs 

168 N. 3rd St., Columbus 15, Ohio 

Bob Forester 

4319 W. Pico Blvd., Los Angeles 19, Calif. 
R.R. Frame & Co. IV 2-4280 
531 Hermitage St., Philadelphia 28, Pa. 
complete photographic services for industry 
Harvey C. Friendentag 

1438 S. Navajo St., Denver 23, Colo. 
Ganslen Studios 

347. Stockton St., San Francisco 8, Calif. 
Garry's Commercial Photog. 

207 Keenan Bidg., Pittsburgh 22, Pa. 
General Motors Photographic 

465 W. Milwaukee, Detroit 2, Mich. 

Gerber Photographers 

3801 N. Teutonia Ave., Milwaukee 6, Wisc. 
Robert B. Grubb 

6142 N. 10th St., Philadelphia 41, Pa. 

Bror Hanson, Photographer 

17209 Mack Ave., Detroit 24, Mich. 

Hare Photographs Inc. TL 3-4] 14 
5 Johnson Park, Buffalo 1, N.Y. 

Hayward Studios Inc. 

2015 Mountain St., Montreal, Que., Canada 
Hedrich-Blessing, Ltd. 

450 E. Ohio St., Chicago 11, III. 

Heilpern Photographers CH 9-5874 
151 Homestead Ave. , Hartford 12, Conn. 
complete service--all southern new england 
Raymond F. Hildebrand 

420 N. 63rd St., Milwaukee 13, Wisc. 

Hodge Photos 

515-517 S.W. 13th Ave., Portland 5, Ore. 
Holtkamp Commercial Photographers 

3221 Wold Ave., Cincinnati 7, Ohio 

House of Rothschild 

625 S. Western Ave., Los Angeles 5, Calif. 
Howard Studios 

1619 Brownell Court, Cleveland 15, Ohio 
Industro-Color C ial Photo Studio 

177 N. State St., Chicago 1, Ill. 

Jack’s Studio 

518 15th St., Denver 2, Colo. 


Wash. 
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Jimmie Jamieson 

Goodwyn Institute Bldg., Memphis 3, Tenn. 

Gary Jentoft 

7732 \9th, N.E., Seattle 15, Wash. 

Johnson Photographers 

124 Fifth Ave., S., Clinton, lowa 

Judge Studio 

119% 9th St., Pittsburgh 22, Pa. 

industrial -b/w-color 

Kaufmann & Fabry Co. 

425 S. Wabash Ave., Chicago 5, | Il. 

Dave Kleiman Studio, Inc. 

62 E. Lake St., Chicago 1, Ill. 

Kranzten Studio, Inc. 

22 W. Hubbard St., Chicago 10, Ill. 

Liddle & Kohn 

2332 Biscayne Blvd., Miami 37, Fla. 

Mac Gregor & Co. 

19136 Woodward Ave., Detroit 3, Mich. 

G.R. McFadden Commercial Photographer 

915 S. 8th St., Burlington, lowa 

J.F. Malony 

6230 Wilson Ave., Seattle 18, Wash. 

Manning Bros. 

16300 Brush St., Detroit 3, Mich. 

Merge Studios 

2115 W. Pico Blvd., Los Angeles 6, Calif. 

The Holmes |. Mettee Studio VE 7-6900 

701 N. Eutaw St., Baltimore 1, Md. 

sales producing photographs 

Frank J. Miller, Photographer DA 4-8758 

P.O. Box 1532, Pinebrook Park, Hickory, N.C. 

Location assignments in the south 

Morris & Associates 

3186 W. 8th St., Los Angeles 5, Calif. 

Benjamin Morse, Inc. 

16 Lincoln St., Boston 11, Mass. 

Moser & Son 

1638 S.W. 8th St., Miami 35, Fla. 

Neil Newton Photography 

517 Mount Pleasant Road, Toronto, Ont. Canada 

Norton & Peel 

1004 Marquette Ave. , Minneapolis 3, Minn. 

Bob Nunn Photography 

2415 D. Avenue, N.E. Cedar Rapids, lowa 

Edgar H. Orr & Co. 

83 Cain St., N.E., Atlanta 3, Ga. 

Osborne Photographic Laboratories, Inc. 

505 Elm St., Cincinnati 2, Ohio 

Robt. Packo Foto Lab. 

1902 Front St., Toledo 5, Ohio 

Photographers Commercial, Inc. 

13450 Puritan, Detroit 27, Mich. 

Stephen W. Plimpton 

899 Boylston St., Boston 15, Mass. 

Quaker Photo Service Co., Inc. 

914 Walnut St., Philadelphia 7, Pa. 

Randazzo & Morzison, Inc. 

716 Baltimore Ave., Kansas City 5, Mo. 

Renner, Inc. 

1530 Lombard St., Philadelphia 46, Pa. 

Donald Rettew — Photography MO 4-4703 

533 Valley View Rd., Merion Station, Pa. 

Advertising — Annual Reports — Case Histories 

Riehle Studios 

407 Sibley St., St. Paul 1, Minn. 

Robert Rubic 

254 W. 31 St., NYC 1 

annual reports, architectural, etc. 

Al Salter Photography 

685 Pallister, Detroit 2, Mich. 

Alphonse Simone/Advertising Photography 
RI 7-2739 


AT 1-3834 


BR 9-6108 


2517 Fairmount, Dallas 1, Texas 
industrial b&w or color up to 8/10 








W.D. Smith 

1307 W. El Paso St., Ft. Worth 3, Texas 
Stadler Studios, Inc. 

666 N. Lake Shore Dr., Chicago 11, Ill. 
Standard Studios, Inc. 

540 N. Michigan Ave., Chicago 11, Ill. 

Fred Swartz WE 9-2789 
135% S. La Brea, Los Angeles 36, Calif. 
industrial 

Buzz Taylor Studio 

308 N. Theresa, St. Louis 3, Mo. 
Terry Thurn Photography 

9624 Lenore, Detroit 39, Mich. 
United Press International 

220 E. 42 St., NYC 17 

Don Wallace, Inc. 

9th & Main, Dallas 2, Texas 
Wallbridge & Bellg Photographs 
44] Melrose Ave., Toledo 10, Ohio 

Lewis P. Watson, Commercial Photography 
19164 Hillsboro St., Raleigh, N.C. 

in plant & on location TE 2-9887 
Bill Witt-Photography 201-MA 3-0562 
40 Fulton St., Nework 2, NJ 

N. J. indus. illus. /color & design featured 
E.D. Young 

505 King Ave., Columbus, Ohio 


MU 2-0400 


170. interiors 


ARCHITECTS photo-DIRECTION  L/! 9-8363 

420 So. 6th W. Box 1477, Missoula, Montana 

interiors 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 

The Holmes |. Mettee Studio VE 7-6900 

701 N. Eutaw St., Baltimore 1, Md. 

sales producing photographs 

Bill Witt-Photography 201-MA 3-0562 

40 Fulton St., Newark 2, NJ 

N.J. locations/color & design featured 


171. landscapes 


Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 

Al Green & Associates RI 7-0673 

133 So. Hope St., Los Angeles 15, Calif. 

entire southwestern U.S. & Hawaii ° 

Frank J. Miller, Photographer DA 4-8758 

P.O. Box 1532, Pinebrook Park, Hickory, N.C. 

Scenes of southern beauty 

P.1P 

507 5th Ave., NYC 17 


b/w and color 


OX 7-6191 


17 2. location 


Arizona Photographic Assoc., Inc. 
602-258-6551 


2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 


Free-Lance Photographers Guild, FPG 
110 W. 32 St., NYC 1 MU 7-0046 
world-wide photographers network 
Jerry Greenberg 
6840 S.W. 92 St., Miami 56, Fla. 
Underwater photography 
The Holmes |. Mettee Studio VE 7-6900 
701 N. Eutaw St., Baltimore 1, Md. 
sales producing photographs 
Frank J. Miller, Photographer DA 4-8758 
P.O. Box 1532, Pinebrook Park, Hickory, N.C. 
assignments in the south 
Alphonse Simone/Advertising Photography 

RI 7-2739 
2517 Fairmount, Dallas 1, Texas 
completely equipped for the whole southwest 
Bill Witt-Photography 201-MA 3-0562 
40 Fulton St. , Newark 2, N. J. 
N. J. Locations/color & design featured 
Robert A. Young FU 1-6269 
116 Cleveland Ave., Colonia, NJ 
studio quality lighting on location 


MO 7-4051 


173. magazine photography 


Arizona Photographic Assoc., Inc. 
(602-258-6551 

2350 West Holly, Phoenix 9, Arid: 

covering the entire southwest 

Joe Clark, H.B.S.S. 

20 Bartlett, Detroit 3, Mich. 

photojournalism — annual reports 

William J. Claxton CR 6-314] 

201 Lasky Dr., Beverly Hills, Calif. HO 5-3036 

magazine photography 

Ingvard Eide LI 9-8363 

Box 1477, 420S. 6th W., Missoula, Montana 

magazine photography 

Frank J. Miller, Photographer DA 4-8758 

P.P. Box 1532, Pinebrook Park, Hickory, N.C. 

photojournalism, covers, illustrations 

P.tF. OX 7-6191 

507 Sth Ave., NYC 17 

assignments—stock—worldwide 

Fred Swartz WE 9-2789 

135% S. La Brea, Los Angeles 36, Calif. 

magazine photography 

Bill Witt-Photography 

40 Fulton St., Newark 2, NJ 


TU 3-3912 


201-MA 3-0562 


174. murals 


American Blueprint Co., Inc. PL 1-2240 

7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

covering the entire southwest 

Color Corporation of America 

43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 

complete quality color service to the trade 

Al Green & Associates RI 7-0673 

1333 So. Hope St., Los Angeles 15, Calif. 

murals any size transparancies 27 ft | piece 

Rik Shaw Associates, Ltd. PL 7-3988 

250 W. 57 St., NYC 19 


any size, original montages, also color 


JU 2-4355 


175. photo agencies 


The Bettmann Archive, Inc. PL 8-0362 
136 E. 57 St., NYC 

specializing in old prints and photos 

Cyr Studio & Color Agency 203WO 6-0772 
111i Forest St., New Canaan, Conn. 

stock color transparencies from 35mm to 8 X | 
Free-Lance Photographers Guild, FPG 

110 W. 32 St., NYC 1 MU 7-004: 
babies, pretty girls, scenics 
P.1.P. 

507 Sth Ave., NYC 17 
worldwide affiliations 

H, Armstrong Roberts 

205 W. Wacker Dr. , Chicago 6, III. 
stock photos in color or black and white 

H. Armstrong Roberts LE 2-607 
420 Lexington Ave., NYC 17 

stock photos in color or black and white 

H. Armstrong Roberts EV 6-63( 
4203 Locust St., Phila. 4, Pa. 

stock photos in color or black and white 
Underwood & Underwood News Photos, Inc. 
3W. 46 St., NYC 36 JU 6-591 } 
all subjects: advertising & editorial 


OX 7-619 


RA 6-088 


176. photo-reporting 


ARCHITECTS photo-DIRECTION LI 9-83¢ 
420 So. 6th W. Box 1477, Missoula, Montan 
photo-reportage 

Interstate Industrial Reporting Service, Inc. 
675 Fifth Ave., NYC 22 MU 8-188 
Judge Studio AT 1-3834 
119% 9th St., Pittsburgh 22, Pa. 
photo-reporting 

Frank J. Miller, Photographer DA 4-8758 
P.O. Box 1532, Pinebrook Park, Hickory, N.C. 
assignments in the south 
P.1.P. 

507 5th Ave., NYC 17 
assignments—stock—worldwide 
Donald Rettew — Photography MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Case Histories — Industrial — Advertising 
Underwood & Underwood News Photos, Inc. 
3 W. 46 St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 
United Press International 

220 E. 42 St., NYC 17 

Wide World Photos, Inc. 

50 Rockefeller Plaza, NYC 20 

40 Fulton St., Newark 2, N. J. 

Bill Witt-Photography 201-MA 3-0562 
photo-reportage of industry for adv. 


OX 7-619] 


MU 2-0400 


PL 7-111] 


177. printons 


American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5253 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-25 95 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & indust 





} orman Kurshan, Inc. 


JU 6-0035 


¢ sstom quality color service 


f ik Shaw Associates, Ltd. 


PL 7-3988 


, OW. 57 St., NYC 19 


{9m transparency, art or product 


1 


8. products 


A izona Photographic Assoc., Inc. 


602-258-6551 


2 30 West Holly, Phoenix 9, Ariz. 
c vering the entire southwest 


J ty Greenberg 


MO 7-4051 


6 10S.W.. 92 St., Miami 56, Fla. 
U derwater photography 


T e Holmes |. Mettee Studio 


7 


VE 7-6900 
N. Eutaw St., Baltimore 1, Md. 


s: es producing photographs 


R 
2 
lf 
U, 
4& 


Shaw Associates, Ltd. PL 7-3988 


)W. 57 St., NYC 19 


photographic production services 
versal Photo Service OR 9-7972 
W. 29th St., NYC 1 


yy product in studio or on locction” 


179. props 


(Se 


2 also category 38) 


180. publicity 


Arizona Photographic Assoc., Inc. 


602-258-6551 


2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 


The Holmes |. Mettee Studio 


VE 7-6900 


70] N. Eutaw St., Baltimore 1, Md. 
sales producing photographs 


United Press International 


MU 2-0400 


220 E. 42 St., NYC 17 


181. reportage 
Arizona Photographic Assoc., Inc. 


602-258-6551 


2350 West Holly, Phoenix 9, Ariz. 
covering the entire southwest 
Benyeas-Kaufman Photographers 

8775 West Nine Mile Road, Detroit, Mich. 
Blakeslee-Lane, Inc. 

916 N. Charles St., Baltimore 1, Md. 
Chase Studios, Ltd. 

1904 M St. N.W., Washington 6, D.C. 

Dal Vecho Studio 

294 Washington, Boston, Mass. 


Ingvard Eide 


LI 9-8363 


Box 1477, 420S. 6th W., Missoula, Montana 
reportage 


Heil>ern Photographers 


15) 
pic 


CH 9-5874 
domestead Ave. , Hartford 12, Conn. 
stories-newsp. -mag. exp. illus., ind. 


cor lete service--all southern new england 
Hov ord Studios 


161 


Brownell Court, Cleveland 15, Ohio 


Gary Jentoft 

7732 19th, N.E., Seattle 15, Wash. 
Kranzten Studio, Inc. 

22 West. Hubbard St., Chicage 10, Ill. 
Moulin Studios 

181 2nd Street, San Francisco 5, Calif. 
Osborne Photographic Laboratories, Inc. 

505 Elm St. Miami Bldg., Cincinnati 2, Ohio 
P.1.P. OX 7-6191 
507 5th Ave., NYC 17 
assignments—stock—worldwide 

Lee Salsbery Studios 

937 F. Street, N.W., Washington, D.C. 
Martin J. Schmidt 

2209 West Morse Ave., Chicago 45, Ill. 
Stewart-Photography 

1616 Crown Hill, Los Argeles 26, Calif. 
Wesley Swadley Creative Photog. 

233 Post St., San Francisco 8, Calif. 

Bill Witt-Photography 201-MA 3-0562 
40 Fulton St. , Newark 2, N. J. 

industrial & co. magazines/adv. 


182. slide films 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center’’ 
Edstan 

75 W. 45 St., NYC 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
National Studios JU 2-1926 
42 W. 48 St., NYC 
color, b/w & sound 
P.1.P. 

507 5th Ave., NYC 17 
specialty color synchronized to music 

Donald Rettew — Creative Services MO 4-4703 
533 Valley View Rd., Merion Station, Pa. 
Script Planning — Location Photo. — Prod. 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


complete facilities for color & sound 


OR 9-1134 


Cl 5-6781 


OX 7-6191 


183. stereo 


Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
181 photographic production services 

Stereo Studio, Lisa Obert TR 3-1046 
41 W. 83 St., NYC 24 

stereo 


PL 7-3988 


184. still life 


Robert A. Young 
116 Cleveland Ave., Colonia, NJ 
creative, special effects, mood 


FU 1-6269 


185. stock photos 


Agric Photo Library 
4 Middle Lane, Wallingford, Conn. 
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American Stock Photos 

1627 S. Broadway, L.A. 15, Calif. 

APA Photo Library 

1330 N. 21st Ave., Phoenix, Ariz. 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

2350 West Holly, Phoenix 9, Ariz. 

covering the west since 1872 

Constance Bannister 

Box 8, Syosset, L.|., NY 

over 100, 000 babies—cats~dogs 

Camera Clix 

19 W. 44 St., NYC 19 

widest variety of categories in color 

Cyr Studio & Color Agency 203WO 6-0772 

111 Forest St., New Canaon, Conn. 

stock color transparencies from 35mm to 8 X 10 

Free-Lance Photographers Guild, FPG 

110 W. 32 St., NYC 1 MU 7-0046 

babies, pretty girls, scenics 

Ewing Galloway 

420 Lexington Ave., NYC 17 

write for new, comprehensive, free catalog 

Al Green & Associates RI 7-0673 

1333 S. Hope St., Los Angeles 15, Calif. 

stock photos scenic human interest historical 

Jerry Greenberg MO 7.4051 

6840 S.W. 92 St., Miami 56, Fla. 

Underwater stills, color & b/w 

Arthur Griffin 

22 Euclid Ave., Winchester, Mass. 

color—new england—europe—west indies 

Interstate Photographer 

675 Fifth Avenue, NYC 22 

Harold M. Lambert Studios CA 4-1400 

2801 W. Cheltenham Ave., Phila. 50, Pa. 

Color and black and white 

The Holmes |. Mettee Studio VE 7-6900 

701 N. Eutaw St., Baltimore 1, Md. 

sales producing photographs 

Frank J. Miller, Photographer DA 4-8758 

P.O. Box 1532, Pinebrook Park, Hickory, N.C. 

Southern scenic & Travel settings 

Photo-Library, Inc. 

149 E. 69th Street, NYC 

The Picture File OL 4-8277 

8226 Santa Monica Blvd., Hollywood 46, Calif. 

Pi. OX 7-619] 

507 Sth Ave., NYC 17 

10 million ask for free brochure 

Donald Rettew — Photography MO 4-4703 

533 Valley View Rd., Merion Station, Pa. 

Scenic-Camping-Religious-Story Telling-Clr 

H. Armstrong Roberts RA 6-0880 

205 W. Wacker Dr. , Chicago 6. III. 

large variety in black and white or color 

H. Armstrong Roberts LE 2-6076 

420 Lexington Ave., NYC 17 

large variety in black and white or color 

H. Armstrong Roberts EV 6-6300 

4203 Locust St. , Phila. 4, Pa. 

large variety in black and white or color 

The Shostal Press Agency MU 7-4381 

545 5 Ave., NYC 17 

Sickles Photo-Reporting Service 

193 Maplewood Ave. , Maplewood, N. J. 

Dick Smith Photography FL 6-2814 

P.O. Box X, No. Conway, N.H. 

color b/w, scenics, sports, skiing catalog 

Stockpix MU 7-8345 

19 W. 44 St., NYC.36 


WA 1-1170 


MU 7-6112 


LE 2-4423 


PA 9-2690 








Underwood & Underwood Ilius. Studios, Inc. 
319 E. 44 St., NYC 17 MU 4-5400 
646 N. Michigan Ave., Chi., III. DE 7-171] 


189. carbros 


K. & L. Color Service, Inc. MU 7-2595 


b/w photo, adv-edit-prom. use-new catalog $2. 5(Kurshan & Lang Color Service, Inc. 


Underwood & Underwood News Photos, Inc. 
3W. 46St., NYC 36 JU 6-5910 
all subjects: advertising & editorial 
United Press International 

220 E. 42 St., NYC 17 

Wide World Photos 

50 Rockefeller Plaza, NYC 20 


MU 2-0400 


PL 7-111] 


186. trick photography 


Edstan 

75 W. 45 St., NYC 
The Fotoflex Co. 

207 E. 37 St., NYC 16 


Cl 5-6781 
MU 2-1190 


10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Peterson Color Laboratory, Inc. OR 9-7360 
10 E. 39 St., NYC 16 

a good process, ever try our dye transfers? 


190. color assemblies 


Color Corporation of America JU 2-4355 
43 W. 61st St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 


specializ. in prspectvs, reproportion. curves, etcrg E. 46St.. NYC 17 


Photo-Lettering, Inc. MU 2-2346 
216 E. 45 St., NYC 17 

innovators in trick photography since 1936 
P.1.P. OX 7-619] 
507 5th Ave., NYC 17 


color—b/w—assignments or stock 


PHOTO REPRODUCTION 
SERVICES 


187. Anscochrome processing 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 


Gibbons Color Lab. OL 2-5902 


8906 Santa Monica Blvd. , Los Angeles 69, Calif. 


custom and corrective processing 
K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Rapid Color Inc. CH 5-7711 
216S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 . 


188. b/w prints in quantity 
OR 9-1134 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center” 
National Studios 

42 W. 48 St., NYC 

Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
contacts from 4°’ X 5"" to 20’ X 24” 
Universal Photo Service OR 9-7972 
45 W. 29th St., NYC | 

“problem solvers and reproduction specialists” 


JU 2-1926 
PL 7-3988 


photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8 W. 56 St., NYC 19 

custom quality color service 
Ralph Marks Color Labs 

344 E. 49 St., NYC 17 

dye transfer strip-ups 

Peterson Color Laboratory, Inc. 
10 E. 39 St., NYC 16 

by the dye transfer method, the best way 
Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


EL 5-6740 


OR 9-7360 


191. color prints in quantity 


Admaster Prints, Inc. OR 9-1134 

425 Park Ave. So., NYC 16 

**The Visual Aid Center” 

Arizona Photographic Assoc., Inc. 
602-258-6551 

2350 West Holly, Phoenix 9, Ariz. 

quality dye-transfer 

Color Corporation America 

43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 

complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 

Kurshan & Lang Color Service, Inc. 

10 E. 46St., NYC 17 

photographic color for advertising & industry 

Norman Kurshan, Inc. JU 6-0035 

8W. 56St., NYC 19 

custom quality color service 

Ralph Marks Color Labs 

344 E. 49 St., NYC 17 

type C at its best 

National Color Laboratories 

306 W. Ist Ave., Roselle, N.J. 

quality—controlled color processing 

National Studios 

42 W. 48 St., NYC 

Peterson Color Laboratory, Inc. 

10 E. 39 St., NYC 16 

uniform quantity prints of quality 

Rapid Color Inc. CH 5-771] 

216 S. Central Ave., Glendale 4, Calif. 

complete photographic color laboratory 


JU 2-4355 


EL 5-6740 


CH 1-1010 


JU 2-1926 


OR 9-7360 


Rik Shaw Associates, Ltd PL 7-3988 
250 W. 57 St., NYC 19 
Ektacolor, dye transfer & printons 
Jack Ward Color Service, Inc. 


202 E. 44 St., NYC 17 


MU 7-139€ 


192. color separations 
Color Corporation of America JU 2-435 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-535 
complete quality color service to the trade 
K. & L. Color Service, Inc. MU 7-259 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-003 
8W. 56St., NYC 19 

custom quality color service 
Photo-Graphics HO 9-276 
6666 Santa Monica Blvd. , Hollywood 38, Ca 
screened velox. photo effects. stats. photo c 
Jack Ward Color Service, Inc. MU 7-135 
202 E. 44 St., NYC 17 


193. copy of artwork 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center”’ 
American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Cinna-Graphic Service, Inc. PA 1-2340 
424 Commercial Sq., Cincinnati 2, Ohio 
non-strength prints, film transparencies 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 
National Studios 

42 W. 48 St., NYC 

Peterson Color Laboratory, Inc. 
10 E. 39 St., NYC 16 

dye transfer, ektacolor printer, or transparency 
Rapid Color Inc. CH 5-771] 
2168. Central Ave. Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


b/w & full color copies 


OR 9-1134 


JU 2-1926 
OR 9-7360 


Jack Ward Color Service, Inc. MU 7-1396 


202 E. 44 St., NYC 17 


194. duplicate transparenc es 


Admaster Prints, Inc. OR 9-1 34 
425 Park Ave. So., NYC 16 


**The Visual Aid Center’’ 
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very Color Com. HO 5-7129 
525 Cahuenga Bivd., Hollywood 28, Calif. 
ktachrome Processing, Colorstats, Slides 
‘ olor Corporation of America JU 2-4355 
.3W. 6lst St., NYC 23 
0S. Armenia, Tampa, Fla. 877-5353 
mplete quality color service to the trade 


( ibbons Color Lab. OL 2-5902 


£ 06 Santa Monica Bivd. , Los Angeles 69, Calif. 


« sstom and reproduction quality 
t. & L. Color Service, Inc. MU 7-2595 
| wshan & Lang Color Service, Inc. 

E. 46St., NYC 17 
 otographic color for advertising & industry 
t oman Kurshan, Inc. JU 6-0035 
€ W. 56St., NYC 19 
¢ stom quality color service 
( .as. P. Mills&Son Photography, Inc. WA5-1102 
7 8S. Washington Sq., Philadelphia 6, Pa. 
¢ splay or masked for reproduction 
F :terson Color Laboratory, Inc. OR 9-7360 
1: E. 39St., NYC 16 
s me size and color or variations as ordered 
R pid Color Inc. CH 5-771] 
2 6S. Central Ave., Glendale 4, Calif. 
c nplete photographic color laboratory 
R k Shaw Associates, Ltd. PL 7-3988 
272 W. 57 St., NYC 19 
reoroduction quality & for display use 
Jeck Ward Color Service, Inc. MU 7-1396 
202 £. 44 St., NYC 17 


195. dye transfer prints 
Arizona Photographic Assoc. , Inc. 

602-258-6551 
2350 West Holly, Phoenix 9, Ariz. 


quality — 4x5 to 16x20 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56 St., NYC 19 

custom quality color service 

Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Ralph Marks Color Labs EL 5-6740 
Ches. P. Mills&Son Photography, Inc.WA 5-1102 
708 S. Washington Sq., Philadelphia 6, Pa. 
professional reproduction quality 

Peterson Color Laboratory, Inc. OR 9-7360 
IOE. 39 St., NYC 16 

most flexible, satisfying answer for final art 
P.1.C. Color Corp. PL 7-4220 
5W. 46 St., NYC 36 

344 E. 49St., NYC 17 

top quality for reproduction 

Ropid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 

cor slete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
25C W. 57 St., NYC 19 

any size, repro quality & quantities 

Tec Photo Labs. MU 5-5052 
14... 39St., NYC 


Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 
Weco Studio, Inc. 


14 E. 39St., NYC 16 


MU 5-1864 


196. dye transfer prints, giant 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

]OE. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Laagen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Chas. P. Mills & Son Photography, Inc. 

708 S. Washington Sq. , Phila. 6, Po. WA 5-1102 
sizes up to 30 x 40 

Peterson Color Laboratory, Inc. 
10 E. 39 St., NYC 16 

as large as 30x40 inches 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


181 photographic production services 


OR 9-7360 


197. Ektacolor 


Color Corporation of America 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Gibbons Color Lab. OL 2-5902 
8906 Santa Monica Blvd. , Los Angeles 69, Calif. 
custom and corrective processing 
Hi-Fi Photocolor Studio 

5905 Calumet Ave., Hammond, Ind. 
custom Ektacolor finishing, Dr. Swakun, Mgr. 
K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8. W. 56 St., NYC 19 

custom quality color service 

Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Ralph Marks Color Labs EL 5-6740 
344 E. 49 St., NYC 17 

Ektacolor (type C) color prints 

Chas. P. Mills & Son Photography, Inc. 

708 S. Washington Sq. , Phila. 6, Pa. WA5-1102 
repro prints and print film transparencies 
National Color Laboratories CH 1-1010 
306 W. Ist Ave., Roselle, N.J. 
quality—controlled color processing 
Peterson Color Laboratory, Inc. 
1OE. 39St., NYC 16 


in all its variations; conip to quality 


JU 2-4355 


WE 2-4580 


OR 9-7360 
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Rapid Color Inc. CH 5-771] 
216 S. Central Ave. Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, repro quality & quantities 

Jack Ward Color Service, inc. MU 7-1396 
202 E. 44 St., NYC 17 


198. Ektachrome processing 
JU 2-4355 


Color Corporation of America 
43 W. 6lst St., NYC 23 
610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Gibbons Color Lab. OL 2-5902 
8906 Santa Monica Bivd. , Los Angeles 69, Calif. 
custom and corrective processing 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46th St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


199. enlargements 


American Blueprint Co., Inc. PL 1-2240 
7E. 47S%., NYC; 16 E. 42S., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 2 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56 St., NYC 19 
custom quality color service 
National Studios 

42 W. 48 St., NYC 

any size—any quantity 
Photo-Graphics HO 9-2764 
6666 Santa Monica Blvd. , Hollywood 38, Calif. 
screened velox e photo effects e stats e 

photo copy 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any seze, b/w or color 

Jack Ward Color Service, Inc. 
202 E. 44St., NYC 17 


JU 2-1926 


MU 7-1396 








200. Flexichrome 


K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46St., NYC 17 

photographic color for advertising & industry 
Art Miltenberger AS 8-6192 
30-68 41 St., Astoria 3, N.Y. 

flexichrome coloring & b/w retouching 

Tech Photo Labs. MU 5-5052 
14 E. 39St., NYC 

Weco Studio, Inc. MU 5-1864 
14 E. 39St., NYC 16 


Flexichrome retouching 


201. montage 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


creative montages in b/w & color 


202. mural color 
transparencies 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

181 photographic production services 


\NSPARENCIES 


203. photocomposing 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46St., NYC 17 

photographic color for advertising & industry 


Norman Kurshan, Inc. 
8W. 56St., NYC 19 


custom quality color service 


204. photocomposing on 


transparencies 
Color Corporation of America JU 2-4355 
43 W. 61st St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Robert Crandall Associates, Inc. Cl 7-7377 
58 W. 47 St., NYC 36 


color assemblies the modern way 


205. photomurals 


American Blueprint Co., Inc. PL 1-2240 

7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 

Arizona Photographic Assoc., inc. 

2350 West Holly, Phoenix 9, Ariz. 
602-258-6551 

you pick the wall — we fill it 

Color Corporation of America 

43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 

complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 

Kurshan & Lang Service, Inc. 

IOE. 46St., NYC 17 

photographic color for advertising & industry 

National Studios JU 2-1926 

42 W. 48 St., NYC 

Rapid Color Inc. CH 5-7711 

216 S. Central Ave., Glendale 4, Colif. 

complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 

250 W. 57 St., NYC 19 

any size, montages, also color 

Jack Ward Color Service, Inc. 

202 E. 44 St., NYC 17 


JU 2-4355 


MU 7-1396 


206. reprodupe 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56 St., NYC 19 

custom quality color service 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photograpnic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

top quality very fast 

Jack Ward Color Service, Inc. 
202 E. 44 St., NYC 17 


MU 7-1396 


207. reprodye 


Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5352 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-259° 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic coior for advertising & industry 
Norman Kurshan, Inc. JU 6-003 
8W. 56 St., NYC 19 
custom quality color service 
Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 

181 ohotographic production services 


PL 7-398 


208. reproportioning 


Cinna-Graphic Service, Inc. PA 1-234 
424 Commercial Sq., Cincinnati 2, Ohio 
lettering, type, printing stretch 

Color Corporation of America JU 2-435 
43 W. 61st St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-535 3 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-255 5 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0055 
8 W. 56 St., NYC 19 


custom quality color service 


209. screened veloxes 
Archer Ames Assoc., Inc. MU 8-3240 
16 E. 52 St., NYC 22 

custom quality velox service 

Cinna-Graphic Service, Inc. PA 1-2340 
424 Commercial Sq., Cincinnati 2, Ohio 

line photocopy-combination, special effects 
Mask-O-Neg CA 6-8440 
142 Greene Street, NYC 


Photo-Graphics HO 9-2764 


6666 Santa Monica Blvd. , Hollywood 38, Calif. 


screened velox e photo effects e stats e 
photo copy 

Screenline Photo, Inc. 
520 5th Ave., NYC 36 


OX 7-0866 


210. slides 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center " 
Color Corporation of America 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

1OE. 46St., NYC 17 

photographic color for advertising & indust 
Norman Kurshan, Inc. JU 6-00 35 
8W. 56St., NYC 19 

custom quality color service 


OR 9-1134 


JU 2-4355 
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ational Studios JU 2-1926 

.2W. 48St., NYC 
w or color 
apid Color Inc. CH 5-7711 
6S. Central Ave., Glendale 4, Calif. 
ymplete photographic color laboratory 
ik Shaw Associates, Ltd. PL 7-3988 
30 W. 57 St., NYC 19 

‘ basic sizes, b/w & color 

. 1¢k Ward Color Service, Inc. 
I2E. 44St., NYC 17 


MU 7-1396 


‘1. strip-ups 

C lor Corporation of America JU 2-435 
4 W. 6lst St., NYC 23 

6 JS. Armenia, Tampa, Flo. 877-5353 
c nplete quality color service to the trade 

K & L. Color Service, Inc MU 7-2595 
K rshan & Lang Color Service, Inc. 

l E. 46St., NYC 17 

pi otographic color for advertising & industry 

N rman Kurshan, Inc. JU 6-0035 
8 ¥. 56St., NYC 19 

ci stom quality color service 

Lengen & Wind Color Laboratories, Inc. 

4.) Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 


Jock Ward Color Service, Inc. MU 7-1396 
22 E. 44St., NYC 17 


212. 35mm negs. & positives 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 
“The Visual Aid Center’’ 
Color Corporation of America JU 2-4355 
43W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

OE. 46St., NYC 17 

photographic color for advertising & industry 
Rapid Color Inc. CH 5-771] 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

18] photographic production services 


213. transparencies 


American Blueprint Co., Inc. PL 1-2240 
TE. 47St., NYC; 16 E. 42St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Color Corporation of America JU 2-4355 
43". 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 -. 46 St., NYC 17 

phcographic color for advertising & industry 
Nornan Kurshan, Inc. JU 6-0035 
8% 56St., NYC 19 


Cus ‘om quality color service 


Chas. P. Mills & Son Photography, Inc. 

708 S. Washington Sq. , Phila. , 6, Pa. WA5-1102 
originals or dupes from artwork or products 
National Studios JU 2-1926 
42 W. 48 St., NYC 

b/w or color 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size from transparency, art or product 
Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


214. transparency art 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 
**The Visual Aid Center’’ 
Color Corporation of America 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Rapid Color Inc. CH 5-771] 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

181 photographic production services 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


JU 2-4355 


215. type ‘'C”’ prints 


Admaster Prints, Inc. OR 9-1134 
425 Pork Ave. So., NYC 16 

**The Visual Aid Center” 

Avery Color Corp. HO 5-7129 
1525 Cahuenga Blvd. , Hollywood 28, Calif. 
Ad Type, Quantity, Artwork Copy, Internegs 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 


Gibbons Color Lab. OL 2-5902 


8906 Santa Monica Bivd. , Los Angeles 69, Calif. 


custom and reproduction quality 

Hi-Fi Photocolor Studio WE 2-4580 
5905 Calumet Ave. , Hammond, Ind. 

custom Ektacolor finishing, Dr. Swakun, Mgr. 
Judge Studio AT 1-3834 
119% 9th St., Pittsburgh 22, Pa. 

complete color lab. 

K. & L. Color Service, inc. MU 7-2595 
Kurshan & Lang Color Service, inc. 

10 E. 46 St., NYC.17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8 W. 56 St., NYC 19 


custom quality color service 
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Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2.0424 
quality color lab for the advertising industry 
Ralph Marks Color Labs EL 5-6740 
344 E. 49 St., NYC 17 

for layout and reproduction 

Chas. P. Mills&SonPhotography, Inc. 

708 S. Washington Sq. , Phila. , 6, Pa. WA 5-1102 
complete professional service 
National Color Laboratories 

306 W. Ist Ave., Roselle, N. J. 
quality—controlled color processing 
Peterson Color Laboratory, Inc. 

10 E. 39 St., NYC 16 

in all its variations! comp to quality 

Rapid Color Inc. CH 5-771] 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associctes, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, repro quality & quantities 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44St., NYC 19 


CH 1-1010 


OR 9-7360 


216. viewgraph slides 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center’’ 
American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e BOE. 56St., NYC 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 
custom quality color service 
National Studios 

42 W. 48 St., NYC 

b/w or color 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


b/w, full color, all sizes 


OR 9-1134 


JU 2-1926 


217. color film strips 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave: So., NYC 16 
“The Visual Aid Center”’ 
Color Corporation of America 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshon & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56 St., NYC 19 


custom quality color service 


JU 2-4355 








National Studios JU 2-1926 
42 W. 48 St., NYC 

Rapid Color Inc. CH 5-771] 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


complete facilities for color & sound 


218. colorstats 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

**The Visual Aid Center” 

American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Bebel!l & Bebell Color Laboratories 
108 W. 24th St., NYC 

Color Corporation of America 

43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56St., NYC 19 

custom quality color service 

Langen & Wind Color Laboratories, Inc. 

420 Madison Ave., NYC 17 PL 2-0424 
quality color lab for the advertising industry 
Ralph Marks Color Labs EL 5-6740 
344 E. 49St., NYC 17 
regulator hi-fi 

Peterson Color Laboratory, Inc. 
1OE. 39 St., NYC 16 

by the best way-ektacolor 
Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, from art or product 
Jack Ward Color Service, Inc. 
202 E. 44 St., NYC 17 


WA 4-8572 
JU 2-4355 


OR 9-7360 


MU 7-1396 


219. copy prints 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

**The Visual Aid Center’’ ‘ 
American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Cinna-Graphic Service, Inc. PA 1-2340 
424 Commercial Sq., Cincinnati 2, Ohio 

line, tone, non-stretch, transparencies 

Color Corporation of America JU 2-4355 
43 W. 6ist St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 

K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46St., NYC 17 

photographic color for advertising & industry 
Norman Kurshan, Inc. JU 6-0035 
8W. 56 St.,.NYC 19 


custom quality color service 


Photo-Graphics HO 9-2764 


6666 Santa Monica Blvd. , Hollywood 38, Calif. 


screened velox e photo effects e stats e 
photo copy 

Rapid Color Inc. CH 5-7711 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

all sizes, 4°’ X 5" to 20" X 24” contact 
Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


220. ozalids 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center’’ 
American Blueprint Co., Inc. PL 13-2240 
7. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 


OR 9-1134 


221. ozachromes 


Admaster Prints, Inc. 

425 Park Ave. So., NYC 16 
**The Visual Aid Center” 
American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 


OR 9-1134 


222. protostats 


American Blueprint Co., Inc. PL 1-2240 
7 E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 
Photo-Graphics HO 9-2764 
6666 Santa Monica Blvd. , Hollywood 38, Calif 
screened velox e photo effects e stats e 
photo copy 

F.A. Russo, Inc. 

60 E. 42 St., NYC 

225 Park Ave., NYC 
Radio City, NYC 

485 Madison Ave., NYC 


YU 6-1840 
MU 9-4970 
JU 2-7990 
PL 3-2660 


223. photostats on acetate, 


in opaque black or white 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

**The Visual Aid Center’’ 

American Blueprint Co., Inc. PL 1-2240 
7E. 47 St., NYC; 16 E. 42 St., NYC 


630 5th Ave., NYC e 60 E. 56 St., NYC 


224. visualcast slides 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

“The Visual Aid Center’ 

American Blueprint Co., Inc. PL 1-2240 
7E. 47 St., NYC; 16 E. 42 St., NYC 

630 5th Ave., NYC e 60 E. 56St., NYC 


K. & L. Color Service, Inc. MU 7-2595 
Kurshan & Lang Color Service, Inc. 

10 E. 46 St., NYC 17 

photographic color for advertising & industry 
Rapid Color Inc. CH 5-771] 
216 S. Central Ave., Glendale 4, Calif. 
complete photographic color laboratory 

Rik Shaw Associates, Ltd. PL 7-398€ 
250 W. 57 St., NYC 19 


b/w, full color, all sizes 


GRAPHIC ARTS 


225. acetate proofing 


The Composing Room, Inc. JU 2-9100, 7,8, ' 
130 W. 46th St., NYC 36 

printed both sides; perfect opacity, clarity 
Photo-Lettering, Inc. MU 2-234 
216 E. 45 St., NYC 17 

SpectroKrome-Any line art for comps or 
finishes rendered in colors on clear acetate 
or matte white stock. 
Tudor Typographers, Inc. 
305 E. 45 St., NYC 17 


in all colors for telops, slides, maps 


MU 5-104 


226. advertising presentations 
the copy shop copwriting studio MU 3-1455 
270 Madison Ave., NYC 16 

28 expert copywriters—per job fees—all media 
Customlab AL 4-0078 
34 E. 23St., NYC 10 
Maximilian and Rita Kerr 
240 E. 35 St., NYC 16 
Serving leading agencies and advertisers 
Rapid Art Service MU 3-8215 
304 E. 45 St., NYC 

Weiman & Lester Photoservices 
106 E. 41 St., NYC 


b/w & color for professionals, adv. & ind. 


LE 2-4880 


OR 9-1180 


227. ad pre-prints 
Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Greater Buffalo Press TR 6-6410 
302 Grote St., Buffalo 7, NY 

preprinted 4 color newspaper sections 
Monsen Typographers, Inc. SU 7-1223 
22 E. Illinois St., Chicago 11, III. 

Monsen ad pre-prints 

Salley & Collins 

305 E. 45 St., NYC 17 


228. binding 


J. E. Plastics Mfg. Corp. 

400 Nepperhan Ave., Yonkers, N. Y. 

Rapid Art Service MU 3-82 5 
304 E. 45 St., NYC 
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ales Portfolios, Inc. 
11 W. 43 St., NYC 36 


229. display manufacturers 


( alor Corporation of America JU 2-4355 
2° W. 61st St., NYC 23 

é€ 0S. Armenia, Tampa, Fla. 877-5353 
¢ mplete quality color service to the trade 


R :pid Art Service MU 3-8215 
3 4E. 45St., NYC 


230. envelope manufacturers 
H P. Andrews Paper Company WO 6-2100 
7. 1 Laight St., NYC 13 


231. gravure plates 
In: aglio Service Corporation PL 1-1130 
30) E. 46 St., NYC 17 

grcvure engravers, publication & packaging 


232. industrial comic books 


Greater Buffalo Press TR 6-6410 
302 Grote St., Buffalo 7, NY 

complete production facilities-100M minimum 
Johnstone & Cushing PL 3-5770 
137 E. 57 St., NYC 22 


specialists in comic art, cartoons, comic books 


233. lithography 
Crafton Graphic Co., Inc. LO 5-3143 
229 W. 28 St., NYC 1 

the art director’s finest lithographer 

Flash Offset Printing Co. AX 2-2500 
1586 W. Vernon Ave. , Los Angeles 62, Calif. 
ort srv., brochures, catalogs, letrhds, etc. 


Leymon Studios SW 2-1962 
P.O. Box 520, Danville, Va. 

Trade Service-Negotives plates form 

Legg Litho—Press - = 
316 So. Wabash Ave., Chicago 4, II. 

printing creatively 

D.L. Terwilliger Company, Inc. MU 5-8283 
2I5E. 22 St., NYC 10 

camera to bindery—the pliant complete 

Tri-Arts Press, Inc. MU 6-4242 
331 ©. 38 St., NYC 

Plus typography and letterpress 


234. paper merchants, mills 


Alli: d Paper Corporation 
Kalc'nazoo, Michigan 

H.P Andrews Paper Company 
7-1] Laight St., NYC 13 


WO 6-2100 


The Appleton Coated Paper Company 
Appleton, Wisconsin 

Eastern Fine Paper and Pulp Div. 

Standard Packaging Corp., Bangor, Maine 
Nelson-Whitehead Paper Corp. WO 6-2300 
7 Laight St., NYC 13 


235. photoengravings 


The Beck Engraving Company 

7th & Sansom Streets, Phila. 6, Pa. 

Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Intaglio Service Corporation PL 1-1130 
305 E. 46 St., NYC 17 

gravure engravers, publication & packaging 
McCall Photoengraving MU 6-4600 
230 Park Avenue, NYC 17 
Morris Engraving Co. 

30 E. 20 St., NYC 3 
photo-engraving-linecuts, halftones, clr. work 
complete ort serv. -brochures, ads, packaging 
Peerless Engravers FR 5-8628 
2034 W. Fourth, Little Rock, Ark. 

high-fi clr. engravings, coast to coast 


GR 5-7550 


235a. photogelatin printing 


Frederick Photogelatine Press, Inc. _O 3-3340 
438 W. 37 St., NYC 
N.Y. Gravure Corp. 
305 E. 45 St., NYC 


MU 4-7730 


236. printers, letterpress 


JU 2-4355 


Color Corporation of America 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 
complete quality color service to the trade 


877-5353 
Tri-Arts Press, Inc. MU 6-4242 
331 E. 38 St., NYC 

With typography and offset 


237. rotogravure 
Intaglio Service Corporation PL 1-1130 
305 E. 46 St., NYC 17 

gravure engravers publication & packaging 


238. silk screen printers 


Alberto Sign & Display Co. CL 5-9705 
3120 Paul Pau., Montreal 5, Canada 

silk screen printers 

Color Corporation of America JU 2-4355 
43 W. 6lst St., NYC 23 

610 S. Armenia, Tampa, Fla. 877-5353 
complete quality color service to the trade 
Gaither-Ferree Corporation TE 2-1628 
Box 1588, Raleigh, N.C 

silk screen prntrs. /decals/POP materials 
Screen Process Printing Corp. UL 5-2588 
116 Nassau Street 

Brooklyn 1, N.Y. 


long runs on 30 x 44 GENERAL press 
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Masta Displays CH 2-3717 
230 W. 17St., NYC 11 

silk screen printing, posters, displays 
Marianne Wielgos (evenings) CO 7-4479 
31 Newbury St., Boston 16, Mass. 


239. type direction 


Battery Park Book Company OL 7-9385 
Box 1393 Grand Central Station, NYC 17 
type specimen books out-of-print 

Henry Kopel SO 3-3992 
508 Richmand Ave., Maplewood, N. J. 


design-complete creative production service 


240. type foundry 


American Type Founders Co., Inc. EL 3-1000 
200 Elmora Avenue, Elizabeth, N. J. 
American Woed Type Mfg. Co. 
42-25 Ninth Street, L.1.C. 1, N.Y. 
Amsterdam Continental Types & 
Graphic Equipment, Inc. 

268-276 4th Ave., NYC 10 

printing types from Europe's leading foundries 
Baltimore Type 

15S. Frederick St., Baltimore 2, Md 

Baver Alphabets, Inc. OX 7-1797 
235 E. 45 St., NYC 17 

Intertype Corp. 

360 Furman Street, Brooklyn, N. Y. 

Leanston Monotype Machine Co. 

24th & Locust Streets, Phila., Pa. 

Los Angeles Type Foundry 

225 E. Pico Blvd., Los Angeles, Calif. 
Ludlow Typograph Company 

2032 Clybourn Avenue, Chicago, III. 
Mergenthaler Linotype Corp. 

29 Ryerson Street, Brooklyn, N. Y. 


SP 7-4980 


241. advertising typographers, 


ATA, N.Y. 


Ad Service Company 
228 E. 45 St., NYC 
Advertising Agencies’ Service Co., Inc. 

216 E. 45 St., NYC MU 7-0590 
Artintype, Inc. JU 2-3675 
115 W. 45 St., NYC 
Associated Typographers, Inc. 
227 E. 45 St., NYC 

Atlas Typographic Service, Inc. 
227 E. 45 St., NYC 

Central Zone Press, Inc. 

305 E. 45 St., NYC 

The Composing Room, Inc. JU 2-9100,7,8,9 
130 W. 46th St., NYC 36 

new photo—composing division, texts, science 
Composition Service, Inc. PE 6-1864 
229 W. 28 St., NYC 

Diamant Typographic Service, Inc. 
140 W. 17 St., NYC 

Huxley House, Ltd. 

216 E. 45 St., NYC 

King Typographic Service Corp. 
330 W. 42 St., NYC 

Linocraft Typographers, Inc. 

333 W. 52 St., NYC 


MU 2-3669 


MU 2-1043 
* MU 7-0314 
MU 4-2727 


WA 9-0717 
MU 7-1050 


LO 3-4423 
PL 7-8295 











Master Typo Company, Inc. WI 7-6272 


461 8th Ave., NYC 


Chris Olsen Typography Corp. MU 4-3570 
305 E. 45 St., NYC 
Frederic Neison Phillips, Inc. MU 4-3940 
305 E. 45 St., NYC 
Philmac Typographers, Inc. LO 3-3170 
318 W. 39 St., NYC 
Royal Typographers, Inc. JU 2-3250 
311 W. 43 St., NYC 
Frederick W. Schmidt, Inc. MU 7-3550 
228 E. 45 St., NYC 
Herry Silverstein, Inc. PL 5-5034 
305 E. 47 St., NYC 
Supreme Ad Service, Inc. MU 7-0650 
28 E. 45 St., NYC 
Tri-Arts Press, Inc. MU 6-4242 
331 E. 38 St., NYC 
Typographic Craftsmen, Inc. MU 7-8383 
216 E. 45 St., NYC 
The Typographic Service Co. MU 6-6670 
305 E. 45 St., NYC 
Kurt H. Volk, Inc. MU 2-1840 


228 E. 45 St., NYC 


242. typographers, hand 


A-1 Typographers, Inc. PE 66725 
200 W. 41 St., NYC 36 
Abend Typograph Co., Inc. WA 5-5600 
555 Broadway, NYC 12 
Boro Typgraphers GR 5-7850 
37 E. 21st Street, NYC 
Davis & Warde, Inc. CO 1-1904 


704 Second Ave., Pittsburgh, Po. 
Display, Mono, Lino, photoprfs, Transhado 


Franklin Typographers, Inc. PE 64708 
225 W. 39 St., NYC 

Haber Typographers LO 5-1080 
115 W. 29St., NYC 1 

Herman Typographers 

360 N. Michigan Ave., Chicago 1, Ill. 
Linecraft Typographers, Inc. PL 68295 
333 W. 52 St., NYC 

Metro Typographers, Inc. WA 9-6290 
27 W. 24 St., NYC 10 

Nu- Type Service WA 5-5385 
480 Canal Street, NYC 13 

Emil Popp WA 5-8844 
480 Canal St., NYC 

Progressive Composition Co. WA 2-2711 


9th & Sansom Sts., Philo. 7, Pa. 

New York, Pittsburgh, Lancaster, Wilmington 
Baltimore, Washington, Richmond, Charlotte 
see our advt. in this issue . 


Service Typographers, Inc. HA 7-8560 
723 S. Wells, St., Chicago 7, Ill. 

Skilset Typographers PL 7-2421 
250 W. 54th St., NYC 19 

night and day service 

Tri-Arts Press, Inc. MU 6-4242 
331 E. 38 St., NYC 

Tudor Typographers MU 5-1042 


305 E. 45 St., NYC 17 
the latest type faces set 24 hrs. a day 


Willens—Headliners WO 5-5555 
1548 Porter, Detroit 16, Mich. 

typography and process lettering 

York Typesetting Co. WA 5-3364 


480 Canal St., NYC 13 
complete composing room service 








243. typographers, machine 


A-1 Typographers, Inc. PE 6-6725 
200 W. 41 St., NYC 36 
Abend Typograph Co., Inc. WA 5-5600 
555 Broadway, NYC 12 
Boro Typographers GR 5-7850 


37 E. 21st Street, NYC 

The Composing Room, Inc. JU 2-0100,7,8,9 
130 W. 46th St., NYC 36 

new photo—composing division, texts, science 
Franklin Typographers, Inc. PE 6-4708 
225 W. 39 St., NYC 


Haber Typographers LO 5-1080 
115 W. 29 St., NYC 1 

Herman Typographers 

360 N. Michigan Ave., Chicago 1, Ill. 

Metro Typographers, Inc. WA 9-6290 
27 W. 24 St., NYC 10 

NU-Type Service WA 5-5385 
480 Canal Street, NYC 13 

Emil Popp WA 5-8844 
480 Canal St., NYC 

Progressive Composition Co. WA 2-271] 


9th & Sansom Sts., Phila. 7, Pa. 

New York, Pittsburgh, Lancaster, Wilmington 
Baltimore, Washington, Richmond, Charlotte 
see our advt. in this issue 


Service Typographers, Inc. HA 7-8560 
723 S. Wells St., Chicago 7, Ill. 

Skilset Typographers PL 7-2421 
250 W. 54th St., NYC 19 

night & day service 

Tudor Typographers MU 5-1042 


305 E. 45 St., NYC 17 
the latest type faces set 24 hrs. a day 


York Typesetting Co. WA 5-3364 
480 Canal St., NYC 13 

244. typography, 

old fashioned 

A-1 Typographers, Inc. PE 6-6725 
200 W. 4] St., NYC 36 

Haber Typographers LO 5-1080 
115 W. 29 St., NYC 1 

T. J: Lyons Press 617-782-6510 
4 Brighton Ave., Boston 34, Mass. 

Morgan Press SC 3-3180 


120 High Point Road, Scarsdale, N.Y. 

over 2000 fonts foundry & wood types 
Photo-Lettering, Inc. MU 2-2346 
216 E. 45 St., NYC 17 

extensive selection of ornamental alphabets 
Rapid Typographers Inc. MU 8-2445 
305 E. 46 St., NYC 17 


combining old with new to create the unusual 


245. typography, photo 
Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So.;, NYC 16 

**The Visual Aid Center’’ 

Artype, Inc. 

127 S. Northwest Hwy., Barrington, III. 

Bee Photo Service 

185 Madison Avenue, NYC 

The Composing Room, Inc. JU 2-0100,7,8,9 
130 W. 46th St., NYC 36 

monophoto, english types, photo modifications 


Davidson Corporation 

29 Ryerson Street, Brooklyn, N. Y. 
Ted Fenberg Associates 

342 Plymouth Court, Chicago, III. 
Flexo Lettering of Chicago 

207 S. Wabash, Chicago 4, Ill. 
Haber Typographers 

115 W. 29 St., NYC } 

Multi-Ad Services, Inc. 

100 Walnut Street, Peoria, III. 
Photype, Inc. 

1550 Porter St., Detroit 16, Mich. 
Progressive Composition Co. 

9th & Sansom Sts., Phila. 7, Pa. 


LO 5-108 


WA 2-27) 


New York, Pittsburgh, Lancaster, Wilmingt: 


Baltimore, Washington, Richmond, Charlott: 
see our advt. in this issue 

Mark Snyder Studios 

37 W. 39th Street, NYC 18 

Stik-A-Letter Company 

Route 2, Box 286, Escondido, Calif. 

Type & Art 

W JW Bldg. , Cleveland 15, Ohio 


246. Varityping 


Flash Offset Printing Co. AX 2-2509 
1586 W. Vernon Ave., Los Angeles 62, Calif 
art srv., brochures, catalogs, letrhds, etc. 


Laymon Studios SW 2-1962 
P.O. Box 520, Danville, Va. 

DSJ— one word or a book 

Varitype and Art, inc. Ci 5-5678 


111 West 57th Street, NYC 19 
Mechanicals, ruled forms, 101 type styles 


Varityper Corp. 
720 Frelinghuysen Ave. , Newark 12, N. J. 


OFFICE SERVICES 


247. employment agencies 
AD Employment Agency, Inc. BR 9-8900 
115 W. 42 St., NYC 36 

art, photo. & advertising personnel 
Art Jobs Agency 

622 Washington, S.F. 11, Calif. 

a fine arts & commercial arts service 

The Art Unit 

Professional Placement Center MU 8-0540 
New York State Employment Service 
444 Madison Ave., NYC 

art placement at no fee to anyone 
Cavalier Agency for Artists 

15 W. 45th St., NYC 36 

call Sam Sherman — hundreds of artists plac: 2 
Central Registry Agency MU 7-85.) 
36 W. 44th St., NYC 36 

Bob Rich— Art & advertising exclusively 


EX 2-2186 


JU 2-4040 
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.1@ copy shop copwriting studio 
70 Madison Ave., NYC 16 


MU 3-1455 


eelance copy & art—per—job fees—all media 


._ ory Fields Associates 
> E. 52nd Street, NYC 22 
lan Kane Agency 
E. 46 St., NYC 17 


PL 3-4123 
YU 6-9585 


t & advertising placements exclusively 


t onry Price (Artists) Agency 
2: W. 48St., NYC 36 
< ecialists in the placement of 


¢ aphic arts personnel exclusively 


[ »mer-Ribolow Agcy. 
W. 46 St., NYC 36 
« cretarial, prod., copy, art 


Cl 5-8228 


Cl 6-4033 


‘48. messenger service 


A erican Messenger Service 
4.5 Park Ave., NYC 22 

B. Il Messenger Service 

152 W. 42St., NYC 36 
L-xington Messenger Service 
128 E. 44 St., NYC 17 
Mercury Messenger Service 
46) Park Ave. So., NYC 16 
Messenger Service Company 
2 Park Ave., NYC 16 


ART SCHOOLS 


249. schools 
Art Center School 


PL 8-0838 
WI 7-2700 
MU 7-635) 
LE 2-6000 
LE 2-9446 


5353 W. 3rd St., Los Angeles 5, Calif. 


Chicago Art Institute 


Michigan Ave. at Adams St., Chicago 3, Ill. 


Chouinard Art Institute 


743 So. Grand View St. , Los Angeles 57, Calif. 


Columbus College of Art and Design 


486 Hutton P!. Columbus 15, Ohio 
distinguished professional training 


Cooper School of Art 


CA 4-9101 


6300 Euclid Avenue, Cleveland 3, Ohio 


advertising art, illustration 
Cooper Union Art School 
Cooper Square, NYC 3 
Cranbrook Academy of Art 
Bloomfield Hills, Michigan 
Famous Artists Schools 
Westport, Connecticut 

John Herron Art School 


HOE. 16th St., Indianapolis 2, Ind. 


Layton School of Art 


BR 6-4625 


1362 No. Prospect Ave., Milwaukee 2, Wis. 


College level Prof. Art School-BFA DEGREE 


Moore Institute of Art 


2th & Race Sts., Philadelphia 3, Pa. 
F stledelphia Museum College of Art 


3.4 So. Broad St., Phila. 3, Pa. 


A-credited. 4-yr. BFA or BS Degree 


Pratt Institute Art School 


215 Ryerson Street, Brooklyn 5, NY 


Rhode Island School of Design 
Providence 3, Rhode Island 
School of Visual Arts 

209 E. 23rd St., NYC 10 


layout & design, TV art, paste-up 


AGENCIES 


250. model 


Emily Brooks Model Agency, Inc. 


515 Madison Ave., NYC 
Eva Burnay, Inc. 

527 Madison Ave., NYC 
Foster-Ferguson Agency 
14+ E: 44th St., NYC 
Foy Model Agency 

35 W. 53rd St., NYC 
Dale Garrick 

117 W. 48th St., NYC 
Frances Gill 

1 E. 53rd St., NYC 
Harkrider Agency 

341 E. 43rd St., NYC 
Kenneth Model Agency 
18 E. 41st St., NYC 
Dorothy Lohman 

250 W. 57th St., NYC 
McClelland-Libby Agency 
8W. 56th St., NYC 
Marge MacDermott, Enterprises 
60 E. 42nd St., NYC 
Al Palladino 

507 5th Ave., NYC 
Plaza Five, Inc. 

65 E. 55th St., NYC 
John Robert Powers 

681 Fifth Ave., NYC 
Rice-McHugh 

59 E. 54th St., NYC 22 
Russell-Stewart 

405 Pork Ave., NYC 
William Schuller Agency 
200 W. 57th St., NYC 
Taft Agency 

139 E. 52nd St., NYC 
Paul Wagner Agency 
1674 Broadway, NYC 


251. talent 


Adams-Leigh Assoc. 
7 W. 46th St., NYC 
Animal Talent Scouts 
331 W. 18th St., NYC 
Laura Arnold 

545 Fifth Ave., NYC 
Lillian Arnold 

119 W. 57th St., NYC 
Artists Management Assoc. 
200 W. 57th St., NYC 
Ashley-Steiner, Inc. 
579 Fifth Ave., NYC 
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MU 3-8397 


PL 8-0842 
PL 1-5750 
YU 6-4330 
Cl 7-0380 
Cl 6-8985 
EL 5-7227 
LE 2-6640 
OR 9-6930 
PL 7-1990 
Cl 5-3555 
MU 7-4363 
OX 7-5895 
PL 5-5893 
PL 5-1070 
PL 2-0222 
PL 3-4610 
JU 2-3434 
PL 3-016] 
PL 7-4675 


JU 2-3223 
CH 3-2700 
MU 2-2795 
PL 7-3400 
PL 7-2157 
MU 8-8300 


Baum-Newborn Agency 
743 Fifth Ave., NYC 
Bertha M. Becker 

1065 Lexington Ave., NYC 
Lola Bishop 

220 W. 42nd St., NYC 
Briscoe & Arthur 

234 W. 44th St., NYC 
Jane Broder 

40 E. 49th St., NYC 
Henry C. Brown Agency 
75 E. 55th St., NYC 
Ruthe Browne 

242 E. 19th St., NYC 
Margaret Burlin 

54 W. 74th St., NYC 
Central Casting Corp. 
200 W. 57th St., NYC 
Chateau Theatrical Animals 
608 W. 48th St., NYC 
Toby Cole Actors Agency 
234 W. 44th St., NYC 
Deborah Coleman 

200 W. 57th St., NYC 
Charles Conaway 

157 W. 57th St., NYC 
Jack Davies 

48 W. 48th St., NYC 
talent agency 

Carl Eastman 

80 Park Ave., NYC 
Famous Artists 

610 Fifth Ave., NYC 


The Fords 

949 Second Ave., NYC 
General Artists 

640 Fifth Ave., NYC 
Georgia Gilly 


1697 Broadway, NYC 
John Gibbs Agency, Inc. 
12 W. 55th St., NYC 
George Goldsmith 

400 E. 49th St., NYC’ 
Sylvia Hahlo 

745 Fifth Ave., NYC 
Jeff Hunter 

420 Madison Ave., NYC 
Ingalls & Hoyt, Inc. 

160 W. 46th St., NYC 
Kaplan-Veidt 

527 Madison Ave., NYC 
Bonnie Kid Agency 

1674 Broadway, NYC 
Lucy Kroll 

119 W. 57th St., NYC 
Lee-Draper Agency 

111 W. 57th St., NYC 
Alice M. Martin 

434 E. 59th St., NYC 
Muriel Maxwell 

527 Lexington Ave., NYC 
Yvonne McHarg 

333 E. 58th St., NYC 
Mercury Artists 

730 Fifth Ave., NYC 
William Morris Agency 
1740 Broadway, NYC 
Marjorie Morrow 

1501 Broadway, NYC 
Elsie Nosworthy 

7 Peter Cooper Road, NYC 
Lucille Phillips 

1674 Broadway, NYC 


JU 2-7850 
BU 8-6580 
LO 3-4260 
LA 4-4045 
MU 8-0960 
PL 9-7474 
OR 4-7044 
EN 2-7511 
CO 5-0756 
Cl 6-0520 
BR 9-7770 
Pt. 7-6272 
Cl 7-4490 
PL 7-1880 


MU 2-4986 
Cl 7-6200 
PL 5-1587 
Cl 7-7550 
SP 7-6514 
PL 7-5959 
PL 1-5564 
Cl 6-2165 
PL 5-9611 
CL 6-6425 
PL 5-2214 
Cl 6-0223 
PL 7-4250 
JU 6-4180 
EL 5-7989 
PL 3-5556 
EL 5-0544 
JU 6-6500 
JU 6-5100 
CH 4-0644 
SP 7-4166 
Cl 7-3263 
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Max Richard PL 7-6414 
1776 Broadway, NYC 
C.V. Ryan CO 5-205] 
35 W. 53rd St., NYC 
Gloria Safier TE 8-4868 


667 Madison Ave., NYC 
Schwartz-Luskin 
15 E. 48th St., NYC 


PL '3-1529 


Bob Shipp WA 9-3429 
38 Borrow St., NYC 

Lovis Shurr CH 4-8240 
1501 Broadway, NYC 

Pat Sullivan PL 5-6220 


248 E. 50th St., NYC 
2 Horatio St., NYC 
Berne B. Tranum 

2 Horatio St., NYC 
Charles B. Tranum 

60 E. 58th St., NYC 
United Talent 

119 W. 57th St., NYC 
Johnni Walker 

19 E. 79th St., NYC 
Ward-Kemp Agency 
1227 6th Ave., NYC 
Marjorie Wiggington 
250 W. 57th St., NYC 
Peter Witt Assoc. 

37 W. 57th St. NYC 
talent agency 

Ziegler, Hellman & Ross 
65 E. 55th St., NYC 
talent agency 
Jules Ziegler 
545 Fifth Ave., 


PL 1-3880 
CL 6-0464 
RE 7-5779 
PL 7-0280 
Cl 7-5562 
PL 9-7966 


PL 3-7715 


MU 2-2080 
NYC 


REPRESENTATIVES ' 
LISTINGS 


252. artists’ representatives 


American Artists MU 2-2462 
67 W. 44 St., NYC 36 
Dorothy Dorning MU 4-5892 


52 Vanderbilt Avenue, NYC 

Sam Brody, Artists&Photographers’ Rep. 

525 Lexington Ave., NYC PL 8-0690 
Stan Phillips, three dimension design 

Ken Dallison, line illustrations 

Bill Braver, paint illustrations 

George Breslow, design line personalities 
Irving E. Elfenbein OX 7-2270 
60 E. 42nd St., NYC 17 

Fairchild, Groeneveld & Fitzgerald 

912 Book Tower, Detroit 26, Mich. 

Bill Fernim & Assoc., Inc. DE 7-5610 
410 N. Michigan Avenue, Chicago, III. 


Bob Fischer PL 5-213] 
15 E. 48th Street, NYC 

Mary Lou Flock OX 7-4980 
39 E. 38th Street, NYC 

Jo Freeman 

130 W. 46 St., NYC 36 PL 7-2460 
See Publicity Graphic Associates 

Studio Listing in this issue. 

Robert Gordon PL 1-1580 
136 E. 55th Street, NYC 

Graham Associates JU 2-2645 
45 W. 45 St., NYC 

Hall Associates MU 8-1016 


53 E. 54th Street, NYC 





Tom Holloway LE 2-1419 


222 East 44th Street, NYC 


Ilustrators Group WE 3-9228 
5212 Wilshire Blvd., L.A., Calif. 
Marguerite Jossel OR 3-3522 


242 E. 19St., NYC 3 

Marbury Brown-men’s fashions & Hlus. 
Alice Christie-women’s, chidrn’s fshn illus. 
Barbara Fox 

women’s, children’s fashion illus, 

Fred Greenhill-women’s, chldrn’s fshn illus. 
Florence Maier-women’s, chidrn’s fshn illus. 
Meg Neal — women’s chidrn’s fshn illus. 

Bob Parker — women’s, chlidrn’s fshn illus. 


Harvey Kahn JU 2-6890 
50 West 53rd Street, NYC 

Jack Kapes & Associates FR 2-8486 
360 N. Michigan, Chicago, III. 

Maximilian and Rita Kerr LE 2-4880 


240 E. 35 St., NYC 16 

Illustration, Fashion, Decorative, Paper 
Frank Koste PL 1-1706 
65 East 55th Street, NYC 
Max Landphere & Associates DO 2-6587 
215 Karney Street, San Francisco, Calif. 


Stephan Lion, Inc. LA 4-3858 
1] W. 42 St., NYC 36 

Estelle Mandel & Co. RE 7-5062 
46 E. 80St., NYC 21 

James Hill, illustration & design 

and others — send for illus. brochure 

Celia Mendelsohn MU 2-2462 
67 West 44th Street, NYC 

Neeley Associates, Inc. Cl 6-3660 
45 W. 45 St., NYC 

Lere Noto PL 2-0483 
527 Lexington Avenue, NYC 

Patterson & Hall DO 2-1117 


425 Bush Street, San Francisco, Calif. 


Erik Simonsen EL 5-4295 
140 E. 56 St., NYC 22 

Bruce Stevenson OR 5-6308 
4] Union Square, NYC 

Gilbert Sutton MU 3-7525 
370 Lexington Avenue, NYC 

Shirley Tatterfield LO 3-6340 
2047 Cherry Street, Phila., Pa. 

Ted Vaingre Cl 6-6190 
150 W. 55th Street, NYC 

William Wills WA 2-6840 


116 So. 7th St., Phila., Pa. 

Robert Arufo, Layout 

Charles Baltrukonis, lettering, line spots 
Fred Carbone, photography 

Robert Cargill, cartoons 

Joseph Connolly, stylized illustration 
Thomas Gaskill, decorative illustration 
Godfrey Greenhow, retouching 

Ralph Greenhow, mechanicals 

Richard Hook, illustration 

Edward Lehman, interior illustration 
Thomas King, illustration 

Charles McVicker, illustration 

William Rickert, illustration 

Raymond Yeldham, illustration 

Contacts: Elizabeth Albrecht, Joseph 
DiLeonardo, Rabt. Osment, William-Wills 
Jim York MU 8-7332 
360 E. 55th Street, NYC 


253. copywriters’ 
representatives 
the copy shop copywriting studio MU 3-1455 


270 Madison Ave., NYC 16 
28 expert copywriters—per job fees—all media 





254. photographers’ 
representatives 


American Artists MU 2-246 
67 W. 44St., NYC 36 


Sam Brody, Artists&Photographers' Rep. 


525 Lexington Ave., NYC PL 8-06¢ 
George Elliott, creative concept 

Irving E. Elfenbein OX 7-227 
60 E. 42nd St., NYC 17 

Yale Forman WA 9-39) 5 
56 Seventh Avenue, NYC 

Gamma Agency, Inc. TR 3-01 | 
203 W. 81st Street, NYC 

Robert Gordon PL 1-15: ) 
136 E. 55 St., NYC 

Graham Associates JU 2-26 5 
45 W. 45 St., NYC 

Tom Holloway LE 2-14 ) 
40 E. 40 St., NYC 

Harvey Kahn JU 2-68 J 
50 W. 53 St., NYC 

Maximilian and Rita Kerr LE 2-48 0 
240 E. 35 St., NYC 16 
Fashion-General-Experimental 

Frank Koste PL 1-176 
65 East 55th Street, NYC 

George Lazarnick PL 9-300 
227 E. 56 St., NYC 22 

food, still life, illus. 

Saul R. Lewin JU 2-3332 
33 W. 46 St., NYC 36 

Harry McCann WO 2-5634 


31 Williamson Ave. , Bloomfield, NJ Pl 3-3667 
Richard Pace, color illustrations 


Celia Mendelsohn MU 2-2462 
67 West 44th Street, NYC 

Neeley Associates, Inc. Cl 6-3660 
45 W. 45 St., NYC 

Photographic Illustrations, Inc. YU 6-4336 
480 Lexington Ave., NYC 

rie. OX 7-619] 


507 5th Ave., NYC 17 

world wide facilities-magazine, commercial, 
color & b/w photography 

10 million stock photos 


Erik Simonsen EL 5-4295 
140 E. 56 St., NYC 22 

Ted Vaingre Cl 6-619 
150 W. 55th Street, NYC 

Tom White Associates PL 8-1585 
145 E. 52 St., NYC 

Jim York MU 8-7332 


360 E. 55th Street, NYC 


PHOTOGRAPHIC SERVICES 


255. coordinator, stylist 


Mary Barth BO 1-6290 
7133 Juno St., Forest Hills, L. I. 

256. decorator 

Frank Nosoff PL 3-7752 


165 E. 49 St., NYC 


257. home economist 


Alice House 
309 East 56 St., NYC. 
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STUDIO LISTINGS 


258. art studios 


naster Prints, Inc. OR 9-1134 
Park Ave. So., NYC 16 


rertising Designers, Inc. 


10 So. Main St., L.A. 15, Calif. 


RI 8-1312 


vertising Production, Inc. Phone 27605 
3464 Un'sity Sta., Charlottesville, Va. 
aont, Arens YU 6-8677 
Lexington Ave., NYC 17 
, Department, Inc. 
34 Madison Avenue, NYC 
B! 3 Preductions, Inc. 
29 Newbury St., Boston 16, Mass. 
Br dford-LaRiviere, Inc. 754-2453 
20 N. Jefferson Ave., Saginaw, Mich. 
Bucdy-Freiday Studios, Inc. 
24 VY. Ohio Street, Chicago 10, Illinois 
Alexander E. Chaite Studios, Inc. PL 7-313] 
35 4. 56th Street, NYC 19 
Osborn Charles Associates, Inc. 
40 &. 49 St., NYC 17 
Chenault Associates, Inc. 
211 East 49th St., NYC 17 
Bob Clark and Friends CA 7-7227 
1008 S.W. 6th Ave., Portland 4, Ore. 
Comart Associates, Inc. PL 3-4130 
8 East 52nd Street, NYC 22 
Commercial Illustrators, Inc. WH 4-0033 
661 N. La Salle St., Chicago 10, Ill. 
Commercial Illustrators, Inc. RI 8-0444 
2600 Fairmount St., Dallas 1, Texas 
Charles E. Cooper, Inc. PL 3-6880 
136 E. 57 St., NYC 22 
Creative Design Studio 
1321 Edgewater Dr., Orlando, Fla. 
Elgin Davis Studios, Inc. 
966 S. Vermont Ave., Los Angeles 6, Calif. 
Designers 3 JU 2-5083 
115 W. 45 St,, NYC 36 
Diamond Art Studio 
10 E. 40th St., NYC 16 
DiFranza Williamson Associates 
48 W. 48 St., NYC 36 
Gray Dodson Associates, Inc. 
19 E. 21 St., Baltimore 18, Md. 
Eastern Art Inc. 
5 Sylvan St., Rutherford, NJ. 
Federman, Adams & Colopy MA 3-0700 
1375 Euclid Ave., Cleveland 15, Ohio 
Fenga & Donderi Inc. PL 1-4760 
40 E. 49th St., NYC 17 
M. Gelgisser, Advertising Art 
15 E. 40 St., NYC 16 
General Art Associates 
545 Fifth Ave., NYC 17 
M. D. Glanzman Studios 
1OE. 40 St., NYC 16 
Bill Gold Advertising, Inc. 
580 “ifth Ave., NYC 36 


YU 6-6050 
CO 7-2667 


PL 3-7873 
PL 1-0095 


GA 4-2309 


MU 3-1418 
Cl 7-2650 
HO 7-2692 


GE 8-9178-9 


MU 5-8907 
MU 2-6367 


MU 9-0887 


JU 6-0870 
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annual reports 


oe 


brochures, folders 


cartoons 


January 1962 


illustration 


lettering 
mechanicals 
packaging 
presentations 
retouching 


9 10 11 12 13 14 15 16 


other services 


charts & graphs 


house organs, Itrhds., trdmks., 
typog.-design, makeup & com- 
plete supervision 

airbrush rendering, pre-separated 
color art. 

industrial design, interiors, 
color counsel, trade marks 


photography 
animation 
slides, architectural renderings, 


commercial photography 
photography 


point-of-sale, animation 


photography 


Consulting a/d; ideas; creative 
thinking; CREATIVE DESIGN 


catalogs, type spec, airbrush 
rendering 


airbrush renderings, point-of-sale 
design, portrait renderings 
copywriting, trade show displays, 
train. aid programs. 


complete planning-copy-production 
services 


(continued) 
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Norman Graber Art Associates PL 3-3251 
37 W. 57 ST., NYC 

Graphic Directions Inc. 

385 Madison Ave., NYC 17 
Lawrence Gussin Company, Inc. 
220 W. 42 ST., NYC 36 

Stephen P. Haas Studio 

117 W. 48 ST., NYC 36 

Mel Hammond Company, Inc. 

185 Madison Ave., NYC 16 
Chas. Herzog 111 Studio 

16175 Lindsay, Detroit 35, Mich. 
Chrorles Heston Associates, Inc. 
6 East 39th Street, NYC 16 

H H Art Studios, Inc. 

134 Zeigler St., Dayton 2, Ohio 
Hoskinson Rohloff and Associates HA 7-4788 
220 S. State St., Chicago 4, Ill. 
Robert Hovanec Adv. Art Serv. 
110 W. 42 St., NYC 36 

Barrie R. Jackson & Asso. AC 206-MA7-8060 
718 A. Street, Tacoma 2, Wash. 
Barrie R. Jackson, copywriter 
William M. Riley, copywriter 
Woodward Henry, arti st 

Larry Larson, graphics 

John Bickel, photography 

Dale V. Johns 

490 S. Chestnut St., Owosso, Mich. 
Maximilian and Rita Kerr 
240 E. 35 St., NYC 16 
Larry Kerbs Studio 

155 E. 44 St., NYC 17 
Kleb Studio 

3 West 46th St., NYC 36 
Merlin Keupp Studios, Inc. FE 9-5517 
610 Northwestern Fed. Bldg., Mpls. 3, Minn. 
LaDriere, Incorporated WO 5-0360 
1700 Cadillac Tower, Detroit, 26, Mich. 

Le Beau Studios Inc., 38th Fiz. WO 1-5774 
Cadillac Tower, Detroit 26, Mich. 

Magee Studio Fl 6-0944 
360 N. Michigan Ave., Chicago 1, Ill. 
Mayshark & Keyes, Inc. MU 5-4350 
28 E. 29 St., NYC 
McNamara Brothers, Inc. WO 1-9190 
Penobscot Bldg., Detroit 26, Mich. | 
Meinzinger Illustrations, Inc. TR 2-6060 
5-140 General Motors Bldg., Detroit, Mich. 
Stuart Miller Studio CH 4-0389 
130 W. 42 ST., NYC 36 

Monogram Art Studio Inc. MU 7-7850 
1150 Avenue of the Americas, NYC 36 

Muller Associates EL 5-3518 
405 E. 54 St., NYC 22 
Charles W. Ner th Studios, Inc. 
79 Madison Ave., NYC 16 
Nugent-Williams Studios, Inc. VA 6-1050 
120 No. Pulaski Rd., Chicago 24, Ill. 
O'Grady Payne, Inc. RA 6-9833 
333 N. Michigan Ave., Chicago 14, Ill. 

Monty Orr FA 6-8553 
45-720 Cholame Way, Palm Desert 576, Calif. 


PL 2-5757 
WI 7-6748 
JU 6-7528 
LE 2-0973 
VE 6-5200 
MU 3-1544 


BA 4-0338 


LO 4-2493 


SA 5-516] 
LE 2-4880 
TN 7-0040 
Cl 6-2847 


MU 6-5740 
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annual reports 
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brochures, folders 


* 


cartoons 


_ 


direct mail 


* 


* 


illustration 


* 


lettering 


* 


1112 13 


mechanicals 


* 


presentations 


. 


retouching 


* 


other services 


catalogs, record covers, photo ro- 
phy, book jackets, Flexi chrom 
catalogs, ads, inserts, creativ 

& follow thru 


art consultants, idea to imprir 


survey booklets, ads, inserts, 
charts, slide films 
magazine photography 


audio-visual s, photo-murals 
photography/slide films 

charts, 3 Dim. Slides, photography, 
sales, promotion, P.O.P. 

sales promotion; creative & follow 
thru; house organs 

copy-design thru production 
booklets, brochures, displays 


photo 


direct mail design and finish, 
complete slidefilm art services 


(continue 
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C.. Parshall, Inc. PL 9-2860 
136 ©. 57th St., NYC 22 

Pu: city Graphics Associates 
130 /. 46 St., NYC 36 

Rap cis-Sipp, Inc. 

566 th Ave., NYC 18 

Ric: dco 

229 ‘over St., Brooklyn 35, N.Y. 
Mel ‘ichman, Inc. TR 8-5500 
is! Presidential Blvd., Bala-Cynwyd, Pa. 
575 .exington Ave., NYC 22 PL 2-2460 
Ros Advertising Art MU 4-4240 
126! Broadway, NYC 1 


PL 7-2460 
CH 4-3215 
NI 83218 


And: -w Ross Studio PL 3-5870 
210: . 47 St., NYC 

Lest-r Rossin Creative Group Inc. TN 7-0170 
369 | exington Ave., NYC 17 

Sackett & Associates HA 7-7269 
200 $. Michigan Ave., Chicago 4, Ill. 

Horace Sadowsky & Associates 516 OV1-6550 
23 West John Street, Hicksville, L.I.,N.Y. 
Shaw! Nyeland & Seavey EX 7-1353 
221 Pine St., San Francisco 4, Calif. 
Springmeyer Assocs. Inc. PL 82479 
216 East 49th ST., NYC 17 
Stephens Biondi De Cicco, Inc. 
230 E. Ohio St., Chicago 11, Ill. 
45 W. 45 St., NYC 

Stoessel Studios, Incorporated 
21 W. 45 St., NYC 33 

Sudier, Hennessey & Lubalin 

130 E. 59 St., NYC 

Truline Studios 

12 E. Grand Ave., Chicago 11, Ill. 467-6041 
6767 Sunset Blvd., Hollywood, Cal. HO 2-0711 
Visual Ad WE 6-5278 
1060 S. Crenshaw, Los Angeles 19, Calif. 
Vogue Wright Studios MO 4-5600 
469 E. Ohio St., Chicago 11, Ill. 
Martin J. Weber Studio 

171 Madison Ave., NYC 

Wheatley Studio 

190 E. 35 St., NYC 16 
Whitaker-Guernsey Studio, Inc. 

250 E. Illinois St., Chicago 11, Ill. 
Jim Whitman Studio Inc. 

116 Pork Ave., Rutherford, N.J. 
Zorigian Studios 

10 Newbury St., Boston 16, Mass. 


WH 4-3340 


JU 2-1877 
Cl 6-3968 


PL 1-1250 


LE 2-2695 
OR 9-7350 
WH 4-6809 
GE 8-6414 
KE 6-6164 
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annual reports 
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annual reports 
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brochures, folders 
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brochures, folders 


cartoons 
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cartoons 


direct mail 
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direct mail 


illustration 
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illustration 


lettering 


lettering 


mechanicals 
packaging 


* 


» 


mechanicals 
packaging 


presentations 


. 


7: 


presentations 


retouching 


TV art 


» 


retouching 


* 


* 


other services 


technical data books, prod. fine 
printing in every process 
creative design through prod. 


advertising cartoons 


emphasis on combining creativity 
& sales appeal in all phases of 
advertising art & photography 


corporate identity, convention 
design, slide films, exhibits 
Long Island’s fastest growing 
creative ad/art service 

special attention to ‘‘out-of-state 
agencies and advertisers 
corporate identity and trade marks 


fine booklets, display & point-of- 
sale 


film titles, package comps, over- 
lays for comp art, animation art 


original planning, booklets, point- 
of-purchase materials 








259. photo studios 


Admaster Prints, Inc. OR 9-1134 
425 Park Ave. So., NYC 16 

Arizona Photographic Assoc., Inc. 
2350 West Holly, Phoenix 9, Ariz. 


Sid Avery & Associates 


602-258 
-6551 
HO 5-7193 


1529 N. Cahuenga Bl vd., Hollywood 28, Calif. 


Warren Ballard DA 5-8960 
6813 Lee Highway, Arlington 13, Va. 

Martin Baltrotsky, Photography LO 5-4918 
10233 Capitol View Ave., Silver Spring, Md. 
Constance Bannister WA 1-1170 
Box 8, Syosset, L.I., NY 

Beach & Sandbank Studio, Inc. 
803 Orwood PIl., Syracuse 6, NY 
Bloomfield Photographic, Inc. 
70 E. Long Lake Rd., Bloomfield Hills, Mich. 
Wesley Bowman Studio Inc. CE 6-0233 
360 N. Michigan Ave., Chicago 1, Ill. 

Brand Studios 721-1462 
1208 Central Pkwy., Cincinnati 10, Ohio 

C. W. Brown Studio CH 4-6627 
401 Delaware St., Denver 4, Colorado 
Commercial Illustrators, Inc. WH 4-0033 
661 N. La Salle St., Chicago 10, Ill. 
Commercial Illustrators, Inc. RI 8-0444 
2600 Fairmount St., Dallas 1, Texas 

Creative Photographers, Inc. KE 6-7585 
108 Massachusetts Ave., Boston 15, Mass. 
Robert E. Dick Studio CO 1-0353 
711 Penn Ave., Pittsburgh 22, Pa. 
Edstan 

75 W. 45 St., NYC 

Toni Ficalora 

28 E. 29 St., NYC 

Field Photo-lilustration 914WH 6-6563 
66 East Post Rd., White Plains, NY 

Judith Gefter EX 81220 — EX 8-7776 
1725 Clemson Road, Jacksonville 17, Fla. 

M. D. Glanzman Studios MU 9-0887 
10 E. 40 St., NYC 16 

H and H Photo Service Company TR 4-908] 
1554 Piedmont Ave., N.E., Atlanta 9, Ga. 
Hare Photographs Inc. TL 3-4114 
5 Johnson Park, Buffalo 1, N.Y. 
Hazick Reporting Service 

P.O. Box 7331, Atlanta 9, Ga. 
Hoebermann Studios 

49 West 44 St., NYC 36 

The Holmes |. Mettee Studio 
701 Eutaw St., Baltimore 1, Md. 
Irving Kaufman Studios 

19 W. 44 St., NYC 36 

Lande Studio 

3133 N. McCullough Ave., 

San Antonio 12, Tex. 


HO 3-9166 


Cl 5-6781 
MU 5-6068 


TR 6-5877 
MU 7-0006 
VE 7-6900 
MU 7-8343 
TA 4-2451 


Wm. Langley, Inc. RI 7-2557 
1400 Slocum St., Dallas 7, Texas 
Frederic Lewis 

36 W. 44 St., NYC 36 

Chas. P. Mills & Son Photography, Inc. 

708 S. Washington Sq., Phila. 6, Pa. WA 5-1102 
Nugent-Williams Studios, Inc. VA 6-1050 
120 No. Pulaski Rd., Chicago 24, Ill. 

Glenn Otto Photography WE 3-5679 
7325 Melrose Ave., Los Angeles 46, Calif. 


MU 2-7134 


children 


illustration 


industrial 


interiors 


location 


motion pictures 


reportage 


+ slide films 


+ still life 


other services 


slides 


color, magazine photography, [.V, 
Flip Cards, Publicity, Portra s, 
Telops 

architectural 


magazine photography 


photo journalism 


executive portraiture, archit« cturd, 
color printing 

color processors for the prof=ssion 
and industry 


special effects 


specialists in color still life, illus. 


commercial, aerial, architectural, 
color, publicity 
architectural, experimental, color 


color, editorial ** The ultimate in 
fine creative photography” 
color, general, aerial, editorial 


sales producing photographs 


aerial, animals, architecture, color, 
magazine, trade magazine cover 
age, house organs, executive por 
traits 


dye transfer, Ektacolor tyre ¢, 
transparencies, black & w' ite 


California locations 


(contir -d) 
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How rd Owen, Jr., Photographer GR 3-3344-5 
832 ‘lifton Avenue, Clifton, NJ. 
Win: te Paine 

6E. 39 St., NYC 

Jom + Pickands Il 

270 ‘range St., New Haven 10, Conn. 

Les: r Rossin Creative Group Inc. TN 7-0170 
369 exington Ave., NYC 17 
Rob: t Rubic 

254 . 31 St., NYC 1 

Rus: | Photographic Service 
480 exington Ave., NYC 17 
Fred rick Schulze WH 3-1883 
Studi -189 Anderson Ave., Fairview, N.J. 

Rik { xaw Associates, Ltd. PL 7-3988 
250’ . 57 St., NYC 19 

Sieg! ‘ed, Darsey Studio AX 4-1811 
4341 Don Tomaso Drive, L.A. 8, Calif. 

Silve Studios PL 7-7338 
231¥. 54 St., NYC 19 

Skelt:n Photography 

1550 california St., S.F. 9, Cal. 
Sterec Studio, Lisa Obert 

41 W. 33 St., NYC 24 

Truline Studios 

12 E. Grand Ave., Chicago 11, Ill. 467-6041 
6767 Sunset Blvd., Hollywood, Cal.HO 2-0711 
Wahl’s Photographic Service DU 1-1500 
4Smallwood Drive, Pittsford, NY 

suburb of Rochester, NY 

Lewis P. Watson, Commercial Photography 
1916% Hillsboro St., Raleigh, NYC TE 2-9887 
Martin J. Weber Studio LE 2-2695 
171 Madison Ave., NYC 

Weco Studio, Inc. 

14 E. 39 St., NYC 16 

Palmer Werner-P hotography 

15734 Wyoming, Detroit 38, Mich. 
Whitaker-Guernsey Studio, Inc. 

250 E. Illinois St., Chicago 11, Ill. 
Fred Winchell-Photography 

1955 Richmond, Houston 6, Texas 
Paul Wing Studios 

417 E. 61 St., NYC 22 

Vogue Wright Studios 

469 E. Ohio St., Chicago 11, III. 
Robert A. Young 

116 Cleveland Ave., Colonia, NJ 


MU 4-6477 


BR 9-6108 
YU 6-9180 


OR 3-8930 
TR 3-1046 


MU 5-1864 
UN 3-8226 
WH 4-6809 
JA 3-3172 


MO 4-5600 


FU 1-6269 


260. copy studios 


the copy shop copywriting studio MU 3-1455 
270 Madison Ave., NYC 16 


Barrie R. Jackson & Asso. AC 206-MA 7-8060 
118A S+., Tacoma:2,Wash. 

Barrie 2. Jackson, copywriter 

Villian M. Riley, copywriter 

Voodw-d Henry, artist 

Lorry | arson, graphics 

John B -kel, photography 


« children 


* 


* catalogs, folders 


1 


nN 


* direct mail, inserts 


2 


* sales promotion 


3 
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« illustration 


* ads, commercials 


« industrial 


« print & air copy 


« interiors 


* publicity, P.R. 


+ location 


~“ 


+ dealer aids, letters 


motion pictires © 


* product literature 


* presentations 


*« reportage 


* Newsletters,reports & 


+ 
— 


« slide films 


* annual reports 


still life 


— 
nN 


+ sales training 


w 


* copy —contact serv. 


other services 


architectural, experimental, color, 
commercial illustration 


magazine photography, 
architectural, stock photos 
181 photographic.prod. services 


scouting, coordinating thumbnails 
and variations 


creative, color, human interest, 
stereo 

color corrected pkgs., half tones, 
TV slides 


specializing in aerial photography 


Flexichrome specialists 


color, commercial, architectural 


editorial & environment portraits 


top notch, up-to-date photos for 
advertising 


other services 


freelance subcontractors: copy, 
concepts, campaigns — all media 
pre-agreed per-job fees 

Political campaigns 
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Abells, Robert 

Abend, Chester Joshua 

Abend Typograph Co., Inc. 

Abent Rent-A-Fur 

Accessories & Design 

Ackad Studio 

Ackerman Studios, C. W. 

Ackerman, William 

Acme Photo Co. 

Adams, Gene C. 

Adams—Leigh Assoc. 

Adams, Velma 

Addams, Charles 

AD Employment Agency, Inc. 

Admaster Prints, Inc. - 14, 82, 87, 88, 110, 
110, 113, 166, 182, 188, 191, 193, 194, 
210, 212, 214, 215, 216, 217, 218, 219, 

220, 221, 223, 224, 245, 258, 259 

Adrian’s Photography 166 

Ad Service Company 241 

Advertising Agencies’ Service Co., Inc. 241 

Advertising Designers, Inc. 258 

Advertising Production, Inc. 1, 3, 60, 66, 

71, 83, 258 


Advertising Techniques, Inc. 3 
Advertising Typographers, ATA, 

N. Y. Group 241 
Aero Service Corporation 27, 41, 154 
Agric Photo Library 185 
Ajay, Abraham 12 
Alber, Howard 
Alberto Sign & Display Co. 


235 
18, 26, 29, 35, 
238 


Albert's, S. B. 126 
Allen, Edward M. 166 
Allied Artists 62, 166 
Allied Paper Corporation 234 
Allied Photographic II lustrators 166, 169 
Allured, William 52 
Alpha Photo Associates, Inc. 166 
Aluminum Furniture 38 
Alwan, M. 66 
Amendola, John M. 69 
American Artist Corporation 252, 254 
American Blueprint Co., Inc. 174, 177, 193, 
199, 205, 213, 216, 218, 219, 220, 221, 
222, 223, 224 
American Film Producers 108 
American Mail Advt., Inc. 45 
American Messenger Service 248 
American Stock .Photos 185 
American Type Founders Co., Inc. © 240 
American Wood Type Mfg. Co. 240 
Ames Associates, Archer 83, 94, 95, %6, 
99, 102, 107, 209, 219 

Amsterdam Continental Types & Graphic 

Equipment, Inc. 

Anderson, Brad 17 
Anderson & Co., Robert J. 169 
Anderson, Leonard 108 
Anderson, R.N. 17 
Andres, Charles 5] 
Andrews Paper Company, H. P. 230, 234 
Angie Costumes 3% 
Angrave, Bruce 25 
Animal Talent Scouts 38, 251 
Antupit, Samuel H. 20 


INDEX OF LISTEES 


A-1 Typographers, Inc. 
A P A Photo Library 

Apex Photograph Company 98, 169 
Apkarian, Paul K. 25, & 
Appleton Coated Paper Company, The 234 
ARCHITECTS photo-DIRECTION 157, 


163, 169, 170, 176 
Arden Galleries 38 
Arens, Egmont 30, 37, 46, 258 
Arizona Photographic Assoc., Inc. 154, 
157, 160, 161, 162, 163, 166, 167, 
168, 169, 170, 171, 172, 173, 174, 
178, 180, 181, 185, 191, 195, 205, 
259 
Arnold, Laura 251 
Arnold, Lillian 251 
Aronson, Irene 20 
Art Center School 249 
Art Department, Inc. 258 
Artintype, Inc. 241 
Artists Management Assoc. 251 
Art Jobs Agency 247 
Art—O—Graph Inc. 
The Art Unit 
Artype, Inc. 
Ashley & Crippen, Ltd. 
Ashley—Steiner, !nc. 
Ashton School of Photography 
Associated Typographers, Inc. 
Atlas Mirror & Glass 
Atlas Typographic Service, Inc. 
Audio Productions 
Aug, J. Bicycles 
August Photography, George 
Auspitz Studio, Harry 
Avati, James 
Averill, John 
Avery, Dean 
Avery & Associates, Sid 
Avery Color Corp. 


242, 243, 244 
185 


194, 215 
B 


Bacon Design and Illustration, Paul 
Bainbridge’s Sons, Charles T. 


Baker, Ernest Hamlin 
Balbalis, John 

Bald, Ken 

Balk, Fred 

Ballard, Worren 
Ballentine, Ralph 
Baltimore Type 
Baltrotsky, Photography Martin 
Banbury Studios, The 
Bandel, Lennon T. 
Bannister, Constance 


Barry & Enright Productions 

Barry, Leo 

Barth, Mary 

Bastian, Bob 

Bastrup, Associates, Len 1, 5, 7, 9, 18, 
19, 26, 30, 33, 37, 46 

Battery Park Book Company 239 

Bauer Alphabets, Inc. 240 

Baumer, John 20 

Baumhofer, W.M. 2 


Baum—Newborn Agency 

Beach & Sandbank Studio 
Beacon Photograph Co. 

Bebel!l & Bebel! Color Laboratories 
Beck Engraving Company, The 
Becker, Bertha M. 

Becker, Jack 

Bedlivy, Henry 

Bee Photo Service 

Bell, Eugene 

Bell Messenger Service 

Bell, Vera 

Bellis, Ted 

Bennett, Rainey 

Benton, T.H. 

Benyas-Kaufman Photographers 


A). AI AD — AD AD 
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Bercker, Frank H. 
Berdone, Joseph 
Berger, Hank 
Berline of Paris Studio, Victor 
Berryman, Jim 
Berthe, Mme. Costumes 
Berube Salkin Studio 
Beshor & Co. 
Bettmann Archive, Inc., The 
63, 70, 74, 
Bicycle & Ski Club 
Bier Studios, David 
Binkley, Ric 
Bird, William 
Birlauf & Steen 
Bishop, Lola 
BKB Productions, Inc. 
Blair Art Products 
Blair, Leonard 
Blakesiee-Lane, Inc. 166, 169, 18] 
Blomquist, George 1, 24, 33, 35, 61 
Bloomfield Photographic, Inc. 259 
Bonniers 
Booth’s 
Boris Studios, Inc. 
Boro Typographers 
Bostelmann, Else 
Bott, Earl Wayne 
Bott, Mabel Siegel in 
Boulevard Photographic, Inc. 
Bourges Color Corp. 
Bowen, Bill F. 
Bowie Studio 
Bowman, Wesley Studio Inc. 
Bradford—LoaRiviere, Inc. 
Bradford, Ronald 
Brand, Ruth 
Brand Studios 
Brandreth, Bob 
Brandt, Rexford 
Braqueite, Inc. 
Bridgens Ltd. 
Briscoe & Arthur 
Broder, Jane 
Brodie, Howard 
Brody, Sam Artists & peecemcas 


Brooks Costumes 
Brooks Model Agency, Inc., Emily 
Brown Agency, Henry C. 
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12 
38 
3% 
38 
>, 
» 175 
38 
166 
50 
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Bown & Bro., Inc., Arthur 150 
B own Studio, C.W. 259 
B own, Himan 108 
B own & Rehboum Service, Inc. 166 
E owne, Ruthe 251 
B owning, Mary Eleanor 155, 159, 161 
B icker, Ferd ] 
B ssstar, G. 54 
B |, Clarence S. 10 
B xdy—Freiday Studios, Inc. 258 
B xdzok, Bill 5, 9, 13, 26, 46 
Bi ger, Cor! 5] 
B. lin, Margoret 251 
Bi nay, Eva, Inc. 

Bi niston, M. 

Bi t, Inc., Arthur 

Bu ton, Dick 

Bi z, John 

Bi. as, Donald R 


Cc 


Cc n, Robert 
Co: era Clix 
Co era, M.D. Studios 
Co eron, R.A. 
Co: ales, Ralph 
Ca; ezio 
Cardinal Studio 
Carpet House 
Carvet Institute 
Carroll Musical Inst. 
Cavalier Agency for Artists 
Center Fire Arms 
Central Casting Corp. 251 
Central Registry Agency 247 
Central Zone Press, Inc. 241 
Chaite Studios, Inc. , Alexander E. 258 
Chandoha, Walter 45 
Chapman, Robert 20 
Charter Oak Telepictures 108 
Chase Studios, Ltd. . 181 
Chateau Riding 38 
Chateau Theatrical Animals 251 
Chatham, Roland 157 
Chavez, Edward 20 
Chen, Anthony 1, 44, 51, 56, 57, 59 
Chenault Associates, Inc. 258 
Chicago Architectural Photographing Co. 

157, 169 
Chicago Art Institute 249 
Childress, B. 
Chism, Jack 
Chouinard Art Institute 
Church Photographers, A. 
Cicero, Ray 
Cinna-Graphic Service, Inc. 


Clark, Bernice 160, 167 
Clark and Friends, Bob 1, 7, 9, 12, 22, 25, 
33, 35, 36, 48, 62, 65, 71, 83, 104, 

06, 110, 258 
161, 163, 168, 
169, 173 

Clark, John 23 
Clarke Studio, Arthur 166 
Clarke, Rene 68 
Claude 12 
Claxton, William J. 7, 173 
Coggins, Jack 50 
Cole Actors Agency, Toby 251 
Cole-an, Deborah 251 
Colli:s Photographers, Norris 169 
Colli 1s, Roy H. 68 


Clark, H.B.S.S., Joe 


Collins — Photography, Tom 169 
Colonial Sand & Stone Co. 38 
Colonius Promotions, Lars 108 
Colorage, Inc. 98 
Color Corporation of America 15, 94, 100, 
103, 107, 113, 162, 174, 177, 187, 190, 
191, 192, 193, 194, 195, 196, 197, 198, 
199, 201, 202, 203, 204, 205, 206, 207, 
208, 210, 211, 212, 213, 214, 215, 216, 
217, 218, 219, 227, 229, 235, 236, 238 
Color Stock Library 45 
Color—tex 166 
Columbus College of Art and Design 249 
Comart Associates, Inc. 
Commercial Art Bureau, Inc. 
Commercial Illustrators, Inc. 258,, 
Commercial Photo Co., Inc., The 166, 
Commercial Photographic, Inc. 166, 
Commercial Photography 166, 
Compass Productions 
Composing Room, Inc., The 225, 241, 243, 245 
Composition Service, Inc. 241 
Compton Photographers 98 
Conaway, Charles 251 
Condit Studios 166 
Conkling & Sons, Inc., Charles 166, 169 
Conlin Company Inc., The 128 
Connel!, Wil! 169 
Constable Studios, Claude 166 
Contemporary Illustrators 166 
Conti, Albert J. 25 
Cooga Mooga Productions 108 
Cooper Assoc., Frank 108 
Cooper Commercial Photographers, Les 166, 
109 
Cooper, Gershon 51, & 
Cooper, Inc., Charles E. 258 
Cooper, Paul 17, 50 
Cooper School of Art 249 
Cooper Union Art School 249 
Copy Craft, Inc. 166 
copy shop copywriting studio, the 9, 13, 22, 
36, 226, 247, 253, 260 
Cordrey, Earl 68 
Corval Commercial Photog. 166 
Councill, Photographer, Russell D. 166 
Couture Studio, Larry 166 
Craftint Mfg. Company, The 84, 85, 86, 
116,117, 124, 125, 131, 133 
134, 136, 142, 143, 149, 153 
Crafton Graphic Co., Inc. 233 
Craig, Raymond 68 
Cranbrook Academy of Art 
Crandall Associates, Inc., Robert 
Crane-Gallo Artist Supplies 
Craven Film Corp. 
Creative Design Studio 
Creative Photographers, Inc. 
Crescent Cardboard Company 
128, 132, 133, 135, 138, 143, 153 
Crespin, George 66 
Cross County Art Center 150 
Cross, Herbert Bruce 166, 169 
Crowley, Paul 61, 68 
C-Thru Ruler Company 
Cuhel Photography, Emil 
Culhane Film Studios 
Culver Service 
Cunningham, Margrete 
Cushman & Denison 
Custom Color Lab. 
Customlab 


Cyr Studio & Color Agency 161, 175, 185 
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Dall, Nancy W. 
Dankovszky, B. 
Daugherty, Herb 
David’s Outfitters 
Davidson Corporation 
Davidson, R. J. 
Davies, Jack 
Davis Studio 
Davis Studios, Inc., Elgin 
Davis & Warde, Inc. 
Day, Jeanne 
Dean, Elwood M. 
Deane’s Studio ~ Photography 168 
Delahanty, James M. 25 
Delano Photographics 154, 166, 169 
Dellibove, Ralph 58, 65 
Delman Shoe 38 
Del Vecho Studio 181 
Dember, Sol 50, 6 
Dementi Studio 166 
Depicto Films 108 
de Raad, Maarten 39 
Design Directions Inc. K 8) 
Designers 3 258 
Design Unlimited 7 
Deutsch, Clarence Y, Ad 2 
Nexter Studio, Erroll C. 166, 169 
Diamant Typographic Service, Inc. 241 
Diamond Art Studio Le. oe ee ee ee 
12, 13, 14, 16, 17, 18, 21, 24, 
2 My, 2, a ee a 
36, 42, 44, 46, 48, 58, 62, 66, 67, 
71, 75, 77, 79, 258 
Dick Studio, Robert E. 259 
Dickey & Harleen Studios 166 
DiFranza Williamson Associates 258 
DiMaggio Studio 98 
Di Preta, Tony 17 
Dittes, Phillip C. 169 
Dixon Comm. Photo Enterprises, Paul 166 
Dodson Associates, Inc., Gray 258 
Dome, Paul 166 
Donahue, John B. 83 
Donovan, Jere 14, 27 
Dorain 166 
Dorning, Dorothy 252 
Dreyer Art Service, Charles F. 7, 47 
Ducharme, Paul R. 12 
Dudley, Roger 166, 169 
Dunbar 38 
Dunlap, John S. 45 
Dunlop, Inc., James R. 169 
Dynamic Films 108 
Dzurella, Paul 94 


E 

Eagle Pencil Company 130, 131, 138, 
145, 146 
Eastern Art, Inc. 258 
Eastern Fine Paper and Pulp Div. 234 
Eastman, Carl 251 
Eaves Costume 38 
Eckelberry, Don 51 
Edelman, Barnet 25, 28 
Edmonson, William Jr. 49 
Edstan 104, 108, 113, 114, 115, 164, 


‘182, 186, 259 
Edwards, Joseph 17 
Eicke, Edna 20, 58, 65 
Eide, Ingvard 157, 163, 168, 173, 181 
Elfenbein, Irving E. 252, 254 











Elgoord, Greta 20, 58, 65 
Elgar, Peter 108 
Ellertson & Associates 166, 169 
Elliot, Unger & Elliot 108 
Ellis, Gordon 34 
Elson, Susan 21 
Empie, Hal 12 
Empire Production Corp. 108 
Encore Studio 38 
Engli, Frank 9, 12, 58, 83, 114 
Entertainment Productions 108 
Epply, Roger 21 
Epstein, Edward 21 
Erickson, Eric 51 
Erickson, Phoebe 68 
Eshbaugh Studios, ‘ed 108 
Espinosa, James 52 
Etting, Helen 20 
Euclid Studio, Inc. 166, 169 
Evans Color Laboratory, Inc. 103 
Evans, Jane Callis T 
Evers, Charles G. 54, & 
Ey-Teb Salon 38 


& 


A.W. Faber-Castell Pencil Co., Inc. 127 
128, 129, 130, 141, 146, 152 
Faber Pen & Pencil Co., Inc., Eberhard 127, 
129, 130, 131, 138, 145. 146 


Fairchild, Groeneveld & Fitzgerald 252 
Fairgate Rule Co., The 128 
Famous Artists 251 
Famous Artists Schools 249 
Faraghan Photography 166 
Farris, Joseph 58, 65 
FCI ] 
Federman, Adams & Colopy Inc. 258 
Fein & Associates, Phil 157; 168, 169 
Feld, Joe 

Fenberg Associates, Ted 245 
Fenga & Donderi 258 
Fernim & Assoc., Inc., Bill 252 
Ferrier, W. 51 
Ficalora, Toni 259 
Ficaro, Joseph P. 30 
Field Photo—IIlustration 259 
Fields Associates, Jerry 247 
File Photography, Bob 166 
Filmack Studios 108 
Film Art Murals 169 
Film Graphics 108 
Filmways 108 
Finland House Lighting 38 
Finnigan, Vince A. 169 
Firestone Photographs, Daniel 166, ‘169 
Fischer, Bob 252 
Fitzpatrick, Arthur ‘ 5] 
Flash Offset Printing Co. 233, 246 
Flather, Louise 64 
Flea Market 38 
Fleming, Bill 52 
Fleming, John Rodgers 25 
Flessel, Creig 17 
Flexo-Lettering Co., Inc. WW 
Flexo Lettering of Chicago 245 
Flock, Mary Lou 252 
Florell, Walter 38 
Floyderman, Norman 156 


Fluorographic Sales Division of Printing 
Arts Research Laboratories 97, 116, 119, 
122, 126, 132, 138, 139, 146, 149, 153 


Flynn, J: Walter 7 
Follies Costume 38 
Fords, The 251 


156 


Forester, Bob 166, 169 
Forman, Yale 254 
Fortner, Ed 12 
Foster—Ferguson Agency 250 
Foster, LL.B, Bernard 168 
Fotoflex Co., The 88, 186 
Foto Service, Inc., Fay 166 
Foy Model Agency 250 
Frain, Nellie M. 34, 70 
Frame & Co., R.R. 168, 169 
Framer Productions, Walt 108 
Frankel, Si 51 
Franklin Typographers, Inc. 242, 243 
Fredrick Photogelatine Press, Inc. 2352 


Free-Lance Photographers Guild, FPG 172, 


175, 185 

Freeman, Jo. 252 
Freund, R. 5] 
Friedentag, Harvey C. 169 
Friedman Associates, Estelle 103 
Friedman, Inc., A. |. 150 
Friedrichs Co., E.H. & A.C. 150 
Fuerst, Edwin W. 5] 
Fursty Studio 166 

G 

Gabriel! Studio 166 
Gaither-Ferree Corporation 238 
Galloway, Ewing 185 
Gamma Agency, Inc. 254 
Ganslen Studios 166, 169 
Garrick, Dale 250 
Garry’s Commercial Photog. 169 
Garty, John 25 
Gary & Clark Photography 166 
Gatenby, John W. Jr. 50 
Gefter, Judith 259 
Gelgisser, Advertising Art, .M. 258 
General Art Associates 258 
General Artists 251 
General Motors Photographic 166, 169 
Gerber Photographers 169 
Gibbons Color Lab. 187, 194, 197, 198, 215 
Gibbs Agency, Inc., John 251 
Gilbert, Bill 6] 
Gill, Frances 250 
Gilly, Georgia 251 
Glanzman Studios, M.D. 258, 259 
Glidden, Germain G. 34 
Globerman, Robert 17 
Godwin, Karl 34 
Goff Studio, Merrill 166 
Gold, Bill Advertising, Inc. 258 
Goldberg, Robert |. 30 
Goldman Assocs., Inc., Neal 18, 19, 30, 
33, 37 

Goldsmith, George 251 
Goldsmith, Simon 12, 35, 36, 44, 83 
Goldstein, E. 59 
Golia, Frank 83 
Goodman, Jerry D. 64 
Goodson-Todman Productions 108 
Gordon, Robert 252, 254 
Gottlieb, Al 30 
Grabach, John R. 20 
Graber Art Associates, Norman 258 
Grace, Katherine 57, 58 
Associates 252, 254 
Grainger Productions, Sam 104, 114 
Grand Studio 166 
Grannis Studio 166 
Graphic Directions, Inc. 258 
Gray-O’Reilly 108 
Greater Buffalo Press 227, 232 





Green, Dick 52 
Greenberg, Jerry 155, 161, 162, 163, 
164, 166, 168, 172, 178, 185 


Greene & Associates, Al 171, 174, 185 
Gregory, Jack 1, 8, 9, 40 
Grey Owl Indian Craft 38 
Griffin, Arthur 185 
Griffiths, Harley 6l 
Gringer & Sons 3 
Gross, Ralph & 
Group Productions 10€ 
Grover, Pic’s, Inc., Chas. E. 16 
Grubb, Robert B. 166, 16 


Grumbacher, Inc., M. 117, 119, 121, 123 
124, 125, 127, 131, 135, 136, 138, 139 
140, 142, 143, 144, 145, 146, 149, 151] 


15 
Gryn, Joseph 6 
Gussin Company, Inc., Lawrence 25 
Gute, Herbert J. 6 
Guttenplan, Howard 5 
Guy Studios, Durwood 9 

H 

Haag, Margoret E. 5 


c 


Haas Studio, Stephen P. 


Haber Typographers 242, 243, 244, 24 
12 


Haberule 
Haddock, William é 
Haenigsen a 17 
Hagyard, Annabelle 58, 65 
Hahlo, Sylvia 25 
Hall Associates 252 
Hammond & Co. , C. S. 4, 14, 27, 45 
51, 53, 70 
Hammond Company, Inc., Mel 258 
S. Hanfling Co. 38 
Hanke, Edward 17 
Hanson, Bror, Photographer 166, 169 
Hare Photographs Inc. 154, 161, 163, 
166, 169, 259 
Harkrider Agency 250 
Harris Corp., A. T. 38 
Hartley Productions 108 
Havelock, Elaine 52 
Hawthorne, Robert 7 
Hayward Studios 166, 169 
Hazick Reporting Service 259 
Headliners-Pittsburgh Inc. 83, 88, 89 
Hedrich-Blessing, Ltd. 166, 169 


Heighington, Al 68 


Heilpern Photographers 154, 157, 161, 
169, 18] 

Heiser Photography, Stephen 166 
Henschel, Victor 38 
Herman, Milton C. 38 
Herman .Typographers 242, 243 
Herron Art School, John 249 
Hertz, Jr., Louis O. 104 
Herz, Kurt 12, 44, 58 
Herzog II! Studio, Charles 12, 60, 258 
Heston Associates, Inc., Charles 258 
H H Art Studios, Inc. 258 
H And H Photo Service Company 166, 259 
Hi-Fi Photocolor Studio 107, 161, 166, 
197, 215 

Hildebrand, Raymond F. 19 
Hill, Homer 20 
Hines, Francis 6l 
Hinman Photography 66 
Hiti Studio 66 
Hoebermann Studios 66 
Hocks, Jim ; 12 
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Hodge Photos 

H dges, Ralph A. 

H »ebermann Studios 

H edt Studios, Inc., W.H. 

ff, Leslie 

ff, Syd 

lloway, Tom 

l\loway, Wittich 

mes |. Mettee Studio, The 

tkamp Commercial Photographers 

ton Studios, Roy 24, 29, 30 

skinson Rohloff and Associates 

spital Picture Service 

yse, Alice 

yse of Rothschild 

yvanec Adv. Art Service, Robert q 
9, 12, 14, 25, 28, 31, 32, 42, 258 

ward, Inc., Hoyt 7 

ward, H. David 9, 13, 48, 59, 60, 73, 75 

ward Studios 169, 181 

jhes Company 166 

wrath, Wm. 38 

iter, Jeff 251 

Hi at Pen Co., C. Howard 121, 134, 

136, 146, 147 

Hi -ok Attractions 108 

Hustis, Phil 12, 17, 36, 65, 106, 113,114 

Huxley House, Ltd. 241 


ee we eh ae, ee 


pe 2 oe ee ie 


252 
108 


Illustrators Group 
Independent TV Corp. 
Industro-Color Commercial Photo Studio 169 
Ingalls & Hoyt, Inc. 251 
Ingersoll Studios 30 
Innocenti Corp. 38 
Intaglio Service Corporation 231, 235, 237 
Interstate Industrial Reporting Service, 

Inc. 176 
Interstate Photographer 185 
Intertype Corp. 240 
1.Q. Costume 38 
Island Motor Inc. 38 
Issacson Design, Robert 30 


J 


Jack Studio, Donald 166 
Jack’s Studio 169 
Jackson & Associates, Barrie R. 258, 260 
Jackson, Edwin 38 
Jackson, Robert 30 
Jacobs, Edward ] 
Jacoby, Frank 64 
Jaffe Enterprises, Henry 108 
Jamieson, Jimmie 166, 169 
Jan Associates BA AAs 
Jonson, Joseph 6] 
Jontone Enterprises 

Jopan Paper Co. 

Jentoft, Gary 

J.E. Plastics Mfg. Corp. 
Johns, Dale V. 
Johnson-Bacheller-Ross, Inc. 
Johnson Photographers 
Johnstone & Cushing 
Jones, Joe 

Jossel, Marguerite 
Judge Studio 

Junker, Bruno 


166 
166, 169 
2, 12, 16, 17, 232 

20 


252 
169, 176, 215 
5, 27, 50, 66, 79 


Kata, Harvey 252, 254 


Kammerdiener, J. H. 

Kane Agency, Allan 

Kane, Harry 

Kapes & Associates, Jack 

Kaplan-Veidt 

Karinska Costumes 

Kates, Jerome S. 

Kaufmann & Fabry Co. 

Kaufman Studios, Irving 

Kaz, Frank 

Keeshan Assoc., Robert 

Keitz & Herndon 

Kempshall, Bert 

Kennedy Associates, Inc. 

Kennedy Galleries 

Kenneth Model Agency 

Kerbs Studio, Larry 

Kerkow, Herbert inc. 108 

Kerlee, Inc., Charles 166 

Kerr, James Wilfred 21 

Kerr, Maximilian and Rita 14, 36, 226, 
252, 254, 258 


250 
1, 5,9, 13, 66,258 


Kerr, Robert Schaffer 

Kervan Co. 

Kid Agency, Bonnie 

Kile Studio, Floyd J. 

King, Joel 

King Typographic Service Corp. 

Klaeger Film Productions 

Klapholz, Jackie 

Klass, Erika 

Kleb Studio 

Kleiman Studio, Inc., Dave 

Knoll Associates 

Komme! Productions, Marvin 

Kopel, Henry 1, 3 %& % a a oe 

46, 239 
166 

252, 254 
38 


251 


Koropp Photography, *Inc., Robert 
Koste, Frank 
Kramer, S. 
Krantzen Studio, Inc. 166, 169, 181 
Krautkopf, S. 129 
Kreutzfeldt, Pauline 21 
Kroll, Lucy 251 
Krupp Studios, Inc., Merlin 258 
Krylon, Inc. 131, 132 
Kurshan & Lang Color Serv. , 107, 113, 
177, 182, 187, 189, 190, 192, 193, 
194, 195, 196, 197, 198, 200, 201, 
202, 203, 205, 206, 207, ; ae, Zee 
212, 213, 214, 215, 216, 218, 219, 
224 
113, 177, 
195, 196, 
206, 207, 


Kurshan, Inc., Norman 
187, 190, 191, 192, 193, 
197, 198, 199, 201, 202, 
208, 210, 211, 213, 214, 216, 217, 
218, 219 


Kuser, Edward 54 


La Cuisiniere 38 
LaDriere, Inc. 258 
Lambert Studios, Harold M. 185 
Lande Studio 259 
Landphere & Associates, Max 252 
Langen & Wind Color Laboratories, Inc. 

195, 196, 197, 198, 201, 211, 215, 218 
Langley, Inc., Wm. 
Langnickel, Inc., A. 
Lanston Monotype Machine Co. 
Lauber, George 
Laughead Photographers 


Lawrence Productions, Robt. 


Art | rection / The Magazine of Visual Communication / January 1962 


Lawrence, Wm. G. 69 
Lawson, Carl 12 
Laymon Studios 24, 91, 161, 233, 246 
Layton School of Art 249 
Lazarnick, George 254 
L. & B. Composition, Inc. 82, 111 
LeBeau Studios, Inc. 258 
Lee-Draper Agency 251 
Lee, Robert J. 20 
Legg Litho—Press 233 
Leslie Products Co. 128 
Letterguide, Inc. 83, 110, 137 
Levering, Robert 54 
Lewin, Saul R. 

Lewis Artists Materials, Inc. 

Lewis, Frederic 

Lexington Messenger Service 

Libby & Son, Chas. A. 

Liddle & Kohn 

Lighting Associates 

Linocraft Typographers, Inc. 

Lion, Inc., Stephan 
Loecher, Eleanor 
Lohman, Dorothy 
Lopert, Michael 
Lopipero, Inc. 

Los Angeles Airport Photography 
Los Angeles Type Foundry 

Love Productions, James 108 
Ludlow Typograph Company 240 
Lynch, Don 21 
Lyons Press, T. J. 244 


250 
42, 66, 71, 75, 101 
38 


166 
240 


M 


MacDermott Enterprises, Marge 250 
Macdonald Porter, Jean 40 
MacGregor & Co. 166, 169 
Magee Studio 258 
Magrino Associates, Bernard L222 
25, 28, 36 44, 50, 66, 79, 96, 98, 99, 100, 102 
Malony, J. F. 169 
Malsberg, Edward 14 
Mandel & Co., Estelle 8, 20, 27, 29, 3], 
32, 39, 49, 57, 63, 252 
Manning Associates, Farley 38 
Manning Bros. 166, 169 
Marinsky, Harry 68 
Marjikian Co. 38 
Markevics, Otto E. 3, 6, 14, 27, 31, 62, 
66, 70, 71, 79, 98, 99, 100 
Marks Color Labs, Raiph 190, 191, 195, 
197, 215, 218 
Marshall, John W. 66 
Marshutz, Roger 163 
Martin, Alice M. 251 
Martin, Noel 
Martin Studio, Tulio G. 
Mask-O-Neg 
Masta Displays 
Master Typo Company, Inc. 
Maxwell, Muriel 
Mayshark & Keyes, Inc. 
McCall Photoengraving 
McCann, Harry 
McClelland—Libby Agency 
McConnachie Productions 
McFadden Commercial Photographer, 
G.R. 
McGrath Jr. Studio, Eddie 
Mc Harg, Yvonne 
McKeown, Gloria 
McNamara Brothers, Inc. 
McNear, Everett 


103 








McWilliams, Phyllis 
Mechanicals Plus 
Meinzinger Illustrations, Inc. 258 
Mendelsohn, Celia 252, 254 
Menkes, Richard 6] 
Mercury Archives, Jnc. 45 
Mercury Artists 251 
Mercury Messenger Service 248 
Mergenthaler Linotype Corp. 240 
Merge Studios 166, 169 
Messenger Service Company 248 
Metro Typographers, Inc. 242, 243 
Mettee Studio, The Holmes |. 157, 161, 163, 
166, 168, 169, 170, 172, 178, 180, 184, 259 
Metzger, John J. % 
Metzig, William 24, 46, 30, 46 
Meyerriecks, Wm. 64 
Mico/Type, Inc 84, 85, 86 
Milberg Productions 108 
Miller Advertising Production, Wm. 101 
Miller, Frank J. Photographer 157, 161, 163, 
167, 169, 171, 172, 173, 176, 185 
Miller, |. 38 
Miller, Mark 54 
Miller Studio, Stuart 258 
Mills & Son Photography, Inc. Chas. P. 194, 
195, 196, 197, 213, 215, 259 
Miltenberger, Art 200 
Mirachi, Joseph 12 
Miss Dee Studio 166 
Monogram Art Studio, Inc. 258 
Monsen Typographers, Inc. 227 
Moore Company, Frances M. , 147 
Moore Institute of Art 249 
Morgan Press 244 
Morris Agency, William 251 


59, 62 
28 


Morris & Associates 
Morris Engraving Co. 
Morris, John F. 
Morrow, Marjorie 
Morse, Inc., Benjamin 
Moser & Son 

Moulin Studios 

MP O Productions 
Mulle Costumes 

Muller Associates 
Multi-Ad Services, Inc. 
Murphy Productions, Owen 
Murray, Irene 


Natioral Card, Mat & Board Co. 116, 122, 
123, 128, 132, 133, 135, 138, 143, 153 
National Color Laboratories 191, 197, 215 
National Screen Service 108 
National Studios 100, 103, 107, 109, 
113, 114, 115, 182, 188, 191, 193, 199, 
205, 210, 213, 216, 217 
Neal Productions, Stanley 108 
Near-North Guild 150 
Nebil, Corrinne 20, 59 
Neeley Associates 252, 254 
Neher, Fred 12 
Nelson-Whitehead Paper Corporation 234 
Netter,” Frank 70 
Newel Art Galleries 38 
Newton Photography, Neil 
N. Y. Gravure Corp. 235a 
New York State Employment Service 247 
Norris Collins Photographers 166 


North Studios Inc., Charles W. 
Norton & Peel 

Nosoff, Frank 

Nosworthy, Elsie 

Noto, Lore 

Nugent—Williams Studios, Inc. 
Nunn Photography, Bob 
Nu-Type Service 242, 24: 


Oo 


O'Grady Payne, Inc. 

Old Versailles 

Olsen, Herbert 

Olsen Typography Corp., Chris 

Clson, Maribeth 

Oneida Community Ltd. 

Orr & Co., Edgar H. 

Orr, Monty 

Osborne Photographic Laboratories, Inc. 166 
169, 18 


7 


N 


NO 

pa) 

N- 
Wm hA WU 


Osofsky, Allen H. 
Otto Photography, Glenn 
Qwen, Jr., Howard, Photographer 


P 


Pace, Photography, Richard 
Packo Foto Lab., Robt. 
Paine, Wingate 

Palladino, Al 

Parker, Al 

Parshall, Inc., C.A. 
Partch, Virgil 

Pathescove Productions 
Patterson & Hall 














2atterson, Robert 
2earson, Dick Architect 
-eerless Engravers 
-elican Films 
»entes Design Incorporated 
erkins, Enid Eder 
’ermanent Pigments, Inc. 
erry, Charles 
eterson Color Laboratory, Inc. 189, 190, 
191, 193, 194, 1%, 196, 197, 215, 218 
eterson, Philip 83 
etrucelli, A. 27 
etty, George 62 
henis, Lawrence J. ] 
hiladelphia Museum College of Art 249 
hilips Printery—Philip Saltzman ¢ 80 
hillips, Inc., Frederic Nelson 241 
hillips, Lucille 251 
hilmac Typographers, Inc. 241 
| hoto Forum 166 
f hotographers Commercial, Inc. 169 
F hoto Graphics 192, 199, 209, 219, 222 
Fnotographic Illustrations, Inc. 254 
F hotography by Pentecost 166 
Fnoto-Lettering, Inc. 80, 83, 88, 89, 
111, 115, 186, 225, 244 
Fhoto-Library, Inc. 185 
Photype, Inc. 245 
P.1.C. Color Corp. 195 
Pickands 11, James 259 
Picture File, The 185 
Pilkington, Edward 166 
Pintoff Productions 108 
P.1.P. 155, 161, 162, 163, 164, 167, 171, 
173, 175, 176, 181, 182, 185, 186, 254 


138, 142, 153 
7 


Planoscope Corporation 90 
Plautus Productions 108 
Plaza Artist Materials, Inc. 150 
Plaza Five, Inc. 250 
Plaza Paint Supply 38 
Plimpton, Stephen W. 169 
Pons Costume, Helene 38 
Popp & Son, Emil P. 242, 247 
Power Productions, Jules 108 
Powers, John Robert 250 
Pratt Institute Art School 249 
Presto Products Corp. 131 
Prestype, Inc. 83, 110, 111, 115, 134 
Price (Artists) Agency, Henry 247 
Prism Productions 108 
Professional Placement Center - 247 
Progressive Composition Co. 242, 243 
Publicity Graphics Associates 258 
Purcell, Joseph 6] 
Pyramid Distributors 108 


Q 


Quaker Photo Service Co., Inc. 


Randazzo & Morrison. Inc. 169 
Rapecis Associates Inc., (5.3 2 & 
25, 26, 30, 32, 35, 46, 258 

Rapid Art Service 114, 115, 226, 228, ‘229 
Rapid Color Inc. 187, 190, 191 
193, 194, 195, 196, 197, 198, 199, 201, 
202, 205, 206, 210, 212, 213, 214, 215, 
216, 217, 218, 219, 224 


166, 169 


Rapid Typographers Inc. 111, 244 
Ratner, Jack 83 
Ray, Wade 62 
Real Lace Shop 38 
Redi-Kut Head Lettering Co. 84 
Reemack Productions 108 
Reiss Bros. 38 
Remer-Ribolow Agcy. 247 
Renner, Inc. 169 
Rettew, Donald — Creative Services oo 
9, 13, 182 
157, 161, 
169, 176, 185 
Rex Artist Supplies 148, 150 
Rhode Island School of Design 249 
Ricardo 258 
Rice—McHugh 250 
Richard, Max 
Richardson, Tom 
Richman, Inc., Mel 
Richter-Brown, Inc. Photography 
Riebe’s Art Supplies 
Riehle Studios 
Riggs, Robert 
Ritter, Ed 
Roberts, H. Armstrong 
Robertson/Montgomery 
Rockmaker, Sam 
Roge, Edward H. 
Rol-Ruler Company 
Roncom Productions 
Rose, Evelyn 21 
Rosmini, John 59 
Rospond, Jan 30 
Ross Advertising Art 258 


Rettew, Donald — Photography 


128, 129, 141 
108 
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“She seems quite content as long 
as she has her JENSEN 
STAINLESS STEEL SINK.” 














From this ize 
ub to 
QA. sheets, 


our Cartoons 
Gell and Sell 
and Sell | 


Kennedy Associates, Inc. 
141 East 44th Street, New York 
MUrray Hill 7-1320, 7-1321 


A Complete Service im Cartoons and Humor For Advertising 





SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 
“Friem's Four Pages,” 
our interesting art 
newsletter... 

FREE on request. 


A.|. FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., New York 36 


Cl 5-6600 





Ross Studio, Andrew 258 
Rossin Creative Group Inc., Lester 258, 259 
Royal Typographers, Inc. 241 
Rubenstein’s & Sons 

Rubic, Robert 

Ruge, John A. 

Russell, Frank 

Russel l—Stewart 

Russo, Eugene A. 

Russo, Inc., F.A. 

Russo Photographic Service 

Ryan, C.V. 


Ss 


Sxaty, Wallace 
Subodh, Das 50 
Sackett & Associates 258 
Sacks, Mildred 30-A 
Sadowsky & Associates, Horace 258 
Safier, Gloria 251 
Sale, Robt. Q. 17 
Sales Portfolios, Inc. 228 
Salley & Collins 227 
Salsbery Studios, Lee 18] 
Salter Photography, Al 166, 169 
Sambrook, Russell 54 
Sgmerjan, George ), &. 2 he 
25, 30, 35, 46, 68, 75, 77, 78, 105 
Saomerjan, Peter James 166 
Sandford, Lloyd 51 
Sanford Associates, H.C. 105 
Sanford Ink Co. 117, 127, 141, 153 
Sarra, Inc. 108 
Saudek Assoc., Robt. 108 
Savata Productions, Ray 104 
Schaedler, Emil 83 
Schick, Photography, Jules 166 
Schilling, Henry J. 12 
Schmidt, Inc., Frederick W. 241 
Schmidt, Martin J. 18] 
Schogel Costumes, Rose 38 
School of Visual Arts 249 
Schucker, James W. 62 
Schuller Agency, William 250 
Schulze, Frederick 259 
Schwortz-Luskin 251 
Schwartz, Stanley O. 70 
Schwarz, Norbert 30 
Screen Gems 108 
Screenline Photo, Inc. 209 
Screen Process Printing Corp. 238 
Sculptural Promotions, Inc. 43 
Seeger Studios, Richard 1 
Segall, Lorry 52 
Semenoick, Alex. 14 
Senz, Inc., Eddie 38 
Service Typographers, Inc. 242, 243 
Shahn, Ben 20 
Shorf Furs 38 
Shaw Associates, Ltd., Rik 18, 19, 33, 
36, 93, 94, 96, 99, 100, 103, 105, 
107, 109, 110, 113, 114, 161, 162, 174, 
177, 178, 182, 183, 188, 191, 193, 194, 
195, 196, 197, 199, 201, 202, 205, 206, 
207, 210, 212, 213, 214, 215, 216, 217, 
218, 219, 224, 259 
Shaw, Jack 21 
Shawl Nyeland & Seavey 258 
Shellrick Corp. 108 
Shields, Leonard 168 
Shigeta-Wright Associates, Inc. 166 
Shipp, Bob 251 


Shostal Press Agency, The 185 
Showcase Productions 108 
Shurr, Louis 25) 
Sickles Photo-Reporting Service 18 
Siegfried/Darsey Studio 160, 16] 
163, 164, 168, 25° 
Silverstein, Inc., Harry 24 
Silver Studios 
Simmons, Inc., Robert 
Simone/Advertising Photography, Alphonse 
161, 166, 168, 169, 17 
Simonsen, Erik 
Skelton Photography 
Skilset Typographers 
Sklar, H. Raymond 
Smith, Andre 
Smith Comm. Photographs, W. D. 
Smith, Dick Photography 
Smith, Fletcher 
Smith, Gil 
Smith, Ving 
Smith, Walter A. 
Smith, W. D. 
Snyder Studios, Mark 
Snyder, Seymour 
Soling, Jerry 
Sound Masters 
Speedry Products, Inc. 
Springmeyer Assocs. Inc. 
Springsteel, Bern. 
Stadler Studios, Inc. 
Standard Studios, Inc. 
Stark-Layton 
Statmoster Corporation 
Stein, Williom B. 
Stelman, Jacob 
Stephens Biondi De Cicco, Inc. 258 
Stereo Studio, Lisa Obert 161, 183, 259 
Stevenson, Bruce 252 
Stewart-Photography 18] 
Stik-A-Letter Company 245 
Stockpix 185 
Stoessel Studios, Inc. 258 
Strathmore Paper Co. 123, 125, 126, 135, 143 
Streech, Wilbur 108 
Studio Nine 14, 19, 25, 27, 28, 36, 115 
Sturm Studios 108 
Suchomski, C. F. 79 
Sudler, Hennessey & Lubalin 258 
Sullivan, Edw. F. 30 
Sullivan, Pat 251 
Supreme Ad Service, Inc. 241 
Sus, Thos., Jr. 6l 
Sutton, Gilbert 252 
Swartz, Fred 168, 169, 173 
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6, 18, 20, 61, 67, 
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Taff, Don 70 
Taffae, Syd 99 
Taft Agency 20 
Talens & Son, Inc. 124, 127, 131, 
136, 138, 140, 142, 145, 147, 149, 153 
Talent Assoc. Paramount, Ltd. 108 
Tatterfield, Shirley 252 
Taylor, Alex 38 
Taylor, Ill, Jack P. 3 
Taylor, Marian ? 
Taylor Studio, Buzz 
Tech Photo Labs. 
Telestudios, Inc. 
Terminal Display Art Service 
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Since 1868 


Drafting Supplies * Picture Framing 


3 STORES IN NEW YORK 
CONVENIENTLY LOCATED 
TO SERVE YOU 
PROMPTLY AND EFFICIENTLY 


2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 
363 Lexington Avenue / TN 7-0220 
57th Street Area 
140 West 57th Street / Circle 7-6608 
In Philadelphia 
Henry H. Taws, Inc. 

1527 Walnut Street / LOcust 3-8742 
VISIT OUR STORES 
FOR A COMPLETE 


ASSORTMENT OF 
ARTISTS MATERIALS 
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Distributors of All Famous Brands 
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In the center of 
Michigan Avenue’s 
Magnificent Mile 


On Michigan Avenue’s ‘‘Mag- 
nificent Mile’ near fine shops, 
dining, sightseeing, medical 
center, Furniture Mart, univer- 
sities yet only a stroll from 
the Loop and the Lake, 


Plus 26 Floors of rooms at 
reasonable rates, designed for 
the businessman, family and 
special group. . .full hotel 
service with convenient muni- 
cipal parking. 


HOME OF THE TIP TOP TAP 


Try the Allerton 
and see on your 
next Chicago visit. 
See your travel agent or 
“Ask Mr. Foster” 
for free, teletype 
feservation service 


bes oo y + pag 





Terrytoons, Div. of CBS Films, Inc. 105 
Terwilliger Company, Inc., D.L. 233 
Tesla, Zvonimir V. 6 
Thayer & Chandler 118 
Theatre Guild 108 
Theatrical Costume 38 
Thom, Robert 20 
Thurn Photography, Terry 169 
Tingle, Sid 7 
Torricelli-chameyront, Ugo 14 
Tower, Harry él 
Toy Balloon Co. 38 
Traher, William v8) 
Transfilm-Caravel, Inc. 108 
Tranum, Berne B. 251 
Tranum, Charles B. 251 
Traugot, Irwin * 8, 57 
Traugott, Felix 70 
Triangle Color Company 153 
Tri-Arts Press, Inc. 233, 236, 241, 242 


Truline Studios 258, 259 
38 
225, 242, 243 
245 


Tudor Art Galleries 
Tudor Typographers 
Type & Art 

Typographic Craftsmen, Inc. 241 
Typographic Service Co., The 241 


U 


Underwood & Underwood IIlustration 

Studios, Inc. 185 
Underwood & Underwood News Photos, 

Inc. 45, 50, 52, 62, 63, 70, 74, 175, 
176, 185 
169, 176, 
180, 185 
United States Productions 108 
United Talent 251 
Universal Photo Service 178, 188 
Urban Art Service 149 


Vv 


United Press International 


Vaingre, Ted 

Valz, Edward 

Van Praag Productions, Inc. 

Variety Costumes 

Varigraph Co. 

Varitype & Art, Inc. 

Vorityper Corp. 

Venus Pen & Pencil Corporation 

Vickery, John 

Vidiami Films 

Visual Ad 

Vogel Studios, Ferdinand 

Vogelman, Jack 42, 44, 48, 69, 76 
Vogue Wright Studios 258, 259 
Volk, Jr., Harry 45 
Volk, Inc. Kurt H. 24! 
Von Zimmerman, Arlene 160 
Von Zimmerman, Robert 66 
Vosburgh, Leonard 683 
VPI 108 


Ww 


Wade, Roger 

Wagner Agency, Paul 

Wahl’s Photographic Service 
Walbridge & Bellg Photographs 
Walker, Johnni 
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8.95 Value for $15—}— 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen. 

Many art proofs from “Art 
Director's Clip Kit” and 

“Clip Book of Line Art”— 
enough for dozens of paste-ups 
Satisfaction guaranteed—no 
obligation—no strings. 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 
customers only.) 


Harry Volk Jr. Studie 
Pleasantville 4, New Jersey 


Ready-to-use art on translucent stock for 
projectuals. A specialized service for visual se 
communications. Write above address for mi 
samples, prices. 








ART DIRECTORo 
ARTISTS 


now with 
BBDO 
Young & Rubicam 
Doyle Dane Bernbach 
Walter Dorwin Teague 
Mel Richman 
Corning Glass 
Bethlehem Steel 
New York Times 
AMF 
Royer & Rogers 
Campbell Ewald 
Readers Digest 
American Heritage 
Norman Craig & Kummel 


were placed by 


JERRY FIELDS 


‘ASSOCIATES 
(Jobs Unlimited) 
16 E. 62nd Street, New York 22, PLaza 3-412% 





HOEBERMAN NewS TU DIOS 


MU-7 
‘eT erere) 
N. Y¥. ©. 
Illustration 


Stil dLife & 


Industrials 








ALPHA PHOTO ASSOC. INC. 
200 wS7 St NY 19 CI $-1140 
a comprehensive photo service 


REPs of top New York studios | 9m 











COLOR SERVICE, INC = EKTACHROME = ANSCOCHROME = EKTACOLOR = PRINTON 
DUPLICATE TRANSPARENCIES © ART COPIES = RETOUCHING = PHOTO-COMPOSITION 
ASSEMBLIES = REPRO DYE TRANSFER = TYPE C PRINTS = SLIDES = COMP-STAT 
202 EAST 44TH STREET, NEW YORK 17, N. Y. = MURRAY HILL 7-1396 








Walker, Todd 16€ 
Wallace, Inc., Don 166, 165 
Walsh, John S. x 
Walter Furniture Co. 3 
Ward Color Service, Inc., Jack 187, 190, 191, 
192, 193, 194, 195, 197, 198, 199, 205, 
206, 210, 211, 213, 214, 215, 218, 21: 
Ward-Kemp Agency 25 
Warshaw, Marty 6 
Watson, Lewis P. 157, 161, 166, 169, 25? 
WCD, Inc. 10 
Weaver Photo Service 16 
Weber Studio, Martin J. 104, 105, 107, 110 
111, 113, 115, 258, 25 
Weco Studio, Inc. 195, 200, 25 
Weiman & Lester Photoservices 
Weiss Antiques, Dovid 
Welcher, Rosalind 
Weller, Paul 
Werner, Palmer—Photography 
Wesley Swadley Creative Photog. 
West, Richard 
Wheatley Studio 
Whitaker—Guernsey Studio 
White, John 
White Associates, Tom 254 
Whitman Studio, Jim 3, 4, 14, 28, 44, 75, 
82, 95, 98, 99, 101, 102, 2'8 
Wide World Photos, Inc. 176, 18 
Wielgos, Marianne 24, 31, 80, 82, 228 
Wiggington, Marjorie 251 
Wilding Pictures 108 
Wiles-Hood 166 
Willard Pictures 108 
Willens—Headliners 83, 242 
Wills, William 252 
Wilma Gowns 8 
Wilson, Joyce R. 158 
Winchell, Fred—Photography 259 
Wing Studios, Paul 259 
Winsor Productions, Roy 108 
Winstanley, Inc., Warren 166 
Winter Furs 38 
Witt Assoc., Peter 251 
Witt Photography, Bill 157, 161, 163, 168, 
169, 170, 172, 173, 176, 181 
Wold Air Brush Co. 118 
Wolf Enterprises 108 
Wyeth, Andrew 


Y 


Yale University Press 
Yang Color Photography 
York, Jim 
York Typesetting Company 
Young, E. D. 
Young, Robert A. 
167, 172, 184, 259 
Young, Wallace A. 6, 31 


Z 


Zeigler, John 

Ziegler, Heliman & Ross 
Ziegler, Jules 

Zorigian Studios 
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what’s new 


OYAL SCOT PHOTOPRINT PAPERS. Using a 
ontact speed S.W. semi-gloss paper pro- 
iding strong highlights, fine tone grada- 
on and sharp detail, instant photo- 
caphic prints can be produced from film 
egatives processed in Royal Scot office 
»pying machines. 8x10” prints cost less 
an 10¢ apiece. New paper has a 135 
‘am baryta coated base and is .006 thick. 
mulsion on both contact and projection 
reed provides optimum continuous 
mes rendition. Prints may be washed 
id ferro-typed for a high-gloss finish. 
unter Photo Copyist, Inc., 568 Spencer 
., Syracuse 4, N.Y. 


TORITE RAPID PRINTS. Process within 5-15 

conds produces quality semi-dry con- 

ct and enlargement prints up to I1x 

i”. Compact table-top processor has spe- 
«al developing-stabilizing channels and 
wes sensitized papers from Mimosa 
(.M.B.H., West Germany, available in 
cocument, single and double weights, 
giossy and semi-matte surfaces, smooth 
and pebble grain finishes and in white, 
cream and ivory colored stocks. Fotorite, 
Dept. O, 6422 N. Western Ave., Chicago 
45. 


ARDURA T is a high speed canvas-texture 
paper, which gives deep relief effect, with 
color building quickly in shadowy areas. 
Normal contrast grade, richer surface 
texture, and a base for light or heavy oils 
coloring. Good exposure-development 
latitude, works well with either cold light 
or incandescent illumination enlargers. 
Paper available in double weight stock 
in standard sheet & roll paper sizes. 
Ansco, Binghamton, N.Y. 


HEAT-RESISTANT DECALS. Application and 
performance of 4 types of H-R decal 
marking transfers are described in the 
#60 bulletin from Meyercord Co., 5323 
W. Lake St., Chicago 44. 


TYPE-LETTERING ASSORTMENTS are listed in 
catalog from Contemporary Headings, 
Div. of Contemporary Graphics, 23 W. 
38th St., New York 18. 


ART-PAK No. 1 features 450 Cobb Shinn 
clip-and-paste illustrations for offset re- 
production. 24 8x1014” pps. include 6 of 
cartoons, 2 of illustrated headlines, 4 of 
Xmas and various holiday art, 2 of re- 
licious sketches, 2 of sports and 1 page 
ea h covering school graduations, dining, 
dancing, domesticity. A.A. Archbold, 
B. x 332, Burbank, Calif. 


FROM 


eons 10-0087! 


he A Mylboos provide the fastest photo-process letter- 


ing service, and a superb variety of top-quality modern alphabet 


NEW YORK 

216 East 45th St., OXford 7-4820 
DETROIT 

1550 Porter Ave., WOodward 5-5555 
LOS ANGELES 

6713 Sunset Bivd., HOliywood 7-2117 
CINCINNATI 

110 W. Central Pkwy., DUnbar 1-1122 
CLEVELAND 

1375 Euclid Ave., MAin 1-8433 
PITTSBURGH 

704 Second Ave., COurt 1-3570 
DALLAS 

522 Browder, Riverside 1-5501 
TORONTO 

401 Wellington West, EMpire 4-7272 
ATLANTA 

2161 Monroe Dr., N.E., TRinity 5-7676 
BOSTON 

470 Atlantic Ave., Liberty 2-1693 
MINNEAPOLIS 

506 Fifth Ave., So., FEderal 9-1491 
INDIANAPOLIS 

215 N. Senate Ave., MEirose 2-3435 
ROCHESTER 

360 North St., BAker 5-4268 
PHILADELPHIA 

35 N. 10th St., WAlnut 2-2176 
MIAMI 

626 N.W. 6th Ave., FRanklin 3-0635 
WASHINGTON, D.C. 

218 G St., N.W., NAtional 8-7272 
CHICAGO 

740 N. Rush St., MOhawk 4-2524 


styles to complement your advertising, sales promotion and public 


relations literature. 


For any further information, please write THE HEADLINERS % 
INTERNATIONAL, INC. 216 East 45th Street, New York 17, N. Y. 





Graphic Design! 


55 park avenue, new bal 16,n.y. 
oregon 9-1527 => Bill Bundzak 








Coloroid 


is a trade name 
for authentic color prints 


81961 Colofoid Corp. 
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DISCOVET: 


LARRY KERBS StUDIC 


155 East 44th Street, New York TN 7-0040 
SEG OUR L'STINGS IN THIS ISSUE 








A QUALITY CHARCOAL PAPER LAMINATED TO A FINE 


CHARKO3¥ BOARD 


CHARCOAL 


PENCIL AND INK 


This flawless Crescent charcoal board is 
equally at home with charcoal, pencil, 
pastels, crayon, dry brush, washes, pen 
and ink, or as a mat board. So versatile, so 
adaptable, it stimulates the imagination 
just to touch it! 


Richly textured . . . available in Pompano 
Beach White, Mist Gray, Moss Point 
Green. Jumbo 32” x 40” size. 


Write for free samples today! 


1240 N. HOMAN AVE./CHICAGO 51, ILL.: 
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creative team 





(continued from page 97) 


thority. Make Starch reports your ally— 
you'll understand them better than copy 
people will because Starch scores are 
basically measures of the ad’s visual ef- 
fectiveness. You should call the signals 
because you should be the expert in 
this area. You can win hands down—if 
you'll only half try. 


Cutlines list ad’s size, color and bleed. 
Most ads show Starch scores in this or- 
der: Noted %—Read Most %; Noted 
Cost Ratio—Read Most Cost Ratio. 
(Cost ratio takes into consideration 
space cost and percentage of Starch- 
interviewed readers who remembered 
seeing the ad). For example, Cutline | 
2p2cB: 25-11; 76-79 means 2 pages, 2 
colors, bleed; Noted %, 25—Read Most 
%, 11; Noted Cost Ratio, 76—Read 
Most Cost Ratio, 79. Reader Feedback 
is McGraw-Hill’s readership remem- 
brance score. Readex records reader 
interest. 


- 2p2cB: 25-11; 76-79. 
. Lp2c: 13-8; 76-114. 
. Lp2C: 74; 58-174. 
1p2c: 12-3; 63-64. 
> Lp2cB: 19-8; 73-90. 
1p2c: 12-1; 67-20. 
. Lpb/w: 12-8; 74-107. 
. 1p2c: Reader Feedback score, 18 
(ave. 17). 
. Lp2c: Reader Feedback score, 10 
(ave. 17). 
. Lp2c: 14-5; 88-100. 
. Lp2c: 15-10; 56-126. 
. 1pb/w: (men) 50-38; 233-700. 
. Lptc: (men) 50-12; 133-114. 
. Lptc: (women) 53-8; 237-183. 
. pte: (men) 26-3; 106-80; (women) 
42-5; 187-117. 
6. Ipb/w: (men) 17-5; 1-6-200. 
7. Ipb/w: (men) 29-11; 161-550; 
(women) 25-6; 139-400. 
. Ipb/w: (men) 18-0; 100-0; (women) 
16-1; 89-67. 
. Lpb/w: (women) 38-12; 154-186. 
. Lpb/w: (men) 29-7; 133-114. 
. Ipb/w: (men) 39-15; 144-188; 
(women) 30-9; 114-111. 
» 1pb/wB: (men) 56-21; (women) 32-5. 
. Lpb/wB:? 23-7; 141-107. 
. Lpb/wB: 28-19; 158-434. 
. 1pb/wB: Reader Feedback score, 
25% (ave. 17). 
. Ipb/w: 32-9; 195-221. 


SNAMwM AWD 


27. Ipb/w: 31-20; 177-325. 


. Lp2cB: 37-12; 200-259. 
. 1p2c: 30-16; 136-208. 
. Lp2c: 36-10; 164-130. 
. Ipb/wB: 32-7; 155-96. 


32. 2pb/wB: 34-13; 100-82. 

33. 2p2cB: Reader Feedback score, 39 7, 
(ave. 17). 

34. Ip2c 

35. Ip2c 

36. 1p2cB (4-pp. insert): 36-25; 144-3 

37. 2p2c 

38. Ip4cB 

39. 2p4cB 

40. 2pb/wB 

41. Ip2c: 20-8; 143-174. 

42. Ipb/wB: 30-9; 168-204. 

43. Ip2c: 36-13; 164-155. 

44. Ipb/wB: 29-12; 183-282. 

45. 2p2c: Readex score, 28%; (ave. 

46. 2p2c: Readex score, 44%; (ave. 2 





letters 


(continued from page 40) 


dolls, by Virginia Black... 


I am anxious to get a copy of the Sep- 
tember Art Direction. A friend sent me 
her copy asking me to look at page 70. 
To my surprise, there was my doll cte- 
ation. “Mother” is one of about 36 dolls 
I have created for Ohrbach’s this year. 

You have a very interesting magazine 
and I am looking forward to receiving 
a copy each month. 

Virginia Black, 

12650 Hortense St. 

North Hollywood, California 
(Editor’s note: Mrs. Black was not cred- 
ited as the dollmaker in the September 
item. We hope she likes Art Direction 
as much as we like her dolls.) 





Change of Address. Please send an adc: 
stencil impression from a_ recent i 

Address changes can be made only it 

have your old, as well as your new add 

Art Direction, Circulation Office, 19 \ 
44th Street, New York 36, N.Y. 
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COLORFUL 
WORLD - 
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Whenever the artist is 
moved to express himself 
in color, be it with oil or 


water, abstractly or real- 





istically, on paper or can 

vas, his palette is virtu- 
ally unlimited when he 
enters the colorful world 
of WINSOR & NEWTON. 
With the choice of hun 

dreds of colors and. a 
wide selection of artists” 
brushes of all types, the 


artist is freed to expand 





his talent, aided by the 


finest materials .of ‘their 


kind. 


Anyone can make 


his own colors — 





hut to make 
the best. 
it.hielps to 
have 129 
vears of WN 


ag | Wamlait 5 ad 
Winsor & Newton Inc. 


S81 Broady New York 3, N.¥ 
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Toronto drops NSAD 


Ir a letter to Art Direction, A. Stanley 
Furnival, President of the Toronto 
\DC, writes: . we have definitely 
decided to resign from NSAD.” NSAD 
officials confirmed this. 

Some reasons given were: 


|) They felt they were deriving 
little benefit from the Association, 


2) the Toronto Club resented an offer 
of the 40 member clubs, made by the 
NSAD, to actively support the anti- 
communist efforts of the Kennedy 
administration. As Canadians, club 
members would not join political efforts 
within another country. 

Toronto’s action was taken at a late 
September meeting and the resignation 
was mailed to the NSAD October 11. 
Art Direction withheld publication of 
this news as long as there was a chance 
for reconciliation. 


NSAD meeting entertainment 
outlined by Poyser 


E. W. “Ted” Poyser, chairman of ar- 
rangements for the ADLA, host club to 
the 16th annual meeting of NSAD next 
April, urged early reservations in order 
that the host club can plan accomo- 
dations and programs. He said Satur- 
day and Sunday, April 14 and 15 are 
the tentative dates of the meeting, and 
delegates are expected to arrive the 

al ernoon and evening of Friday, April 
I: Poyser said that wives of delegates 

a) invited to make the trip so that 
t! event can combine business and 

Vv: ation. 
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N FWS National Society of Art Directors 


Social activities planned by the ADLA 
board include the club’s annual Las 
Vegas night, the annual art auction, 
and cocktail parties, one sponsored by 
a publishers group and organized by 
Knox Bourne of Mc-Graw Hill, and 
the other sponsored by the Studio 
Assn. of Los Angeles and L. D. Myers. 
The Society of Illustrators will hold 
Illustration West at a convenient loca- 
tion. ADLA is also planning sightseeing 
trips, such as Disneyland and tv studios. 
Poyser announced the program plan- 
ning is aimed to provide enjoyment 
with little or no expense. 

San Francisco and San Diego join the 
ADLA in inviting the NSAD delegates 
to the west coast. ADLA president 
Luther Weare will welcome the dele- 
gates. ADLA executive secretary Mrs. 
Ruthe Herbeck will be in charge of 
registration. 

Delegates planning to attend must 
notify the NSAD, at headquarters, 115 
E. 40 St., New York 16. Accommoda- 
tions information and other details are 
available from the ADLA, 4315 W. 2nd 
St., Los Angeles 4. 


Baltimore show 

May 9-19 

BADC’s 12th annual will hang in the 
Lord Baltimore hotel May 9-19 and be 
available to viewers 24 hours a day. 
The location makes the show more 
accessible to the Baltimore business 
community than formerly. The show is 
being publicized by Donnelly Outdoor 
Advertising in May and Kate Coplan 
of Enoch Pratt Free Library has tenta- 
tively scheduled a-window display dur- 
ing May. 


NSAD studying 
constitution revision 


NSAD president Arthur Lougee has 
asked member clubs to contribute 
suggestions to a proposed amended 
national constitution. A draft of the 
amended constitution will be distrib- 
uted to representatives early this year, 
and the revised plan will be submitted 
for consideration at the annual meet- 
ing to be held in Los Angeles in April. 


US Commerce Dept. 
invites NSAD design aid 


Publications and direct mail of the U.S. 
Dept. of Commerce will be studied by 
NSAD members who will develop a 
new design program for these divisions. 
Howard Jensen, Popular Science exec- 
utive AD, suggested the project. He 
served on an advisory committee to the 
Department. 





Buffalo officers 


Front row, director Bruce Kratzenberg, 
AD Clayton Stahlka Advertising; re- 
cording secretary Lois Bechmann, free- 
lance artist; treasurer Bernie Malin- 
owski, AD BVM Advertising Service. 
Center, president Cliff Hehr, AD Wm. 
J. Keller, Inc. Top row, vp Marv 
Macnow, AD Manhardt-Alexander: 









































corresponding secretary Karl Wurzer, 
Buffalo Evening News. Directors not 
shown: Joe Barnas, AD Barber & 
Drullard; Sherwin Greenberg, AD/ 
owner, Sherwin Greenberg Studios; Sam 
Muffoletto, AD Rumrill Co. 

The club plans to hold the 3rd annual 
exhibit and awards dinner early in 
March. Entry deadline and other in- 
formation available from The Art 
Directors Club of Buffalo, 291 Delaware 
Ave., Buffalo 2. 


Natl. outdoor deadline 
Jan. 19 


The Chicago sponsored 30th national 
outdoor advertising art competition 
accepts entries until Jan. 19. Blanks 
and details from John Norse, National 
Outdoor Advertising Art Competition 
Committee, 400 N. Michigan Ave. 
Judging will be held Jan. 29. The 
awards luncheon will be held April 25. 


Cleveland brainstorms 
for cold war ideas 


ADC held a Visual Communications in 
the Cold War brainstorming session for 
members, following the NSAD sugges- 
tion that member clubs follow the San 
Diego club’s lead. San Diego had sent 

a proposal to President Kennedy, sug- 
gesting ADs’ communication experience, 
talent be used in the cold war. At the 
Cleveland meeting, the session began 
with a group of “starter” ideas pre- 
pared by vp Edmund M. Kagy, Lang, 
Fisher & Stashower. The brainstorming 
was taped and will be transcribed for 
presentation to the NSAD. A feature 
article in the Cleveland Press empha- 
sized the role the club and its president 
Frank J. Bohnel are playing in this 
effort. 


Portland show 

Feb. 5-10 

Art Direction Group of Portland holds 
an exhibition at Louver Gallery, Lloyd 
Center, Feb. 5-10. 
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Bach announces 

Visual Communications program 
Practical application as well as inspira- 
tion will be provided by the 7th 
Visual Communications Conference, 
according to Visual Communications—7 
program director Robert B. Bach, vp/ 
managing AD, Ayer. Conference scope, 
he said, will be “inspirational and 
exciting—but will contain elements of 
practical application for the AD/de- 
signer on his job. We are aiming to 
develop a program which will be a 
well balanced diet covering all aspects 
of visual communication . . . speakers 
and subjects will cover all aspects .. . 
including graphic design, film, tv, mag- 
azines, newspapers, posters, photogra- 
phy, illustration, painting and art 
direction.” 

Conference chairman Arthur Hawk- 
ins is arranging special events to be 
held outside the regular session hours. 

Sponsored by NYADC at the Waldorf 
Astoria April 18 and 19, the conference 
was planned to coincide with the 2nd 
International Meeting of Advertising 
Agency Leaders, sponsored by 4As April 
22-May 4 in New York, Washington 
and White Sulphur Springs. 

Registration for Visual Communica- 
tions—7 is $75, including luncheons both 
days. Reservations and checks may be 
sent to Conference Secretary, Art 
Directors Club of New York, 115 E. 
40 St., New York 16. 


Birmingham show 
planned for the fall 


The annual exhibit will be held Oct. 
1-15. Deadline and other information 
available from president Bob Kembel, 
Art Directors Club of Birmingham, 
P. O. Box 1526. 


Boston awards 
March 14 


Club plans to hold the annual awards 
luncheon March 14. Deadline and other 
information available from executive 
secretary Ernest Degal, Loudon Adver- 
tising, 705 Statler Office Bldg., 

Boston 16. 


Cleveland award winner 


McCann-Marschalk AD Dan Gallaghe 
left, being congratulated by Clevelan: 
president Frank J. Bohnel, BBDO, at 
the speakers table during the club’s 13:h 
annual awards program. Gallagher 
made 5 trips to the table to receive first 
place and special awards for himself 
and coworkers who won 5 of 18 top 
awards. The show will be at Hotel 
Cleveland the week of Jan. 14 as part 
of Printing Week activities. 


Atlanta names Boston 


New officers of AADC are led by pr 
ident Herbert Boston, AD McRae & 
Bealer. Others are first vp Robert } 
Daniels, second vp Larry Gross, sec 
tary Paul Wynett, treasurer Doug 
Hulsey. Keats Petree and George Ze¢ 
are directors. 








NYADC introduces 40th Annual, 
honors Fred Gamble 


rhe 1961 Gold Medal of Achievement 
of the Art Directors Club of New York 
was awarded to Frederic R. Gamble. 
Mr. Gamble’s 32 years of service to 
advertising was topped by his pres- 
idency of the 4A’s the past 17 years. He 
is retiring next spring. 

Mr. Gamble is the second recipient 
of this award. Last year the club hon- 
ored Earnest Elmo Calkins. 

The luncheon is held in connection 
with publication of the AD annual. 
The 40th, published by Farrar, Straus 
and Cudahy, contains over 400 exam- 
ples of the year’s outstanding graphic 
arts in all media. It is reviewed in 
February’s Art Direction. 


Phoenix holds 
yearlong seminar 


Technical aspects of ad art are being 

studied by the ADC in monthly semi- 

nars held in addition to the club’s 

regular meetings. Club president Keith 

Villiams, Kilgore Typesetting, reports 
h seminar consists of a visit to a 
»plier where comprehensive presen- 
ion is heard and seen. Scheduled 
its include paper houses, typogra- 
ers, photo studios, engravers, radio 
1 tv studios, lithographers, printers, 
< screen processors. Program chair- 
n is Jack Naperala, Getz and 
idborg. 


Nashville past vp 
Buntin named to AFA 


Tom Buntin, vp/art and production, 
Buntin and Associates, and past vp of 
ADC, was elected Governor of the 7th 
“Deep South” district, Advertising 
Federation of America. He is a past 
president of the Nashville Advertising 
Federation, has edited their bulletin, 
Adlib, since 1957, and has held various 
posts in AFA. 


Jacksonville elects 
The 1962 officers are president Floyd R. 
Benton, Jr.; vp Jack Perry; secretary 
Ellen Long; and treasurer Joe Bailey. 
The annual awards dinner honored 
merit award winners Larry Weber, Burt 
Pringle, Joe Bailey and Benton & 
Mikulas Studio. A special merit award 
was won by Judy Gefter. Medalists 
were Lucille LaMont, illustration; 
Benton & Mikulas, best of show and 
typographic design; Ed Duckett, design 
of a complete unit. 


LA shows 500 pieces 
during February and March 


Selections chosen from nearly 6000 
entries will be exhibited in the Western 
Exhibition of Advertising & Editorial 
Art, to be held for the next 2 months 
at the California Museum of Science & 
Industry. The show is estimated to 
represent over $20 million worth of 
advertising. Exhibit chairman is John 
Whyte. 

Judges selected pieces in art, design, 
tv and film categories, basing choice on 
interest, strong message, esthetics, de- 
sign. The panel included New York 
designer Neil Fujita; DDB AD Helmut 
Krone; NSAD president Arthur Lougee; 
Donald Sternloff, creative director FSR 
San Francisco; E. A. Adams, director of 
Art Center School; creative consulting 
director/illustrator Bill Tara; Margot 
Sherman, chairman of the plans board, 
McCann-Erickson, New York. Tv and 
film jurors were John Whitney, Mel 
Sloan, George Allen, Frederick Wile. 
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Miami elections 


Left, Joe Bennet, ‘Tally Embry AD, 
receiving the president’s gavel from Don 
Ball, JWT AD and 196! president. 
Other officers are vp Seymour Gerber, 
Graphic Arts Studio; secretary Paul 
Hodges, McCann-Marschalk; treasurer 
Fred Caravetta, JWT. Club plans a 
membership drive and a rotating plan 
of meetings: a regular business meet- 
ing, a party-educational program to be 
held at a supplier, a social. 


Detroit elects 

Joe Kidd 

New president Joe Kidd, Campbell- 
Ewald AD. Other officers are first vp 
Barron Hoffar, C-E AD; second vp 
Richard Hirn, MJA AD; secretary Mac 
Howser, MJA; treasurer Leigh Brown, 
C-E AD. Board members are Bruce 
Unwin, MJA; Bruce Cox, Friedrich, 
Frisbie & Cox; Russ Kulberg, New 
Center Studio; Claude Strebb, Y&R. 

Club was recently honored at dinner 
party presented by Lou Maxon in the 
Coach House. 

Recent meeting on typography fea- 
tured guest speakers Freeman “Jerry” 
Craw, AD Tri-Arts Press; Emil J. 
Klumpp and Jan van der Ploeg, Amer- 
ican Type Founders. At this event 
ADC was host to the Detroit Club of 
Printing House Craftsmen. 
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Columbus names a 

magazine ad 

The silver medal for magazine ads was 
won by this Scioto Downs 2 color page, 
in the recent Columbus 3rd annual 
show. No gold medal was awarded in 
the magazine ad classification. The ad, 
which ran in the Saturday Evening 
Post, was publicized by SEP as a 
Columbus award winner. 


Credits: Concept, Chuck Stokes, direc- 
tor of public relations, Scioto Downs; 
James Klepser, AD, Heer Printing Co. 
Copy, Chuck Stokes. Layout, finished 
art, lettering, AD Ron Starbuck, Colum- 
bus Art. Photography, William B. 
Owens Type, Yaeger Type Setting. 


Minneapolis-St. Paul 


Officers are (clockwise from bottom) 
president E. Williams Burke, vp/execu- 
tive AD Campbell-Mithun; vp Jerome 
F. Ryan, designer/illustrator; librarian 
Robert Gordonier, MJA AD; vp 
Thomas Donovan, Knox-Reeves AD; 
secretary-treasurer Erl Grande, BBDO 
AD; and decorative note supplied by 
model Leslie Rydholm. 


Pittsburgh jurors 


ADSP’s 5th will be judged at Phila- 
delphia Museum College of Art, by 
Vincent Benedict, senior AD Gray & 
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Rogers; Raymond A. Ballinger, director 
of advertising dept., Philadelphia 
Museum College of Art; Mel Richman, 
president of Mel Richman, Inc.; 
George Faraghan, of George Faraghan 
Studios, photography; illustrator Stanley 
Meltzoff; John McCullough, tv film 
AD, Ayer. Jury chairman is Bernie 
Scheid]. The Awards dinner will be 
held Feb. 2 at the Hilton. 


Arthur Lougee attends 
Bowes seminar 


At right, NSAD president Lougee, with, 
from left, Don Foth, senior AD; Carl 
Moore and Doug Kennedy, ADs, during 
the annual creative seminar of Charles 
Bowes Advertising, Los Angeles. The 
program included guest speaker Lougee, 
films of the 1961 Advertising Assn. of 
the West award winners and National 
Advertising Agency Network creative 
award winners, presentations of work 
at Bowes, critical analysis of Bowes 
1961 creative output, a discussion of 
how agency and client can work to- 
gether to reach best creative solutions. 
President Charles Bowes moderated his 
agency’s seminar and summarized the 
discussions. 


Denver holds 
new-member reception 


The Club’s 80 members were invited to 
a social honoring new members. A 
business meeting preceded the intro- 
duction of the new members, a display 
of their work, the awarding of a copy 
of the NYADC’s 40th annual book 
which was donated by May Worthington 
and Meininger’s Art Supply, refresh- 
ments, musical presentation, and 3 
films: Marsyas, b/w experimental film 
of a Greek legend; Aspen Summer, 

12 min., color and sound; The Loon’s 
Necklace, 11 min., color and sound, a 
North American Indian legend told 
with carved wooden masks. The first 


2 films were produced by new member 
Arnold Gasson. 

First named in the club’s new pro- 
gram of honoring an AD a month is 
Charlie Plumb, Graphic Design Studio. 
A direct mail piece by Plumb for Ape» 
Die and Box Co. was cited. The piece 
aimed at solving 2 public relations 
problem arising from a fire that swept 
the Apex Plant. The job was a bookle 
featuring old prints and typefaces, 
entitled “Arson Welle’s Elementary 
Reader and Guide to Fires.” 

Recently named committee chairme 
are Charlie Plumb, membership; Bob 
Jones, design; Bob Hesdorfer, program 
Don A. Naeve, publicity; Bill Kinser, 
education. 

Recently added members are ADs 
Stanley Holden, USAF Academy; Emm 
Lou Strawn, Smith-Brooks Printing; 
Jane Whitlock Larson, Salesvertising 
Art; artists: Charlene Kinser; Michael 
J. McCracken, Galen Broyles Adver- 
tising; associate members Arnold Gas 
son and James O. Milmoe, photogra- 
phers. 

Programs held included a talk on 
film animation by Charlene Kinser; and 
a 13 min. film, Buildings for Business 
presented by architect Maxwell L. Saul. 
Saul also discussed the correlation of 
architecture and corporate image. 


NY elects 40 
to judge the 41st 


The ADC membership voted 40 names 
out of a list of 80 nominees for judges 
of the exhibition to be held April 16- 
May 2, at the Park Gallery, Pepsi-Cola 
building, 500 Park Ave. The elected 
jurors: 

M. F. Agha, Stephen Baker, Lester 
Beall, Arthur Blomquist, William Buck- 
ley, Will Burtin, William Cadge, 
Charles Coiner, Herman Davis (substi- 
tuting for Henry Wolf), Vincent Di- 
Giacomo, Louis Dorfsman, Albert 
Dorne, George Elliott, Wallace Elton, 
Suren Ermoyan, Gene Federico, Robert 
Gage, George Giusti, Cipe Pineles 
Burtin, Walter Grotz, Budd Hemmick, 
Russell Hillier, Allen Hurlburt, George 
Krikorian, Anthony LaSala, Alexander 
Liberman, George Lois, Herbert Lu- 
balin, Georg Olden, Robert Pliskin 
Harlow Rockwell, Lester Rondell, 
George Samerjan, Hans Sauer (subs' 
tuting for Paul Rand), Paul Smith, 
Otto Storch, William Strosahl, Willi m 
Taubin, Robert West, Robert Blatt: r. 

Sal Lodico is chairman of the exh: ‘- 
tion committee. 
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Si io Romano named 

to TV Guide promotion 

Fi-merly Aitkin-Kynett Co. and W. 
W dlace Orr agency AD, Silvio Romano 
ha. joined TV Guide as asst. promotion 
Ab. A graduate of the Philadelphia 
Museum College of Art, he also spent 
several years as a freelance artist. 


Henry Gregg joins Director of the 
sales promotion firm Mel Richman 

film division for 
the past 4 years, Henry Gregg has re- 
cently joined Lancey, Ehlinger & Moore 
as vp and creative director. Known in 
Phil.delphia and New York as an au- 
thor'ty on color photography and audio 
visu! techniques and a pioneer in the 
fiel(., at one time he operated his own 
adv: rtising photography studios. 

He has also served as AD of the 
Har y P. Bridge agency, advertising and 
pub .c relations director of Interna- 
tion | Resistance Co., and recently spe- 
cial ed as a film writer/producer. In 


his new post he will be responsible for 
creative planning, writing and ADing 
of clients’ promotional programs and 
film productions. 

Erna Knoedler, former Richman film 
division secretary/coordinator, also 
moved to Lancey. 


AD and researcher Neil Harrison, left, 
team up Gray & Rogers re- 

search dept., shows 
the trophy he won to W. Frederic 
Clark, G&R AD. The trophy was pre- 
sented to Harrison when he was chosen 
1961’s most valuable player in the Phil- 
adelphia Art/Advertising Softball 
League. Clark manages the agency’s 
team. Both alternated between outfield 
and pitching with Harrison finishing 
the season holding a .354 batting aver- 
age, and a 6-2 won-lost record. 


3D action in Illustrated is the 
display spectacular crown of an in- 

store pole display 
that appears atop a huge aisle merchan- 
diser for Scott Paper Scotties facial] tis- 
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sues. The topper, a repeat of the basic 
design of the Scotties package, is a “mir- 
ror-and-dressingtable” layout. The ‘“‘mir- 
ror” is a movable large sculptured paper 
oval. Product message is on the “‘dress- 
ingtable.” The movable piece is rotated 
slowly by a battery-powered motor and 
shows on one side a girl removing one 
tissue from the box, on the other side 
removing a handful. 

Other promotional materials, includ- 
ing price cards, show case wraps, plastic 
rail strips, repeat the design. Basic color 
is soft lavender. 

Crediis: AD/copywriter Jack Towns- 
end, Scott. Designer Roberc G. Seidman, 
letterer Allan Wallower, Mel Richman, 
Inc. Artist Marganne Gilmore. Photog- 
rapher Robert F. Giandomenico. Litho- 
graphed by Advertising Production. 


Artists Guild holds 
Ist art education forum 


Panelists from professional, public and 
vocational art schools and _ representa- 
tives of industry and practicing profes- 
sionals participated in the Philadelphia 
Artists Guild’s education forum explor- 
ing student preparation for the graphic 
arts professions. The speakers discussed 
technological changes in the field, psy- 
chological needs and demands, and so- 
cial obligations. 

The program was planned to stimu- 
late interest in the general problem 
rather than to provide conclusive evalu- 
ations. The Guild expects to hold fur- 
ther discussions in the field. 

Howard Alber, chairman of the 
Guild’s education committee, presented 
the moderator and panel. The moder- 
ator was Robert D. Goldman, asst. di- 
rector, Div. of Art Education, School 
District of Philadelphia. Panelists in- 
cluded Raymond Ballinger, Philadel- 
phia Museum College of Art; Jack Curl, 
Moore Institute of Art; Albert Michini, 
Hussian School of Art; Nicholas Leslie, 
Studio School of Art and Design. * 








Modern career college founded 1876 to train 
artists, designers and art teachers. Coed. Ac- 
credited. 4-year BFA and BS degrees. Evening 
Division and summer pre-college art workshops. 
Send for free booklet, "Your Career in Art." 


PHILADELPHIA MUSEUM COLLEGE OF ART 
Dept. H, Broad & Pine, Philadelphia 2, Penna. 





... now is the time for you to let bob 


clark and friends worry for you...upon 
occasion we assume unique poses de- 
signed to impress the most crucial... 
the pulled ear-lobe, pacing the floor 
and many more. (the head of our or- 
ganization has developed a muffled 
sob with his head buried in his arms 
that has brought cheers from all who 
work here.) really though... 


bob clark and friends will answer your 
need for art and production service for 
agencies, printers, art studios or small 
advertisers from rough ideas to a com- 
plete creative job. 


bob clark and friends 
1008 S. W. 6th Avenue * Portland 4, Oregon 








indians .... scenes 
pictorial 


Zu 1333 SO.HOPE ST.,LOS 





CAMERA HAWAII 


Advertising and editorial 
illustration photography 
Hawaii's top photographers 
directed by WERNER STOY 


CAMERA HAWAII, Inc. 4 
206 Koula St., Honolulu — Cable:CAMHAWAI! 





on the 
West Coast 


San Jose forms 
AD and artist club 


Jack Wall, Vince Callahan, Lloyd Wal- 
lace and Robert Kelly are leaders of a 
new group organized in San Jose. 


SF’s SI President Don Dav- 
holds Ist annual ey, show entries 

chairman Joe Cleary 
and secretary-treasurer Jim Sanford, are 
behind show chairman Lowell Herrero 
at the San Francisco Society of Illustra- 
tors first annual exhibition, which ran 
for 2 weeks and was viewed. by over 
5000. The show, previewed at a cock- 
tail and buffet dinner party, had 60 
pieces hung in wood paneled rooms of 
The Pub on Belden St., in the heart of 
San Francisco’s art and advertising dis- 
trict. 

The show was so successful that the 
group plans another to be held this 
spring. Exhibitors at the First included 
Lowell Herrero, Bruce Bomberger, Gor- 


don Brusstar, Bruce Butte, Stan Gall , 
Jim Sanford, David Stone Martin, /| 
Parker, Dan Romano. 


Milton Zolotow, Kei h 
Bright and Norm n 
Gollin have organiz d 
their own design group, Gollin, Brig it 
& Zolotow, Inc., at 717 N. LaCiene -a 
Blvd., Los Angeles 46, OLympia 2-59 0 
and OLeander 5-9577. The princip |s 
are past agency ADs, designers and «e- 
sign consultants who have won awa: ds 
in shows held by NYADC, Los Ange es 
ADC, Type Directors Club, AIGA, aud 
Lithographers and Printers Natl. Assn. 
Services will include design of general 
advertising, packaging, tv storyboards, 
architectural graphics, exhibit design 


3 designers 
merge forces 


IBA adds 

4 categories 

The 1961 International Broadcasting 
Awards competition has added new 
trophy awards. They will be made for 
the best use of color in live action and 
animation tv; best local or regional 
commercials in radio and tv; best sta- 
tion promotional and program promo- 
tional advertising in each media; a spe- 
cial marketing award in each media. 

The trophies for best local or regional 
commercials were created to equalize 
recognition opportunity for outstanding 
advertising with special budget prob- 
lems or for audiences in smaller locales. 
The awards for station and program 
promotion spots will not be made on 
the basis of length or technique cate- 
gories, but on how well the commercials 
achieved their objectives. The market- 
ing award was initiated to draw atten- 
tion to broadcast advertising that alone 
can be shown to have been the biggest 
single factor in producing sales results. 
This trophy will be awarded to the 
commercial with the best specific, not- 
able and traceable results in moving 
goods and services. 

A formal awards banquet is sc :ed- 
uled for Feb. 13 in Hollywood’s °al- 
ladium. Kenneth C. T. Snyder is -en- 
eral chairman of the IBA, sponsore: by 
the Hollywood Advertising Club. @ 





























Typography is an attraction* etapa 
*that 
which 
allures 
or 
entices; 
a 


charm 


MON S -E N_ bpographers, 


Inoks Stree Chicago 


Los Angeles ( 


trade talk 


ART DIRECTORS CHICAGO: Claude 
L. Salisbury, who 


was AD of Cummings, Brand, McPher- 
son Associates, Rockford, now with Au- 
brey, Finlay, Marley & Hodgson . . . Mort 
Graham named an AD at FSR, reporting 
to Hugh James, vp for creative services. 
Graham had been with W. D. Lyon Co. 
in Cedar Rapids, Ia., and with James 
Lovick & Co. in Calgary, Canada... 
William T. Todd is the new creative di- 
rector of Chicago and Racine offices of 
Geyer, Morey, Madden & Ballard. He was 
a copy director in 1948-49, left to be copy 
supervisor at Kudner for 10 more years, 
before returning . . . Kubiak, Carpenter 
& Flanagan formed at 740 N. Rush St. 
by 3 who were ad mgrs. with GE ad 
and sales promotion dept. in Schenec- 
tady, N. Y. Robert J. Kubiak directs cre- 
ative services. He was graduated from 
Carnegie Institute of Technology with 
BA degree in painting and design... 
Beverly Reynolds from Leo Burnett to 
Wade .. . Sidney Hutchings was named 
supervisor of creative services at Irving 
J. Rosenbloom & Associates. He was an 
Ayer AD... Chuck Ax left Chicago Ayer 
where he was creative director, for the 
Philadelphia office, to be group copy di- 
rector . . . Cohen-Vrobic Graphic Com- 
munications, headed by Samuel Cohen, 
who was design director at Jordan, Sie- 
ber & Corbett, and Daniel Vrobec, for- 
mer designer for Norman Rich Studios, 
moved to 148 E. Ontario . . . Promotional 
Arts added Jack Breslow, formerly with 
McNamara Bros. of Detroit . . Alex 
Yaworski now at room 617, 154 E. Erie 
St. . . . Jeannette Burke ADing Armour 
Research Foundation's design dept... . 
DETROIT: Safran Printing’s first color- 
graphics seminar was addressed by 
Louis B. Cheskin, president of Color Re- 
search Institute, Chicago, and panelists 
Fred A. Peck, AD Maxon; Ken H. Mac- 
Queen, vp/director collateral, MJA; John 
L. Thornhill, vp/assoc. account super- 
visor, C-E . . . Bob Clark moved from 
art supervisor at D. P. Brother to super- 
visor of art dept, K&E .. . Clark E. 
Maddock now group art supervisor on 
the Pontiac, Tempest, and American Oil 
accounts at MJA. He had been art super- 
visor at K&E . . HARTFORD: Daniel 
Cantor, who was AD of the now dis- 
solved Grant & Kurland agency, will 
form an ad art service here .. . HAWAII: 
Saul Bass gave 3 lectures for the Artists 
and ADs Club .. . HOUSTON: Richard 
L. Minns agency leased a new 2 story 
building at 3815 Montrose, the 4th ex- 
pansion move in 10 years. Ralph Kerr 
is AD; Jo Ann Kopecky, vp and director 
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of creative coordination; Clayton Akers, 
graphic arts PM; Beverly Baird, radio/tv 
director . . . KANSAS CITY: Rufus L. 
Hill, who had been senior illustrator at 
Wilcox Electric, was named AD for Mer- 
ritt Owens agency .. . Thomas Korchak 
now with Pollard & Hamer .. . LOS 
ANGELES: Norman E. Schmidtke left 
EWRR for Atherton-Privett . . . Amold 
Fujita from Johnson & Lewis, San Fran- 
cisco, to Edwin C. Dunas Co. here... 
Hal Stebbins Inc. promoted Jack Vibber 
to vp/head of art and graphic services. 
... Evan C, (Chuck) Williams resigned 
as an AD at Hixson & Jorgensen to be- 
come a partner in the 7 year old Tempo 
Artists which moved to 1101 Crenshaw 
Blvd. Other principals are George Taylor 
and Robert E. Wolfe. .. . Designers Col- 
laborative of 5926 Temple City Blvd., 
Temple City, Calif., was named pr and 
ad counsel for Cleanweld Products Co. 
DC's principals are Jerry Bunce, former 
AD for Cannon Electric Co., LA, and Don 
Drake, former ai mgr. for Unitek Corp. 
.. . George Labadie resigned from Dona- 
hue & Coe .. . Gil Franzen, who had 
been president of Studio Artists, left 
Steve Madden .. . Ed Hughes, who was 
AD of Phillips Ramsey, San Diego, now 
AD at Willard Gregory . . . MEMPHIS: 
Brunner, Inc., printers, organized Crafaire 
agency at 1010 Jefferson Ave. .. . Prin- 
cipals include R. E. Hisky, AD 

MIAMI: Elliott E. Trotta of Bishopric/ 
Green/Fielden, won 3 awards in the 
Miami ADC show, his 3rd year in a row 
of show honors. This time he received 
a medal award, and 2 DMs for an insti- 
tutional announcement and a newspaper 
ad. The son of New York AD/designer 
Ermest Trotta, Elliott studied at Chicago 
Art Institute and Parsons School of De- 
sign in New York . . . MINNEAPOLIS: 
Robert Connolly left BBDO for MJA ... 
MONTCLAIR, NJ.: Harvey H. Ragsdale 
was named associate AD and PM of 
Healy Advertising .. . NEW YORK: Wil- 
liam Strosahl, Howard Shank and Robert 
Betts were named creative directors of 
Wm. Esty Co. Strosahl recently was 
named exec vp, Shank was a vp in the 
copy dept., and Betts rejoined as a vp 
after serving as a creative director of 
Kudner . . . Lou Musachio from Grey to 
Daniel & Charles . . George Elliott 
freelancing photography from 222 E. 44 
St., NY 17, OX 7-4897 . . . John Currie, 
Jr.. from Compton to Victor A. Bennett 
Co. as senior AD .. . Harry Pesin, who 
was vp and creative director of Rock- 
more, now with David J. Mendelsohn as 
exec vp in charge of creative services. 

(continued on page 178) 





a az” 


Trademark for A public and 


a Chicago committee private organiz- 
ation, the Com- 


mittee for Economic and Cultural De- 
velopment of Chicago, has a new sym- 
bol denoting a theme of progress for 
the city. 

Credits: Designer Carl Regehr Design 
Inc., under the direction of Jack W. 
Whittle, special asst. to the Committee 
chairman. 


R. Rothstein directs For many y« 1 
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s lettering suppliers Headliners Inter- 
ational, Ronald Rothstein now directs 
eadliners’ new Chicago affiliate, Proc- 
« s Lettering Co. Process will offer the 
« mplete Headliners service which con- 
s sts of a broad range of alphabets. Free 
« talogs are available from Process, 740 
Rush Si., Chicago 11. 


Briggs Dyer named Shiva Artist 
art products consultant Colors has ap- 

pointed artist/ 
teacher Dyer as a consultant to travel 
throughout the country presenting an 
illustrated lecture on painting materials 
and techniques. Dyer, who has taught 
drawing, painting and color at the Art 
Institute of Chicago for 17 years, has 
his work in the permanent collections 
of museums throughout the country, he 
has exhibited in museums and private 
galleries, held one man shows, and won 
a number of awards. 

Dyer is on leave of absence from the 
Institute in order to conduct the lecture 
tour. Information on the tour is avail- 
able from Shiva Artist Colors, 433 W. 
Goethe St., Chicago. 


Jan. 31 deadline 
for local outdoor show 


The 10th annual outdooor advertising 
contest sponsored by the Outdoor Ad- 
vertising Assn. of America honoring the 
best local advertising outdoor campaigns 
throughout the country will close Jan. 
31. Entries are accepted only from 
OAAA members, in behalf of their lo- 
cal accounts. Submissions may be 35mm 
color slides and color photographs, or 
original artwork. 

First, second and third prizes will be 
awarded in each of 10 contest divisions 
which are split between Campaign and 
Design categories. Campaigns will ke 
judged on “soundness and ingenuity of 
the campaign plan; quality and appeal 
of the copy and design; success in ac- 
complishing objectives, indicated by tan- 
gible results, advertiser’s expressed satis- 
faction and/or by renewal or expansion 
of the schedule.” Design criteria are 
“advertising impact, selling or institu- 
tional value of the copy and design 
idea; originality; artistic merit as out- 
door advertising.” 

Official entry blanks are available 
from Business Development Dept., Out- 
door Advertising Assn. of America, 24 
W. Erie St., Chicago 10. 


Leonard Jossel 
leaves SBI 


Show Business Illustrated will not be 
ADed by Leonard Jossel who resigned 
over differences of opinion with the 
publisher concerning art and editorial 
direction. Jossel’s design thinking was 
more apparent in the Nov. 28 and the 
Dec. 12 issues than previously. Presently 
traveling in Mexico, he will be in New 
York in April. SBI will be ADed by 
Art Paul who also directs Playboy. Wil- 
liam A. Smith remains as SBI associate 
AD with broadened responsibilities. © 





e& WINNER! 


and still champion! 


HA 7-8560 
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Successful 
corporate design— 
image, printing, 
packaging — 

is produced in 
Chicago and the 
Midwest by 


Sackett & 
Associates 


GRAPHIC DESIGNERS 


200 SOUTH MICHIGAN AVENUE 
CHICAGO 4, ILLINOIS 
PHONE + HA 7-7269 


* ONE OF SEVERAL HUNDRED CONTAINERS DESIGNED 


FOR AMERICAN OIL COMPANY, CHICAGO 








CREATIVITY ON PAPER 


handmade paper gives uniqueness 
and beauty to type promotions 


Stock-ink-chroma balance, typography- 
paper mix, a topnotch production job 
—something outstanding in a field 
where distinction is taken for granted. 

That's what Lucian M. Richards, 
general manager, John F. Mawson Co., 
Los AngelesSan Diego typographer, 
wanted for 5 promotion mailings to 
ADs and designers. 

Isao Kikuchi, Los Angeles designer, 


papers with texture, snap and textile 
qualities. 

Each mailing used a different colored 
Japanese handmade vellum or crepe, 
imported by Nelson-Whitehead Paper 
Co. and distributed on the West Coast 
by Zellerbach Paper Co. Each was 12”x 
18” and printed in 2 colors. The mail- 
ings, papers and ink colors were as 
follows: 


handled the assignment, and chose 


PAPER INK 
COLOR COLORS 


PAPER 


FACE NAME 





Magenta-Yellow 
Magenta-Orange 
Turquoise-Yellow 
Wisteria-Orange 
Fuschia-Green 


Slate Gray 
Coca Brown 
Olive 

Natural Beige 
Mustard Yellow 


Moriki 1016 
Moriki 1014 
Moriki 1011 
Okawara 

Moriki 1018 


Univers 

Craw Modern Bold 

Fortune Bold 

Bodoni Regular 

Craw Clarendon 
Condensed 





Papers colors and inks were chosen their Vandercook proof presses. All de- 


for emotional effects. Inks were letter- 
press opaque, custom mixed to Kikuchi’s 
instructions by Kramer Ink Co., Los 
Angeles. Printing was by Mawson on 


sign elements were pared down and 
blended to establish a “good image” 
effect. Pieces from this campaign are in 
the current Greativity on Paper Show. 

- 








OS ANGELES.! 
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Upcoming designer 
Jerry Braude 


Graphic simplicity with impact keynotes 
Jerry Braude’s design. It shows in his 
handling of illustration and of type, 
in his design of logos and in his touch 
with photographs. 

Jerry is 23. He left L.A.’s Art Center 
in 1957 to work as a designer for Studio 
Artists there. Three years later he went 
on his own doing advertising and archi- 
tectural graphics. His work has had 
trade magazine recognition, appeared 
in Sunset magazine, in L.A. ADC shows 
as well as in the current Creativity on 
Paper exhibit. e 








trade taik 


(continued from page 174) 


In between there was a year abroad... 
Type Directors Club added James A. 
Cross, corporate art administrator, North- 
rop Co., Beverly Hills; Howard Wilcox, 
senior AD C&W; Morris Lebowitz, asst. 
AD American Machine & Foundry Co,; 
Pieter Brattinga, guest professor at Pratt 
and director of design and exhibitions, 
Steendrukkerij de Jongen Co., The Neth- 
erlands .. . Donald Lawder was pro- 
moted to vp/creative director of Sales- 
makers, sales promotion and _ sales 
training div. of Chartmakers. David 
Bates, who was vp/creative director of 
Training Films Inc. and merchandising 
mgr. of Wall St. Journal, now copy chief 
and director of sales training dept. of 
Salesmakers . . . John C. Bradford, who 
was with Marshall Field, now AD for 
advertising at Columbia Records, report- 
ing to creative director Robert Cato. 
John Berg, who was promotion AD at 
Esquire, Escapade and American Herit- 
age magazines, now in new assignment 
at Columbia Records. He was named AD 
for packaging design . Frank A. 
Vitale, former AD Chrysler Corp., Detroit, 
and asst. AD at Hill & Knowlton, New 
York, is creative director of Vitale As- 
sociates, 200 E. 36 St.. MU 6-3087 ... 
Paul Lubell now with Franklin Spier as 
exec AD ... Rudi Bass joined Rockmore 

. . William Spewack promoted to cre- 
ative director at Ted Gravenson Inc... . 
Maurice Freed, who was AD of Esquire, 
now director of advertising, Textured 
Yarn Co. . . . Martin Brown, who was 
studio mgr. of Grey, now with Lawrence 
Gussin Co. as an associate .. . Roger 
Cook, who was supervising AD and de- 
signer for Ayer Philadelphia, returned 
to New York to join design group of 
Graphic Directions, 385 Madison Ave. A 
Pratt grad, he had been a New York 
AD/designer, also taught ad design at 
Philadelphia Museum College of Art for 
3 years ... James M. Secrest from vp 
of Marshall Typography to vp/typo- 
graphic consultant of New York Type 
Distributors Co. An instructor in typo- 
graphic design at Cooper Union and ad 
typography instructor at the school of 
Printing Industries of Metropolitan New 
York, he is a founder and past president 
of Type Directors Club . . . Herb Lubalin 
and Jan van der Ploeg of New York, and 
Harvey D. Cote, Edward A. Karr, Leonard 
Karsakov and Ben Mason, all of Boston, 
are the supervising designers on Tiles- 
ton & Hollingsworth’s 39th calender. For 
the first time this annual competition will 
pit 6 printer supervised teams against 
6 designer supervised groups. . . . The 


NatL Assn. of Art Services meets Jan. | 
in the Pine room, Architectural Leagu 
115 E. 40 St. Cocktails at 6, dinner «: 
6:45. A panel on What Does the A) 
Expect of his Art Service, will incluc » 
AD Robert Smith, FRC&H, and AD S| 
Taibbi, AT&T. There will be questic , 
and answer period following the pan | 
discussion. Members are invited to brir ; 
guests. Non-members who wish to c - 
tend, or information on NAAS, mary co - 
tact exec secretary Julian Ross, 220 | 
42, LA 4-9735 . . . OMAHA: William 
Fries, Jr., joined Bozell & Jacobs on 1 
retainer basis. He continues as AD { 
KMTV .. . PHOENIX: Don Bassett, w > 
operated his own display studio he = 
for 8 years, now heads the new displ. y 
div. at Birdart Studios. Jim Bird cont! :- 
ues to head the commercial art div. >f 
his firm. Birdart moves into 1221 /. 
Pierce soon as the building’s finished 
PITTSBURGH: KMG promoted 3 to «rt 
supervisors: Edward J. Spahr, Jr., Elm er 
E. Yochum, and John E. Russell, Jr. . 
Jerome J. Schuerger left KMG where ‘ie 
was asst. director of art, for FSR where 
he is an AD .. . Robert Eganhouse now 
manages the new packaging and design 
dept. at Alcoa .. . Edward X. Redings 
was named graphics coordinator and de- 
signer for Westinghouse, to act, among 
other things, as liaison with Paul Rand, 
the firm's outside graphics consultant 
. . . Philip A. Cleland, who was with 
C. J. LaRoche. New York, is here as man- 
ager/vp of FSR . . . PROVIDENCE: Dan 
Wulf, who was associate AD und PM 
for FRC&H. Boca Raton, Fla., now car- 
toonist/designer with Associated Artists 
Studio here . . . ROCHESTER, N. Y:: 
Robert S. White from studio ort super- 
visor of Federman. Adams & Colopy, to 
sales promotion AD, Rumrill . . . ST. 
LOUIS: B. Graham Fidler, formerly cre- 
ative director of Commercial Letter, now 
on the ceative staff of Arthur R. Mogge 
Inc. . . . William F. McCann, who was 
with Meldrum & Fewsmith, Birmingham, 
Mich., now agricultural creative super- 
visor at Gardner . . . SAN FRANCISCO: 
Andy Quattro back after working in De- 
troit .. . SPRINGFIELD, MASS.: Jay How- 
ard Cox, Remington Advertising AD. died 
of a heart attack. He was 50. Before 
coming here in 1955, he had been an 
artist/designer in New York... 


ART & DESIGN BAYONNE, N }:: 


Decorative illustra- 
tor Bill Gorman won this year’s Ar 1ur 
C. Friedrichs Memorial Prize for his 
casein, Patterns of Things Past, ent: ed 





n the AAA's 48th annual exhibit at the 
Vational Academy, New York... CHI- 
SAGO: Rundgren Inc. is a new national 
id art and fashion design studio, at 30 
V. Washington. Designer Eugene Rund- 
‘ren is president, artist Hal Lamberson 
vp. Lamberson had headed the graphic 
rts dept. of Fairbanks-Morse ... An- 
ther new firm is Business Arts Inc., 
d art and photography, at 645 N. St. 
‘lair. It's headed by Phil Dubrofsky .. . 
lan B. Eirinberg. who was vp/acct. 
xec of Robert Snyder & Associates, 
pened Alan B. Ejirinberg & Associates, 
30 N. Michigan Ave. To specialize in 
1les promotion, sales training, packag- 
g, point of sale display . . . Adcrafters 
ic. who were at 732 S. Federal St., 
erged with Commercial Typographers. 
ew name: The Adcrafters-Commercial 
ypographers, Inc., at 314 W. Superior 
. Lucy Bland moved her illustration 
udio to Lincoln Tower. . . . Whitaker 
‘uernsey Studio added Jim Lienhart and 
Yayne Webb to design, Conrad Bailey 
id Nelson Shawn to photography, Betsy 
Wendt as a stylist, John Ball to sales... 
Tom Hoyne and Herb Kane now free- 
iancing illustration . . . DETROIT: Steph- 
ens Biondi DeCicco moved to the Curtis 
Building . . . Le Beaw Studios celebrated 
their 4th birthday . . . HARTFORD: Rich- 
ard Welling now at 29 Pearl St., CHapel 
7-7373 . . . LOS ANGELES: Roy Rogers 
joined Studio Artists as sales rep. He 
had been with Gould & Associates, art 
supervisor for Marquardt Corp., and has 
been vp in the LA ADC... Jerry Braude 
moved to 117 N. Roberston Blvd., suite 
3, Crestview 3-3282 . . . Tempo Artists 
added illustrator Rex Irvine and Roland 
Phillips, contact man and sales rep... 
MINNEAPOLIS: Pillsbury won a silver 
award from Financial World, as producer 
of one of the top 10 annual reports. Art- 
work by Merlin Krupp Studio, photogra- 
phy by Merle S. Morris. The 2]st annual 
report survey was judged by, among 
others, Alvin Eisenman, president of 
AIGA .. . NASHVILLE: Jim Patterson and 
Associates moved upstairs at 1029-31 in 
the Third Natl. Bank Bldg. .. . NEW 
YORK: Artists Guild meets Jan. 8 at So- 
ciety of Illustrators, 8 p.m. to hear Paul 
and Joe Pops discuss tax and legal mat- 
ters. Joe is a CPA, Paul an attorney, both 
working within the art service field. Any- 
one interested may come .. . Over 40 
members of AG held a showing of their 
personal Christmas cards at Donnell Li- 
brary .. . James A. Ernst's paintings of 
the Azores will be exhibited at Casa de 
P.rtugal this month . . . Walter Geohe- 





OZALID PRINTS 


PHOTOSTATS 
Black & White (Glossy and Matte) 


PHOTOWAX PRINTS 


Negatives + Positives 


REPRO PROOFS 
(also see Acetates) 


PRO TYPE LETTERING 
3M COLOR-KEY PROOFS 
TYPEHESIVE PROOFS 
TYPORTIONAL PRINTS 


ACETATES (clear or wax-backed) 
Black * Color * Multi-color Proofs in 
register * White 


COLOR-AID PROOFS 


(proofed in black, white or color) 


COLOR STATS 
COMPOSITION 


Photo « Hand « Linotype 
Monotype (one of the largest selections 
of faces available anywhere) 


FILMOTYPE LETTERING 
PHOTOGRAPHIC PRINTS 


Camera Distortion * Negatives « 
Positives * Screened * Typortional 


Here is one of America’s most modern, most complete type-for-artists 
services. The variety of components it offers can help you give your 
design and finish new dimensions, new flexibility. What’s more, because 


Progressive Composition Company maintains a round-the-clock work 
schedule, studios throughout the East have the advantage of overnight 
completion and delivery on almost every job! 

There are eight P-H-P Service Offices from New York to Charlotte 
(see phone numbers below). Studios beyond those areas use our special 
high-speed mail system. For more information, phone your nearest 
P-H-P Resident Manager or call collect to Philadelphia . .. WA 2-2711. 


PROGRESSIVE COMPOSITION COMPANY 


Sth & Sansom Sts., Phila. 7 WaAlinut 2-2711 


The PROGRESS * HANSON* PROGRESSIVE Group 


1s, 
P 
— 7 
A 
One of America’s Most Compiete Graphic Arts Organizations 


PROGRESS Plate Making Company : HANSON Electrotype Company i PROGRESSIVE Compositicn Company 
923 Filbert Street, Phila. 7 ' Sth & Sansom Streets, Phila. 7 ' 9th & Sansom Streets, Phila. 7 





WAlnut 2-0447 WAlnut 2-5567 WAinut 2-2711 


NEW YORK: MU 2-1723 WILMINGTON: OL 5-6047 
BALTIMORE: SA 7-5302 ° CHARLOTTE: 377-5370 


LANCASTER: EX 4-1675 . 
RICHMOND: MI 4-2771 


PITTSBURGH: GR 1-7892 ° 
WASHINGTON: EX 3-7444 
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Upcoming AD 
Aileen Hunt 


Aileen Hunt is AD of Ingenue. As these 
pages and covers show, she uses a blend 
of photography, illustration and expres- 
sive or dramatic type handling to keep 
the magazine as pert as its readers. 
Aileen is Brooklyn born and schooled. 
She followed art training at Midwood 
High with courses at the Art Students 
League studying lettering under Lucian 
Bernhard. Also studied advertising de- 
sign at Cooper Union. Before coming 
to Ingenue almost three years ago, she 
had been on the editorial or promotion 
art staffs of such magazines as McC.\ll’s, 
Popular Photography, Seventeen, ind 
four movie magazines published by fer- 
nelle. Her work has been recognize: in 
ADC of New York and TDC shows @ 





“rade talk 


an, former senior vp FRC&H, now a 
vember of the plans board of Frank 
rianninoto & Associates .. . Deadline 
x the 7th annual book jacket competi- 
on sponsored by Turck & Reinfeld is 
Jm. 15. Entries are limited to jackets 
ised on books published in the US and 
anada during 1961. The entries chosen 
} est Jackets will be displayed at Donnell 
| brary Center .. .The activities of de- 
: gner Karl Fink past president of Pack- 
ye Designers Council, include: mar- 
age, to Sona Holman; speech, to Gra- 
ire Technical Assn. Forum in Cleveland 
. Jack McGregor is now lab manager 
Jack Ward Color Service .. . Creative 
oncepts, graphic and exhibition design 
fm, directed by Bud Folk and Bob 
Rubin, now at 510 Madison Ave... . 
J. /T vp Eli Gordon is chairman of the 
United Hospital Fund’s graphic arts com- 
mittee, in the 82nd annual campaign... 
Criginal Graphics Limited elected pres- 
icent Adele Lewis, vp Bertram Goodman, 
secretary Patricia Bott, cnd Mai Wilson 
is treasurer .. . The School of Visual 
Arts presents 10 tuition free full time 
scholarships to high school seniors .. . 
Smolin Gallery moved to 19 E. 71] St... . 
Herbert, whose illustrations appear in 
McCall's and for DeBeers, now exclu- 
sively repped by Kay Lord, who also 
reps photographer Bob Ritta and 3D de- 
signer Stanley Glaubach. She is at 220 
W. 71, SU 7-7652 . . . Natl. Tuberculosis 
Assn. is calling for designs to be sub- 
mitted for future Christmas seals. Details 
from the association, 1790 Broadway, 
New York 19 .. . Mademoiselle Magazine 
invites young women artists, 18-26, to 
enter the 8th annual art contest. Each 
of 2 winners will illustrate one of the 
winning College Fiction Contest stories 
to be published in the magazine. Entries 
should be in the fine arts, any media. 
.. Artists Guild's charter member Harry 
Morse Meyers, illustrator/painter, died 
following a iong illness. He is buried in 
Arlington National cemetery . . . OKLA- 
HOMA CITY: Former freelancer Bob 
Cooper now with Ackerman, Associates. 
. PHILADELPHIA: William H. Jones, 
who had illustrated at Chicago studios, 
now with Mel Richman Inc... . 


PHOTOGRAPHY Jim Cuca was 


named director: of 
Photography at Norm Ulrich Studios, 
Chicago. He has a creative and techni- 
cc’ background, was a combat photog- 
ropher, has been in every phase of com- 
m<rcial photography . . . Carl Fischer 


of New York now repped by Eunice 
Greenblatt . . . Foto/Find Picture Agency 
moved to room 128, Engineers Bldg., 
Cleveland .. . Hugh J. Stern, New York, 
repped by John E. Roberson .. . Photog- 
rapher/teacher/writer Will Connell died. 
He founded the photo section of the Art 
Center School in Los Angeles, pioneered 
much in color photography, specifically 
the dye transfer process, won many hon- 
ors including the Grand Prix from the 
French Ministry of Commerce and Indus- 
try, and a special ASMP award. 


booknotes 


THE MADISON AVENUE HANDBOOK 1962. 
Peter Glenn Publications. $4. 

Convenient diary-directory, now in its 
7th year, lists art staff key buying fac- 
tors’ names, addresses and phone num- 
bers, principally in New York, also in 
Chicago, Detroit, Los Angeles, Miami, 
San Francisco and (just added) in Mi- 
ami and Fort Lauderdale. 90 pages of 
listings, with Piero Aversa caricature 
drawings, cover 24 categories, including 
ad and talent agencies, photographers, 
illustrators, TV producers, publishers, 
photo-art and property-rental sources, 
stylists, home economists, fashion show 
and beauty salons, restaurants, hotels— 
motels and transportation lines. Each 
diary spread features 22 expense items 
and write-in room for appointments and 
expenditures. 256 pps. Stiff 2-color cover 
designed by Eleanore Haga. 


TYPOGRAPHY. Acron Burns. Reinhold. $10. 
“Qne receives what one deserves and 
one deserves what one accepts.” This is 
a keynote in this visual analysis of cur- 
rent creative advertising typography. 
The succinct comments of the author 
make meaningful to pro and tyro alike 
the 131 examples of today’s advertising 
and promotional typography. All illus- 
trations are full size, 16 in full color. 

Although the emphasis is on the cur- 
rent and the creative, the viewpoint is 
practical. “In typography, function is of 
major importance, form is secondary, 
and fashion almost meaningless.” 

Opening illustrations are concerned 
with experimental forms, typographic 
texture, headline and text integration, 
figurative letterform, and various kinds 
of expressive typography. 

Pages 26-79 are the heart of this 112- 
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ROY HORTON STUDIOS 


151 east 50 street, new york 22, new york + plaza $-4914 




















bookshelf 





The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 
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NEW BOOKS 


240. The Technique of Television Pro- 

duction. Gerald Millerson. Covers 
TV production creative basics, including 
settings’ requirements and graphics, titling 
& captions. 1,150 studio operation dia- 
grams & tables, bibliography & index. 
$10. 


241. Art Career Guide. Donald Holden. 
Tips on studies, schools, art field 
selections & training requirements, job 
hunting, portfolio planning, etc. Lists pro- 
fessional & guidance groups. $5.75. 


242. The Graphic Artist & His Design 
Problems. J. Muller-Brockman. Dis- 
cusses illustrative-subjectivist and objec- 
tive-constructivist modes of expression; 
designer evolution; design elements’ char- 
acter, significance, use & effects in all 
ad fields; form-content identity, planning, 
creative thinking and Zurich School of 
Arts & Crafts’ training methods. $14. 
243. The Norman Rockwell Album. Sum- 
marizes NR’s 40 years of illustra- 
tion, including full-color repros of Post 
and other magazine covers, book illustra- 
tions, and sketchbook drawings. Photo- 
sketch illustrations of technique, anecdotes 
and comments on work problems round 
out this warm, personal record. $20. 


tive ad-promotion typography ex- 
amples, analyzed by a leading typogra- 
phic design consultant. Full-size illustra- 
tions, 16 in color: experimental forms, 
typographic texture, headline-text integra- 
tion, figurative letterform & expressive 
typography. Actual ads are followed by 
their thumbnail repros & analyses. Dis- 
cussed & illustrated are letter-word spac- 
ing, alignment, underscores, setting varia- 
tions, leading, face combinations, initials 
& other refinements. $10. 


245. Visual Persuasion. Stephen Baker. 

With 1000-plus illustrations & in- 
cisive text, documented by MR, admen’s, 
psychologists’, artists’ & photographers’ 
findings, Cunningham & Walsh’s senior 
AD shows how VP works. Wide subject 
range: Art, copy, print-TV ads, layouts, 
symbols, taste, models’ changing faces, 
sex in ads, pictures’ effects on subcon- 
scious, charm of being old fashioned, 
making readers feel in the picture, wo- 
men’s minds, corporate image — and re- 
sults. $13.50. 


‘ 244. Typography. Aaron Burns. 131 crea- 
H 
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ANNUALS 

225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by 
George Elliott, senior AD McCann-Erickson, the 
book’s 400 pp. 8x11%, illustrate the show’s 
474 pieces in b/w but brilliant color is used 
for slipcase, bindings, endpapers. Different sec- 
ond colors are used in various sections, colored 
dividers separate the sections. $15. Also avail- 
able, 38th Annual, $15, No. 197; the 37th, 
$12.50, No. 182; 36th, $12.50, No. 165; 35th, 
$12.50, No. 146. 


231. ‘60 Annual of Advertising Art in Japan. 

Edited by Art Directors Club of Tokyo. 
Annual features award-winning ads, 1960 World 
Design Conference notes, and bi-lingual reports. 
300-pp. 8Y2” x 12”. $12.50. 


232. 12th Annual of Advertising & Editorial 

Art of 1960. Toronto Art Directors Club 
presents 291 examples of best Canadian ad- 
editorial art of 1959. $10. 


234. Advertising Directions 2. Arthur Hawkins 

& Edward Gottschali. Advertising, grap- 
hic arts, production & communication trends, 
particularly sophistication, are discussed by 28 
outstanding pros—from illustration, typography 
and photography to ads tailored for different 
industries and media. Valuable reference sec- 
tions. Successor to last year’s Advertising Direc- 
tions 1. $11.50. 


236. Graphis Annual 1961/62. 10th Anniver- 

sary Edition of the tri-lingual interna- 
tional Yearbook of Advertising Art, edited by 
Walter Herdeg. $15. 


237. Visual Communication: International. Sy- 

nopsized talks by 15 domestic and 
foreign government, industry, publishing, edu- 
cation, broadcasting and art authorities at 
ADCNY’s 1960 5th Annual Visual Communica- 
tions Conference. $6.95. 


238. The Penrose Annual, Vo!. 55, 1961. 
Edited by Allan Delafons. Imposing list 
of contributors provide —in English, French, 


German, Italian and Spanish text — analyses 
of historic and contemporary print designs and 
materials — processes — machines technical 


developments here and abroad. $12.50. 


239. Advertising Art: International 1961/62. 

Encyclopedic survey of ad art in wide 
media range from 26 countries, compiled by 
editors of Studio Books. London. A fine idea- 
starter and technique file. $10. 


PRODUCTION 


208. The 4 Color Process Guide. Sure to be- 

come standard reference work for 4 
color process reproduction. This 11x14 200 
page book showing full range obtainable in 
print using the four process colors was ADed 


and designed by Louis Dorfsman, in collobra- 
tion with Harry and Marion Zelenko. Scientific, 
accurate, objective and orderly system for 
determining precise color wanted. Over 5600 
large color patches, $110 prepaid. 10-day trial 
period. 


216. The Grand Three-Color Blending Book. 

Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 
colors in various combinations — more than 
10,000 shades of color. $45. 


218. Color Swatch Book. Contains 500 pages 
of printing ink colors, with over 24,000 
perforated color swatches for easy removal. 
One section is printed on coated, another on 
uncoated, to facilitate exact matching. Indivi 
dual color sections can be reordered, $29.95 
prepaid, 10 day money back guarantee. 


219. Lee Streamlined Copy-Fitting Handbook 
Arthur B. Lee. Comes with the Le« 
Streamlined Copy-Fitting Gauge, made of Viny 
lite, which fits into a pocket inside 2nd cover 
The book has 32 pp. of Linotype and Intertype 
faces with complete alphabets of all available 
sizes up to 18 pt. The gauge scale to be usec 
for linear character count is indicated next t 
each alphabet showing. Many other aids in 
cluded. Printed in 2 colors, 6x9 pp. $4.95. 


229. Haberule Visual Copy-Caster. 6th Edition 

Quick character counter, 2 colors, plasti: 
bound, 4-48 pt., over 800 faces, alphabetized 
manufacturer-grouped — plus 29 caps-l.c. mos? 
popular face specimens. 53 precision pica unii 
character scales expedite counts of over 4,000 
fonts. Plastic type gauge has 6-11 agate and 
12-pt. scales, Elite-Pica typewriter -haracter 
counts and 6” rule. $10. 


230. Creative Color. Faber Birren. Psychologi- 

cal concepts in color manipulations, dom- 
inant harmonies, law of field size, chromatic 
light, color systems, iridescent-luminous effects. 
“Rarely achieved effects” finish each chapter. 
$10. 


GENERAL 


233. Visual Design in Action. Ladislav Sutnar. 

His early modern concepts & design 
progress principles. Subjects include  typo- 
graphy; visual interest, continuity, simplicity 
and unity; corporate image, logos, trademarks, 
slogans, symbols, consumer-trade ads, direct 
mail, p-o-p, books, catalogs, magazines, PR and 
store personality. $17.50. 








ART DIRECTION BOOK CO. 
19 W. 44th Street, New York 36, N. Y. 
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Please send me, postpaid, the books corresponding to numbers circled below. 
216 218 219 225 229 230 


231 232 233 234 236 237 238 239 240 241 242 
243 244 245 
1/62 All orders shipped postpaid. No. C.O.D.’s. Add 3% sales tax with orders for 


New York City delivery. Payment must be made with order. Add 5% per 
title for delivery outside USA, except APOs. 
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If you want a book not listed, send your order and we will try to get it for you. 
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fic, 
for 
500 booknotes 
rial 
page 10x14 book. Each page is a full- 
ok. . : 
12 size reproduction of the type proof of 
ion, an ad, not necessarily the complete ad, 
1 3 but in original proof form as the client 
hen saw it when first received from the 
typographer. These are the “exposure” 
pages. There is no text, no caption on 
S00 any of these pages. 
val. Pages 81-88 have thumbnail reproduc- 
‘on tions of the exposure pages and an 
= analysis of each. The back-of-the-book 
pages illustrate and discuss letter spac- 
ing, word-spacing alignment, punctua- 
- tion, underscores, typographic refine- 
a ments, text setting variations, ragged 
iny lines, initials, selecting and combining 
ver faces, leading. 
le Author Aaron Burns is President and 
aoe Director of Design at Graphic Arts 
t tc Typographers, N.Y., one of the lead- 
in ing typographic design consultants, an 
| active member of the Type Directors y 4 
Club and Director of the International 
= Center for the Typographic Arts. x 
ast 
zed 
nar GRAPHIC HUMOR. Stan Fraydas. Reinhold 
000 Publishing Corp. $7.50. 
and A practical 128 page course for car- NOW ¢ A worD ie 
icter toonists by a well-known cartoonist- 
teacher. 26 chapters, each with its ex- 
ercise, and many b/w and color illustra- 
~~ tions analyze and discuss techniques, Every style in our Film Lettering 
om- ° , oe j 
= | 2 Library without exception 
ects. , - . ii ° . 
— tion, freelancing, studio employment, Mail deliveries anywhere in the U.S.A. 
the field’s tricky semantics, preparation Order by name from Style Specimen 
of art for specific printing processes, Book sent on receipt of 25¢ to cover 
etc. Tobias Moss, director, NYU Center stage and handlin 
for the Graphic Industries & Publishing, : ies 6: 
ain. supplies the foreword. Process Lettering 
sign and 
leity Trick Photography Co., Inc. 
ks, Si 
rec ee Te Oe eer 305 East 46th Street New York 17, N. Y. 
and Allerton Hotel 161 
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for fier typography 


Winder 





KENT 


TYPOGRAPHIC SERVICE, INC. 
250 W. 49th STREET, NEW YORK 19 


CIRCLE 5-2445 
















LEWIS 


ARTISTS’ MATERIALS INC. 
SOLE DISTRIBUTORS OF MERCURY PRODUCTS 

* Drafting materials 
* Picture framing 

* Special rates and 

















consideration 

given to students 

and art groups 
Retail — 158 W. 44 ST. 
Wholesale — (OFF BROADWAY) 





JUdson 6-1090 


Prompt Delivery 

















DYE: 
TRANSFER 


REPRODUCTION QUALITY 
ONLY * STRIP-INS e 
MONTAGES + COLOR 
CHANGING/MATCHING e 


ILLUSTRATED BROCHURE 


Ralphs Marke Color olabe 


344 E. 49 St. NYC EL 5-6740 
































“jobs to fit artists 
artists to fit jobs“ 




















HENRY PRICE 


Agency/Graphic—Arts Personnel . 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 















ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials, Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocom- 
posing, processing. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Ferrara Cclor Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 

112 W. 48 St., NYC 36 PL 7-7777 


K & L Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
K & L colorstats. 

Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 11 years. 

10 East 46th St., N. Y. 17, N. Y. MU 7-2595 


Norman Kurshan, Inc. Color Service 
Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Call Norman Kurshan directly at 


8 West 56th St., N. Y. 19, N. Y. JU 6-0035 


Jack Ward Color Service, Inc. 
Type “C” prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MU 7-1396 


RETOUCHING 


Ted Bellis 
Color and B/W retouching 


19 West 44th St., NYC 36 MU 2-6570 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 


53 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome “C” Prints. 
509 Sth Ave., N. Y. 17 MU 7-6537 





Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Donald D. Van Vort 

Creative retouching. Flexichromes, dye trans 
“C” Prints, Ektachrome & b/w retouching. 
41 East 42 St., NYC YU 6-075 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-737 


Maximilian & Rita Kerr Studios 

Design, Art, Photography: Slides & Filmstrir 
Brochures, Sales Aids, Charts, Maps & Letterir 
171 €. 33ed &., N.Y.C. LE 2-4879/48 


Person-to-Person Visuals, Div. Visual Identity, | 
Selling backfield. 


101 Park Ave. (40th St.), N.Y.C. MU 4-80 


Presentation Department 
* Visual Aids * Promotional Material * Silk Scre 
4 W. 40th St., N.Y.C. LO 4-45) 


Rapid Art Service, Inc. 

Creative Art Studio * Silk Screen * Typesetti: 5 
& Letterpress * Bookbinding * Charts and Meos 
* Exhibits & Displays * All under one roof, w::h 
50 craftsmen and 15,000 sq. ft. of space to 
give you the fastest service in New York. 

304 E. 45th St., NYC 17 MU 3-82'5 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N.Y.C. MU 6-0656 


SILK SCREEN PROCESS 


The Chromart Company 
Screen Process Specialist for over 30 years. 
711 Spring Garden St., Phila., Pa. WA 2-6066 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y¥. 3 OR 5-7280 


Masta Displays, Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown’s largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MU 3-8215 









STILL LIFE 

Sidney Gold 

Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TE 2-8876 





STOCK COLOR TRANSPARENCIES 


E. J. Cyr 
Ail subjects ¢ reasonable rates. 
111 Forest St., New Canaan, Conn. 203 WO6-0772 





STOCK PHOTOS 


Biff Baughman, Foto/Find Picture Agency 
Advertising & Editorial Photography & Fi! 
128 Engineers Bldg., Cleveland, O. CH 1-122 


Walter Chandoha . 
Animal Photography-Specializing in Cats & _ ogs 
Annandale, N. J. 201 ST 2- 566 
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Underwood & Underwood Illustration Studios 

Feserve illustrations for advertising . . . Edi- 
rial & promotional use. Not connected or 

e sociated with any other company using the 
rderwood & Underwood name. 

2:9 East 44th St., N. Y. 17... MU 4-5400 
6 No. Mich. Ave., Chicago 11, Ill. DE 7-1711 











iderwood & Underwood News Photos, Inc. 

| subjects: Historical, Industrial, Scenics, 
yricultural, Geographical, Personalities, etc. 
so Transparencies. Ask for Free Listing. 

W. 46th St., N. Y. C. 36 JU 6-5910 


TELEVISION SERVICES 


E stan Studio 
S des, Telops, Flips, in b/w and color 
7 W. 45th St., NYC 36 Cl 5-6781 


h :tional Studios 
H t Press, Slides, Telops, Filmstrips, Flips, etc. 
4 W. 48 St., N. Y. 36, N. Y. JU 2-1926 


TYPOGRAPHY 
Ti » Composing Room, Inc. 
A vertising Typographers 


1.9 W. 46 St., N JU 2-0100 


Li ocraft Typographers 
333 West 52nd Street 


New York 1, N PL 7-8295 


H. O. Bullard, Inc 
Linotype, Monotype, Ludlow, Foundry 
150 Varick Street, NYC 13 AL 5-1770 


V &M Typographers 
Advertising and Book Typographers. 
507 Kings Highway, B’klyn 23, N.Y. NI 5-1621 





ibe) OPPOSITE 


RTIST 


: MATERIALS CO. 


MODERN 
ART 


Print and Art Gallery 
Expert Picture Framing 
Art Type and Bourges 
Cello-Tak and Drafting Equipment 
Prompt Delivery 
Mail and Phone Orders 
Open Saturdays 
32 W. JU 2-6470 


53 St., NYC 19 


— A A AE 
Big pitch, small dough? Better use 


Coloroid Prints 


to get authentic color 


*Trade Mork 
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NOW IN NEW YORK CITY! 


LONG RUN SILK SCREEN 


SCREEN PROCESS PRINTING CORP. 
6 Nassau St., B’klyn 1, N.Y.—UL 5-2588 
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eT 
Cooper School of An oniinsie 

Cane Cle 

Crescent Cardboard Co. 

Cross Siclare & Sons, Inc. 

Eastman Kodak Co. __.._..-- 

Edstan Studsos 

Famous Artists Schools, Inc. — 

Federman, Adams & Colopy —. 

Fields Assoc., Jerry -.-........ 
en Ee ee 
i ee 
Friedman, A. 1. ms smedineotaal 
Friedman Assoc., Estelle . 

Friedrichs Co., E. H. & A. C. 

Galloway, Boing te 

Gelberg, Inc., Bob - 

General Pencil SU Stectchad 

Graber Art Assoc., Norman 

Graphic Directions 

Greenberg, Jerry - 

Greene & Assoc., 

Grumbacher, Inc., 

H. H. Art Studios, Inc. 

Haberule Co., The 

Hammond Co., Inc., Mel 

Headliners International, Imc. 
Henschel & Co., Inc., John 

Hoebermann Studios _..... 

Horton, Roy __- 
Hunt Pen Co., 
Huxley House . 
Jobnstone & Cushing 

Junker, Bruno cctetiaiiadieesietel 

K & L Color Service _. 

Kane Agency, Alan - 

Kennedy Assoc. 

Kent Typographic Service, Inc. 

Kerbs Studio, Larry 

Kurshan Co'or Laboratories, Norman - _ 
Langen & Wind Color Labs, Inc. 

Lewis Artists Materials Be Lae, 


C. Howard 


t 





Leombruno-Bodio Studio __.. 
Lucygraf Mfg. Co. _..... 
Luxo Lamp Corp. is —, ~ 
Madison Avenue Handbook 
Marks Color Labs, Ralph 
Marquardt Paper 
Mask-O-Neg - 
Mayflower Studio _..... 
Mergenthaler Linotype Co. 
Monogram Art Studios 
ig Re 
Morilla Co., The 
REE LE DIES 
Neeley Assoc. 
Nelson-W hitehbead Paper Co. 
North _ Studios, Inc., Charles Vv. 

Cc i for Print Promotion 
Oxford Paper Co. 
Philadelphia Museum College of Art - 
Photo Lettering, Inc. __ = 
Price Personnel Agency, Henry avigiinineakieianeas 184 
Production Studio 
Progress- Hanson- erenaed bestave. 
Rapecis Assoc., Imc. —..... dint 
Rapid Typograpbers, Inc. - 
Rich Art Color Co. 
Russo, F. A. - 
Sackett & Assoc. 
Samerjan, George 
Saral Paper Co. 
School of Visual Arts 
Screen Process Ptg. Corp. 
po eee 
Shaw Assoc., Rik 
Shiva Artists’ Colors 
Silver Studios 
Steig Products 
Stoessel Studio 
Strathmore Paper Co. 
Sudler, Hennessey & Lubalin — 
Sweet, David - 
United Artist Materials Co. 
Varitype & Art 
Volk Jr. Art Studio, Harry 
Ward Color Service, Jack — 162 
Weber Co., F. . 62 
Whiting Plover Paper Co. —..__--______----. 29-32 
Winsor & Newton 165, 166 
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Altention A-D’s! 


it type 


IN SECONDS!.- 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD 245. Wilton, Conn. 
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through 


art personnel 


PLACEMENT AGENCY 


6 E 46 ST. Yukon 6-9585 








@ monthly feature 


The line between professionalism and 
talent is so thin that it is barely per- 
ceptible. Also, the difference between 
the amount of take-home salary of the 
genius and the expert is not always as 
evident as it should be. 

The reason is simple. Competent 
craftsmanship is not possible without 
some talent. And, as a rule, talented 
people are competent professionals. 
Often the genius doesn’t even realize 
himself that he is not like everybody 
else. In the first place, influenced by 
modern business ethics, he prefers to 
think of himself as one of the boys, no 
more and no less. In the second place, 
he is not treated as a genius because, 
chances are, nobody knows he is one. 

This is really a shame because there 
would be marked improvement in the 
quality of advertising if industry would 
only realize that there is a giant gap— 
important in terms of effectiveness—be- 
tween adequacy and brilliancy. The dis- 
tinguishing mark is this: an adequate 
advertisement is just what you expect. 
Brilliancy goes a step further: it intro- 


“ DIRECTLONS 


\ y ~/ 
te \ 4 \ 


professionalism vs. talent 


duces the unexpected. 

The trouble is, of course, that there 
are a vast number of people who would 
rather have the expected. It is comfor- 
table to feel—and a credit to one’s acu- 
men to know—that things are going just 
the way they have been anticipated. 
Then, too, psychologically it is simpler 
to deal with the familiar. It is safer too. 

This is why sometimes brilliant ideas 
are put into the “we’re-not-ready-for- 
that-kind-of-stuff-yet” file while the ade- 
quate stuff merrily survives. You can’t 
go far wrong being a professional, but 
you're living dangerously when you are 
trying to be a genius. 

There is very good money in being 
a professional. 

Photographers. (who could do better 
if they wanted to) can pick up sizable 
fortunes by photographing automobiles 
in front of impressive mansions, hot 
biscuits against backgrounds of gingham 
table cloths and housewives pointing at 
kitchen stoves, as long as the exposure, 
lighting and color values are of “profes- 
sional” quality. 


by Stephen Baker 


Art directors can get—and hold—jobs 
by wielding their pastels and magic 
markers with “professional” deftness 
which duly impresses all those who can’t 
draw but know what they like. Origi- 
nality in concept? Who cares if the 
pretty girl in the layout looks prettier 
than the pretty girl in the next layout. 

Writers are kept busy—and often held 
in high esteem—for being able to turn 
out “professional” copy the chief merit 
of which is that it would get an “A” 
in school for flawless grammar. Idea? 
Why, man, just listen to that rhythm 
of the opening sentence. 

Most agencies are thickly inhabited 
by good professionals (all professionals 
are “good”) because the people who hire 
them are also professionals. Sometimes 
it takes a genius to know one. But it’s 
worth looking for this species. Their 
contributions make the difference }e- 
tween a professional and a brilliant «1 
vertising agency—and if the happenir ;s 
of the last few years are any indicati 0 
of a trend, there is. ample room ! T 
brilliant advertising agencies. ® 
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‘now available 








96 point 


ATF’s 


84 point 


newest 


72 point (60 point available) 











48 point 





36 point (30 point available) 


from your dealer: 


24 point 

Craw Clarendon Condensed 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcedefghijklmnopqrstuvwxyz& 


gl?" $12345678906% 


14 point 


A valuable addition to a growing family* 
of modern designs! 


















*Craw Clarendon: 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopqrstuvwxyz?! 
















*Craw Clarendon Book: 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopqrstuvwxyz?! 
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sTuBDIOS INC. 


35 W.56 ST. 
PL. 4-313! 
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sIVER 
c. MICHIGAN 


FEB i5 1999 


ARCHITECTURE 
LIBRARY “ 


"Clear thinking can 
be the enemy of pro- 
gress ...advances only 
come from some vague 
feeling of dissatisfac- 
tion." 

Dr. Chaim Weizmann. 














+ SPECIAL EFFECTS 


WE AREPSPECIALISTS IN FINE LINE RENDERINGS : WAVY-LINE - STRAIGHT-LINE - MEZZOTINT - CIRCALINE - SPIRALINE - FOTOLINE « POSTER LINE - MEDALINE - MULTILINE + CROSSLINE 
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HIRAM WALKER 
Blended tf hishey 


REROED ano BOTTLED By nina wALRER 6 SORE. 
PEOMA HLLmONS - SAW FRANCISCO CALIF 


MARTIN J. WEBER STUDIO 


4 171 MADISON AVENUE, NEW YORK 16, N. Y. 
é q TELEPHONE: LEXINGTON 2-2695 


Additional specimens mailed on request 





—E CERPTS FROM OUR 1962 SUPPLEMENT 


216 EAST 45th ST. NEW YORK MU 2-2346 


Another FIRSE FrOM PhOTO-LetteriInG™ 


Etcetera Bigonrm 2 


VARIeLY IS TNE SDICE Of DIFOrMS : 


° entirely new dinection. 


- SEIECIION CNANGES CONLUINUATly : 


; harmonious intenchange- 


. CNANGE CHaGNGe CNANGE CHANE : 


z posed in a4 many as 35 
. different Letter annange- 


- DeEpARtures FROM CONVENTIONS : 


; trated in the examples az 


- FlexibLe BIfORMS ATTITGCt reAde : 


: ability of bigonms comes 
i from Linking the tailored 


- ALTerNate GItERNATE AITeErnates : 


: the Lowercase degibility 
° preserved through retention 


» BIFOrMS COMPIETe INTEFCNANG ; 


i" developed an cooperation 


» VGRIEty OFTEN ENS FEPELITION : 


: countless oppoxrt unities 


- MAFMONY HGRMONY HAIMONIE : 


Etcetera Bifonm Y 


Etcetera Biftorm 8 


the word picture from an 


(apa a nd Lowercase are 
draun in equal v alue gor 


ability. The a average 6- 


Letter word may be com 
ments. This prince ple of 
multiple-choice is illus- 
Legt. The AUNPALALNG nead-~ 
forcefulness of caps with 

of diminutive ascenders and 


cendenrs. “Etcetena Bigonm 7 


with Tony Stan, og fers the 
adventurous art director 


for explorations with the 
expanding word picture. 





Now you can take it with you! With the new Speedball Auto-Feed you can letter anytime, 
anywhere with uninterrupted speed and precision. Clips in your pocket like a fountain pen! 


Adapts for any Speedball point! Ends time-wasting dip! 


NEW 
SPEEDBALL 
AUTO-FEED* 


PUSHBUTTON 
FEED 


Foe 
SPEEDBALL 
PEN 


Guaranteed 
Pat. Applied For 
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C. HOWARD HUNT PEN CO. 


CAMDEN 1, N. J. 
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the recession changes the visual field... 


The slow improvement in art and photography has forced 
almost everyone in the visual field to reconsider his own 
particular situation. 


1. Illustration studios and reps are branching out into 
more services. The true illustration studio has practically 
disappeared. More and more such studios are adding photo- 
graphy even though some studios are convinced such a 
change cannot be accomplished successfully. 


2. The price structure of photography has taken a beat- 
ing and has forced photo studio executives to manage their 
costs with iron control. 


8. While much of the blame for the assault on prices 
has been directed towards the enormous number of candid 
~camera photographers, a growing sentiment concerns the 
equally enormous increase in the younger, less experienced 
art directors who have been replacing the higher salaried 
“pros.” Also, art directors are increasingly using “concept” 
ads which can be executed by any of a number of photo- 
graphers, don’t require one particular photo. 

4. The young art directors, under pressure from their 
superiors, are . . . to quote a number of studio executives 
...» “over their heads.” Up to now, they have been partial 
to photography, and particularly the younger camera men. 


5. The field, as a whole, is becoming aware that every- 
one is in jeopardy . . . that the young art directors don’t 
stand up to account executives, clients, et al . . . rather, 
they go back to their suppliers and demand results they're 
not prepared to pay for — or that are impossible to achieve. 


6. This attitude reflects a fantastic change in an un- 
believably short time. Only a year or so ago, design and 








ART/DESIGN PACESETTERS 
Philadelphia‘s best 
The Society of Illustrators. show 


REFERENCE 
Production bulletin 
Creativity on paper 


NEWS & VIEWS 
Business briefs 
Letters 
Coming events 
Cover designer Robert Shore 
What's new 
The newthinking man 


News 

What's best . . . critic’s choice 
Just breaking 

In Philadelphia 

In Chicago 

West Coast 

NSAD news 


TRADE TALK 


SERVICES 
Booknotes 
Bookshelf 
Ready reference, classified 
Index to advertisers 
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we sell. color... 

dye transfer prints 

at Langen & Wind 

420 Madison Ave., N.Y.C. 
PLaza 2-0424 IW 
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DYNAMIC SOURCE FOR CREATIVE IDEAS... 









FREE! 
NEW STOCK PHOTO CATALOG 


Speed up ad production with our spanking new 
catalog. Our wide variety of creative photos in 
every category are sure to give your artwork a 
big assist. Write today for your copy of this 
helpful, new catalog—it’s yours free. 


EWING GALLOWAY Dept. A-2 
420 Lexington Avenue, New York 17, N. Y. 





business briefs 


what does the international 
ad trend mean to the 
commercial art market? 


One of the big trends in 1962 will be for 
agencies to boost billings by looking 
for business in the European Common 
Market. Agencies are adding affiliates 
in many European countries. How will 
this affect the American commercial art 
market? 
aa 

Can American studios prepare the ads that 
will run abroad? Can they work on ads 
for European products being imported 
here? Will this boost studio volume? 

Or, will American agency contacts 
bring them closer to European artists 
and designers who will prepare much 
of the advertising of the European prod- 
ucts sold in the United States, much of 
the ad art for American goods sold 
abroad, and also edge in on work that 
has always been done by American stu- 
dios, artists and photographers? 

The potentially expanded economy 
could be great enough to add to the 
billings of both American and European 
artists. E 

° 
The Kennedy administration is committed to 
lowering of tariffs to spur international 
trade. If this program goes through—a 
big if—it may not have an immediate 
effect on the art business. But its long 
range effect would be to intensify con- 
tacts of American business men and ad- 
vertising men abroad. This would in- 
crease both the potential market and 
the potential competition for the Amer- 
ican artist and studio. 

* 
Obviously, all this is conjecture. No one at this 
time knows how our international trade 
will really go, much less how it will af- 
fect our art market. But this is a good 
time to think about the problem. 
Meanwhile, at home, 1962 business signs are 
mixed but generally favorable. Car or- 
ders are up, beyond the pent-up de- 
mand due to strikes. Construction had 
a record year in '61 (though less than 
hoped for) and is heading for a bigger 
62. New orders for durables are up, the 
best in two years. Personal income is 
rising. Prices are still stable. Govern 
ment spending keeps rising. The dome: 
tic economy is expanding and the gen 
eral outlook is for a good year for th 





ad art business. : € 
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NUPASTEL CLEANER 
(neads easily, erases 


vithout crumbs, 
eaves no oily film. 


NUPASTELS 


Assortments ty 24, 
2 


36, 48, 60 and 
radiant colors. 


No. 2800 § 
f 


t 
"ERHARD rast 


NUPASTEL 


FixaTive 


ay: AL 
“ORKABLE MA 
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WITH FEWER “PASSES!” 


NUPASTEL FIXATIVES—two outstanding fixatives that permanently protect art- 
work at the press of a button! NUPASTEL matte finish fixative: reworkable and eras- 
able; dries fast; fixes and smudgeproofs pastel, pencil, charcoal and other media. 
NUPASTEL high gloss fixative: permanently fixes and high-gloss glazes all art,photos, 
proofs and illustrations. New deodorized formula. See your Art Materials Dealer 
for NUPASTEL FIXATIVES by EBERHARD FABER. 


EBERHARD FABER 


Tm. Reg. U.S: Pat. Off. ana Otner Countries Wilkes-Barre, Pennsyivania-New York-Toronto, Canada 
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ask for NEW 
Price List 
Wall Chart D-2 
FOR COMPLETE PHOTO SERVICES 


write, phone, wire 


transparencies 
any size up to giants 
from art, transparencies, & negatives 


(6-HOUR SERVICE AVAILABLE) 


ektacolor (type “c’’) 
& rocketcolor® prints 
any size up to giants 
mounted & matted 
(6-HOUR SERVICE AVAILABLE) 


full-color, b&w, diazo-color 
slides 
any size, any mount 


from art, transparencies & negatives 


fllm strips 
photography for masters 
from art, transparencies & negatives 
ee 
duplicate prints 


any size 
dye transfers 
mounted & matted 





composites (art, type, photos) 


creative services 





Flap your art in 30 seconds 
with FLIP x FLOP 46 F LAP 


Attach to pre-cut 


1 Strip off pressure sensitive 
illustration board 


3 Fold over 
tape from pre-cut flap fiap 





No cutting, measuring, gluing. Standard sizes 
eliminate waste. Saves time and money in one 
man or one hundred man art departments. At 
your art materials dealer. 


MATCHING FLAPS, BOARD and MATS 
FREES THE ARTIST—SPEEDS THE JOB!! 








NATIONAL CARD, MAT AND BOARD CO. 
4318 W. Carroll Avenue * Chicago 24, Illinois 
SEND FLIP-FLOP-FLAP FACTS 


NAME 
COMPANY. 
ADORESS 
city ZONE 
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Wolff's put “life” 
into drawings — 


Greater striking contrasts, "4 
fal. ation of tones — those are 


tiful gradation 

stiew eh the peror features You ge 
from Wolff's 

Pencils. The most responsive and ver- 
stile ofall pencils, they offer an amaz- 


aes 


from 
ys to ~_ rich intensity of _ 
In degrees 2H-H-HB-B-2B- 3B. 


Drawn with 3, 
2B and 36 


Exclusive Distributors 


the MORILLA compa 


12-12 Bridge Plaza So., Long Island City 1, N. Y. 
425 So. Wabash Ave., Chicago 5, Ill. 
706 Se. Magnolia, Los Angeles 5, Calif. 








Design For A Five Passenger Sports Coupe Along Classic Lines... By Harvey Woolhiser Rendered With Grumbacher Golden Palette ® Pastels 


GOLDEN PALETTE’PASTELS ~~ 


the modern medium for modern designing 


Professional designers and artists recognize Grumbacher Golden Palette® Pastels as the ideal medium 
for designing, making layouts and finished art. Because of their formulation, all sticks paint with an 
equal degree of smoothness and the colors possess a brilliance never before obtainable with pastels. 


The color used in this design is 49 -Viridian. Complete sets of 12, 24, 48 
and 72 colors, as well as refills, are available at artists’ material stores. 


UMBACHER 


ARTISTS’ MATERIAL 
460 WEST 34th STREET, NEW YORK 
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The Lye ee 


a division of 
WALTER T. ARMSTRONG Ine. 
35 NORTH 10th ST. PHILA..PA. 
WA2-2176 





letters 


dear Steve Baker. . . 


Congratulations, cheers and thank you, 
thank you, thank you Steve Baker. All 
this is in regard to your October article 
in Art Direction, “The Art Director, 
1971.” 

This is coming from an agency owner 
who is one of the many “smallest of the 
small”’ and who is smack-dab in the 
middle of a fantastic growth area but 
still miles away from the advertising hub 
of things. 

I'm a graduate of the College of 
Architecture and Design, University of 
Michigan, 1958. The advertising major 
in the college is termed “Information 
Design” taught by Don Gooch, an in- 
structor responsible for many award 
winning art directors in Detroit agen- 
cies. He’s a real shirtsleeves-get-the-job- 
done-right teacher and has been teach- 
ing a concept similar to yours for some 
time and has been largely ignored for 
it by many advertising business people. 

Some time ago I wrote to Draper 
Daniels of Leo Burnett concerning an 
article of his in Printers Ink having to 
do with where the future ad men are 
coming from. I was a little bugged at 
the story because he seemed to dwell 
on AE and copy people as the sole soul 
of the business and that seemed to me 
to be a little out of perspective. 

In a small agency such as this one 
(secretary, part-time girl artist, myself) 
the man trained to be an art director 
is also the head account executive, copy 
chief, media man, production head, art 
buyer and chief whatever-else-needs-to- 
be - done - before - we - close - the - shop- 
for-the-day. 

I hope that your words will be heeded 
by agency management who aren’t in 
art and should take this factor in mind 
for future agency development. It may 
be that the big revolution in this area 
will be in the small agency business .. . 
I don’t know. But, it is coming and I'm 
glad to hear someone at a large agency 
and someone who is a noted authority 
in the business say it. 

We're small but we'll grow and grow 
fast just because of this type of thinking. 

In case your curiosity gets the best of 
you arid you start searching a map of 
New Mexico for our little town you'll 
find Las Cruces (37,000) 45 miles north 
of El Paso, Texas and Juarez, Mexico 
(Mexico's largest border town). 

William Zandi, 


Las Cruces, New Mexico 
(Mr. Baker's artcle dealt with the trend for ADs 
to get away from their drawing boards.) 





BOARD 


A QUALITY CHARCOAL PAPER LAMINATED TO A FINE BOARD 


CHARKO 


WASH AND CHARCOAL 


ee 
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PENCIL AND INK 


This flawless Crescent charcoal board is 
equally at home with charcoal, pencil, 
pastels, crayon, dry brush, washes, pen 
and ink, or as a mat board. So versatile, so 
adaptable, it stimulates the imagination 
just to touch it! 


Richly textured . . . available in Pompano 
Beach White, Mist Gray, Moss Point 
Green. Jumbo 32” x 40” size. 


Write for free samples today! 


1240 N. HOMAN AVE./CHICAGO 51, lL. 
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CREATIVITY ON PAPER 





A look at some recent House & Garden 
sales promotion mailings shows paper- 
) use inventiveness by Bob O’Dell, sales 
House Garden promotion AD. ‘ 
(1) Community Profiles, designed by 
O’Dell, are covered with translucent vel- 
lum. Darien booklet, shown here, used 
Hamilton’s Andorra White for covers, 
Andorra Gray for inside pages. Illustra- 
tions by Jerry Demoney. 
(2) Memo & Puzzle, promoting H&G’s 
mail order section. Memo was printed 


= on Curtis’ Tweedweave White; the puz- 

. F ; 
if Cd, zle, designed by Demoney and _illus- 
=A i trated by Gerry Gersten, was printed in 
OW red and black on Warren's Cameo Bril- 
liant glossy coated stock, mounted on 


cardboard. 
(3) Indian Summer promotion for fall 


1961 issues, printed in red and ochre on Lee’s 
White Teton Text, with cotton-ball 
“smoke signals”; designed and_illus- 
trated by Demoney. 
(4) Circulation Breakdown booklet 
cover, printed black on Champion's 
Kromekote; designer, O’Dell; hand let- 
terer, Ed Benguait. Inside pages, Eagle- 
A Trojan Gray Bond. * 
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specialists in all phases 
of publication composition 


V&M 


dial de 9-9438 for an estimate typographers 








to make 


a) | WATER COLORS 


OPAQUE 
BRILLIANT _3 


fine material \, > am "| 
Gay ) om DESIGNERS’ MAT 


HURLOCK 

Fine Artist Quality 

Roy al Crest Opaque Designers’ 
ILLUSTRATION Colors for illustrat- 
ing and all commer- 

cial art. For brush 
or airbrush. Selected 
palette of 45 colors 
—in % oz. glass jars. 


WILL SUIT YOU FINE COLOR CARD 
7 FOR FINER ARTWORK! | ON REQUEST 


G - 
y You can’t get blood out of a turnip . . . nor good art work 
out of undependable board. Rely on Hurlock Drawing and 
Illustration Board. 
Ask your dealer for #1029 Single 
Thickness . . . and #1030 Double 
Thickness. You'll be so glad you did! 
HURLOCK BROS. CO., INC. 
Office and Pleat 


3436-38 MARKET STREET, PHILADELPHIA 4, PA. 














ot Reason 


Clarity, lucidity and a classic dignity 








—these were the virtues of the flowering of human genius 
in 18th Century France, 
which became known as the Age of Reason. 
An era of excellence, 
it bequeathed a priceless legacy, in art, science, philosophy 
—and typography. The prime typographic achievement 
of the Age, now recut from the original 18th Century drawings 
and refined to reflect modern 


technology and a past filled with glory, is: 


Firmin Didot 


Roman and Roman Bold, 8 to 60 pt./Italic, 8 to 42 pt. 


AMSTERDAM CONTINENTAL TYPES AND GRAPHIC EQUIPMENT, INC. 
276 Park Avenue South, New York 10+ SP 7-4980 | 3319 W. Magnolia Blvd., Burbank, Calif. 
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haber typographers inc. supplement no. 3 
115 west 29th street 


new york 1, new york haber apace tt 
longacre 5-1080 115 west s 
new york 1, new york 


longacre 5-1080 


omni 








PHOTO: LEN SIEGELER A.D.: EDWARD ROSTOCK 


This, plus this, plus this, plus more, 








_ type by 
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supplement no. 4, january, ub y4 


haber typographers inc. m longacre 5-1080 


More pages! More type! More everything! Call or write for your copy now. 


into this! 





) 











i 
QUICK 








GUIDE 


































































The new one-liner quick 
reference guide to all 
Headliner process -let- 
tering styles...tabbed 
for easy reference... 
compact enough for you 
to keep at hand (just 3% 
x 8%) It’s a great help 
when you’re looking for 
that “just-right” head- 
line style. 
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WRITE OR CALL YOUR NEAREST HEADLINER FRANCHISE: 


OXford 7-4820 
MOhawk 4-2524 


NEW YORK 216 East 45th St., 
CHICAGO 740 N. Rush St., 

DETROIT 1550 Porter Ave., WOodward 5-5555 
TORONTO 401 Wellington West, EMpire 4-7272 
LOS ANGELES 6713 Sunset Bivd., HOllywood 7-2117 
PHILADELPHIA 35 N. 10th St., WAlnut 2-2176 
WASHINGTON, D.C. 218 G St., N.W., NAtional 8-7272 
BOSTON 470 Atlantic Ave., Liberty 2-1693 


CINCINNATI 110 W. Central Pkwy., DUnbar 1-1122 


ROCHESTER 360 North St., BAker 5-4268 
PITTSBURGH 704 Second Ave., COurt 1-3570 
CLEVELAND 1375 Euclid Ave., MAin 1-8433 


MIMNEAPOLIS 506 Fifth Ave., So., FEderal 9-1491 
INDIANAPOLIS 215 NN. Senate Ave., MElrose 2-3435 


DALLAS 522 Browder, Riverside 1-5501 
ATLANTA 2161 Monroe Dr., N.E., TRinity 5-7676 
MIAMI 626 N.W. 6th Ave., FRanklin 3-0635 


0 INC. 216 East 45th St. N.Y. 17, N.Y. 





LEWwiS 


ARTISTS’ MATERIALS INC. 

SOLE DISTRIBUTORS OF M RY PRODUCTS 

* Drafting materials 

* Picture framing 

* Special rates and 
consideration 










158 W. 44 ST. 


Retail — 
(OFF BROADWAY) 


Wholesale — 


Prompt Delivery JUdson 6-1090 


painting, design, TV art, 
sculpture, life drawing, 
illustration, fashion, 
cartooning, lettering, 
technical illustration, 
typography, paste-up. 


school of 

VISUAL ARTS 
209 E. 23 St.,N.Y.10 

MU 38-8397 catalog D 











— Graphic Design! 





BILL BUNDZAK 55 PARK AVENUE, N.Y. OREGON 9-1527 


calendar 
February . . . Toledo ADC" tentatively 
holds exhibit. 


Feb. 5-24... NSAD traveling show, State 
of Louisiana Art Commission, Baten 
Rouge. March 5-26, University of N. Da- 
kota, Grand Forks. 


Feb. 9-23 . . . Art Direction’s Creativity 
on Paper show, ADC of Indiana; Feb. 6- 
25, at program jointly sponsored by 
Mansfield Fine Arts Guild and North 
Central Ohio Ad Club, Art Center, 180 
W. Park Ave., Mansfield, O.; March 9-31, 
Library of Creative Ideas, Carpenter Pa- 
per Co., 235 Market Ave. S.W., Grand 
Rapids, Mich.; April, Ivy School of Pro- 
fessional Art, Magee Bldg., Pittsburgh. 


Feb. 13. . . IBA, Hollywood Palladium. 


To Feb. 13 . . . Touring NYADC show, 
Cleveland Institute of Art, sponsored by 
Cleveland ADC. Feb. 15-26, Pittsburgh 
ADC-sponsored, Alcoa Bldg. lobby. 


Feb. 15-17 . . . Graphics 62, LA. 


Feb. 21 . . . Slides and introduction, pre- 
pared by Art Direction, of Typography 
61, at San Diego ADC. 


Feb.-Mar. .. . Annual Western, at Calif. 
Museum of Science & Industry, LA. 


March .. . Buffalo ADC’s 3rd Annual. 







Mar. 1 . . . Deadline, Mademoiselle art 
contest for women students, 18-26. De- 
tails, Art Contest, Mademoiselle, 420 Lex- 
ington, NYC 17. 


Through March 2... SI 62, New York. 


Through March 20... . Photography Sym- 
posium, cosponsors Institute of Modern 
Art, and ASMP, alternate Tuesdays at 
7:30-9:30 p.m., Museum of Modern Art 
Guest House, 242 E. 52 St. Philippe Hals- 
man, Frances McLaughlin-Gill, Art Kane, 
Wynn Bullock, Syl Lobrot, Emst Haas, 
Ann Zane Shanks, moderator. $65. 


May 4... American TV Commercials 
Festival, 40 E. 49 St. New York 17. 
Awards luncheon, workshop, exhibition: 
Waldorf-Astoria, New York; Chicago 
|Sheraton, May 11; Royal York, Hotel, 
‘Toronto, 17th; Beverly Hilton, LA, 24th. 


Gallery 303 .. . Feb.-Mar. 8, Fortune pro- 
motion. Mar. 14-Apr. 12, French graphics 
assembled by Jean Carlu. Composing 
Room, 130 W. 46 St. 


Library of Ideas .. . Feb. 5-23, NAR'5 





Record Albums, Mead-Papers, 230 Par . 
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HEN YOU BUY GUSSIN 
)U BUY THE ABILITY TO APPROACH WITH 

NTHUSIASTIC CREATIVITY... 

RINT ASSIGNMENTS OR TV GRAPHICS. 
E LAWRENCE GUSSIN STAFF BACKS TALENT WITH MATURE 

OGEMENT, THE SENSITIVITY TO PROJECT PAST 

PERIENCE INTO CONTEMPORARY THINKING AND A 

SIC FEELING FOR ADVERTISING THAT SELLS. 

WRENCE GUSSIN COMPANY'S WORK 

BOTH PRINT AND TV GRAPHICS IS INDICATIVE 

SOLID KNOW-HOW AND RESPONSIBLE DEPENDABILITY. 


LAWRENCE GUSSIN 
COMPANY, INC. 

220 W. 42 ST., N.Y.C. 36 
WI 7-6748 








There’s never been a book like “CoLor SwaATCH” 
before. For years artists, designers, buyers and 
Now for sellers of printing have wished there would be one 
' comprehensive volume that would contain suffi- 
the first time! cient sample swatches of printing colors. 


A printing ink Now it’s here . . . and it’s winning raves from 


color swatch book every corner of the graphic arts world. Now you 
with over can avoid using silk screen, pastel or water color 


samples which printers and lithographers have 


4,000 cotor swatcHes 


eT To anyone involved with any form of art work or 
© Widest range of colors available er lee * printing, this book is a positive “must.” Over 
@ Over 24,000 color swatches | Sate Ee e 24,000 actual color swatches! Every artist, printer 
@ Individually perforated for easy removal <4 a = 9 and lithographer needs this book. It will save time 
© Coated and uncested color snstches : and money and give satisfactory color matching 


IMPORTANT ADVANTAGES: 


@ Insures exact color matching 


@ Needed daily by those dealing with color al 
© Refills available for all colors , All swatches are perforated for easy removal. All 


colors printed on coated and uncoated stock. Re- 
fills by color grouping can be secured easily and 


Price: $29%5 each economically. 
Send for 210 EAST 58th STREET, N.Y. 


your copy today. ARTIST MATERIALS INC. PLAZA 5-3573 
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and selection such as you’ve never seen before. 
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DESIGN + ROGER COOK 


DIRECTIONS INC. THREE EIGHTY FIVE MADISON AVENUE NEW YORK 17 PLAZA 2-5757 











Cover designer 
Robert Shore is an illustrator and an 
instructor at the School of Visual Arts. 
Born in, New York City, Bob studied at 
Cranbrook Academy of Art, class of 51. 
You've seen his work recently in Show 
Business Illustrated, Redbook, and Sev- 
enteen. His painting and sculpture have 
been exhibited in national shows. * 





what’s new 


BOURGES “CUTOCOLOR” ADHESIVE SHEETS: 
Available in the Colotone colors, solids, 
tints and sizes are “Cutocolor” overlay- 
adhesive or adhesive sheets for color 
separation “art for camera” .or adding 
cutout shapes and transparent ink color 
areas to layouts, presentations, displays 
and package designs. Take pencils, 
paints, etc., hold even tiniest spots yet 
come off clean, and feature smooth for- 
mula adhesive backing with no adhesive 
pattern, removable non-reflecting work- 
able coatings, non-removable matte col- 
ors, pressure sensitivity, heat resistance, 
applicability to any surface. 10x121%, 
70¢; 1214x20, $1.30; 20x25, $2.50. Avail- 
able retail. Free sample and literature. 
Bourges Color Corp., 80 5th Ave., New 
York 11. 


READY-MADE HEADLINES: Available quar- 
terly, 10 814x11” sheets of 40 special, 
general and seasonal headlines, set in 
several type-lettering styles, tailored to 
fit specific campaigns and printed on 
high lustre stock. 25¢ a headline, $10 
quarterly. Sample sheet and data from 
Copy Clip Service, 45 W. 45th St., New 
York 36. 


SILK SCREEN POSTCARD: Screen Process 
Printing Assn., International 9x5” post- 
card, showing 3-color effects achieved by 
fluorescent flat or gloss silk screen print- 
ing, and “How to Prepare Art for Silk 
Screen Printing” reprint available fron 
Silk Screen Printing Assn., 549 W. Ra- 





dolph St., Chicago 6. 














... that makes it the only one of its kind anywhere? 





ALL THESE SERVICES UNDER ONE 


Y e U we a 
SAVE TIME 


SAVE HEADACHES 
SAVE MONEY 


because all under one roof means 
* ONE ORDER 
* ONE HANDLING 


* ONE COORDINATED 
FOLLOW THROUGH 


EXPANDED AND CONSOLIDATED IN 
NI O 20,000.SQUARE FEET OF SERVICE 


AT 609 W. 5ist STREET, NEW YORK 19, N. Y.* 


CIRCLE ADVERTISERS SERVICE ® Circle 5-7979 


*former location 265 Madison Ave., N.Y 








BOARD CATALOG Claridge Products & 
Equipment, Box 200-A, Harrison, Ark., 
catalog features smaller, portable chalk- 
boards, cork bulletin boards, art easels, 
flannel boards, directory boards with let- 
ters, etc. 


EASY PEEL STRIP COAT: Since druggists re- 
move decorations on ethical drugs, mar- 
keters often order tubes with paper la- 
bels, plain or with strip lithography. 
Peerless Tube Co., 58 Locust Ave., 
Bloomfield, N.J., has new method em- 
ploying plastic tear tape for removing 
lithography. Small tab on tube’s shoul- 
ler starts pull. 


jLIDE-SORTER-2 picks slides up singly, 
laces them in projector in any se- 
juence. Rectangular white plastic box 
iolds 35 slides, snaps onto white molded 
ylastic base. .40-watt lamp and 6’ cord. 
16.95. H. E. Geisy Co., 2168 W. 25th 
it., Cleveland 13. 


‘REE MOVIES: “Pocket Guide to Free 
films,” from Modern Talking Picture 
service, 3 E. 54th St., New York 22, lists 
nore than 300 films free to clubs and 
adult groups, all 16mm and sound, most 
in color, ranging 10-3C minutes. 


SPACED LETTERING SETS in Round Gothic 
and 4 point sizes, each character die-cut 
from clear pressure-sensitive acetate, fea- 
ture one size of letters, numbers and 
punctuation symbols for titles, headings, 
charts, etc. Reproduceable through diazo 
or photography. Sizes are 96 pt., 1”; 
48 pt., 4%"; 24 pt, 4%”, and 12 pt. 
14”. Chart-Pak, Inc., Leeds, Mass. 


TAPE & DISPENSER: 1/000th”-thick clear 
plastic tape, described as the strongest 
yet, mounts pictures, signs and posters. 
Easily removed, weatherproof, water- 
proof, won’t discolor or crack, 34” and 
14%” wide. In 29¢ and 59¢ dispensers. 
Mystik Adhesive Products, 2635 N. Kil- 
dare Ave., Chicago 39. 


FILING CABINET: Profile, pre-assembled 
work-in-progress and storage cabinet has 
office-gray finish, reinforced multiwall 
construction, permanent suspension rails 
for 75 heavy-duty MG hi-glaze Northern 
Kraft file-sstorage envelopes, each with 
adhesive identification label. 2514x1914 
x27”. $27. Clarkson Co., 724 Desnoyer 
St., Kaukauna, Wis. 


AEROSOL SPRAY: Matte finish spray from 
Krylon, Inc., Norristown, Pa., eliminates 
surface gloss and light glare from b/w 
or color surfaces of photos, reprints, 
niurals, TV work, displays, etc. 16-oz. 
can, $1.95. 





SAVE ONE HALF 


ON THE WORLD’S 


BEST PRODUCTION* 


LUCI! 


You save at least one half when you 
purchase a Lucygraf because there are 
no middlemen, distributors, discount 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygreaf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 


LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of vinyi cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS IS THE 


*No other “luci” machine can 
out-perform Lucygraf! Instant- 
set calibrated cable controls 
give more precision and sharper 
focusing control. 











4 00 MODEL A 
(As shown above.) 
FULL PRICE! % Complete with 
lens and hood 
(Not just a monthly payment!) ready to operate. 


EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER 


FULL PAYMENT WITH ORDER... 
$198.00. We wil! ship prepaid in 
U.S.A. 

PAYMENT PLAN ...$100.00 pay- 
ment with order. Balance in two 
equal monthly payments ( 60 
days). Send Bank Reference. 
Shipped F.O.B. Los Angeles. 

In California ... add 4% Sales Tax 


“— i i. 
FEL aging. 


oy 
a 


MODEL “B”’...$278.00 
Gives an additional 172 
sq. inches on both focal 
plate and copy board. 
Includes a 4x 5” trans- 
parency holder in the 
copy board. 
Pay one half with order 
on payment plan. 
($139.00) 


LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 








NEUTRAL GRAY 


PHOTO-ENGRAVER | 
TESTED FOR 


| RETOUCHING 





RETOUCH GRAYS & WHITE 


Take the guess-work out of retouching! 


Gamma® Grays are accurate equivalents of photographic tonal 
values. The 6 neutral values can be modified by mixing with Gamma® 
White or shaded to match specific warm or cool tones. 

For exceptionally warm-toned photographs add Gamma® Warm 
Shader 1463 to Gamma® Grays. For cooler tones, add Gamma® Cool 
Shader 1464. 

Whether neutral, shaded or mixed with Gamma® White, Gamma® 
Grays are the retouchers’ choice for grays that reproduce with 
absolute fidelity of tone. 


Artists’ Material 460 West 34th Street, New York, W. . 
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x-actégraphic 

cut & paste-up set 
SCIENTIFICALLY DESIGNED FOR WORKING WITH PRESSURE SENSITIVE MATERIALS. 
Speed, penny Ay flexibility are at your fingertips with the new 
X- Actographic & PASTE-UP SET. Ideal for the eh onary of graphic 
presentations—charts, graphs, oe maps, technical illustrations, 
mechanicals. ® Surgically sharp, the X-Acto knife with its clip-on trans-- 
parent. safety cap assures precise cutting. The mechanical pencil is on 
the opposite end of the knife for marking guide lines. Cross-action pi 
forceps hold the smallest materials, which can be securely affixed wi 
pd aye end of the + oy Also included are three interchangeable 

a five-blade pack. = The new X-Actographic CUT 
So AM ig fA 

oe ec rene container is j are 
also available individually from your X-Acto dealer. 


X-ACTO PRECISION TOOLS, INC., 48-41 Van Dam St., Long istand City 1, N.Y. 

















GET SOMETHING EXTRA 
IN ART SERVICES FROM 
FENGA & DONDERI, INC. 





You can expect something extra in Art Services and especially 
for collateral material: 1. You can depend on us to maintain a 
complete reference file of alt your materia/—type, /ettering, art, etc. 
This “extra” will save you money plus many hours of research and 
“scrounging.” 2. Your individual project material is separated and 
maintained as a unit for the life of your job. 3.We do check all 
details —from aesthetics to size. We practice extreme accuracy. 
4. Available: a complete Production Service Facility. We can and 
do provide complete production services —from typography through 
engraving, paper, and printing, under expert direction and control. 


Na FENGA & DONDE FI INC. 


A 
Zan 40 EAST 497 STREET. NEWYORK 17 Plaza 1-4760 








THE NEW 
THINKING 
MAN 


the AD, as the key to 
coordinating idea, copy 
and presentation, must now 
take blame for failure as 
well as credit for success 


By Kirk C. WILKINSON, 
Art Epiror, WomMAN’s Day 


During the past three years, the maga- 
zine art director/designer has come 
into his own. We've seen a designer's 
breakthrough with new effects, bleeds 
four color spreads, enlarged details, 
imaginative photographs, and no end 
of resourceful presentations. 

The large page, the large effect, is 
supreme. New magazine formats are 
reviewed by THE SATURDAY REVIEW, by 
TIME, by ART DIRECTION. Phrases like 
“Imagination is king,” “The printed 
word rises to new glory,” “Suddenly 
reading becomes a new adventure,” 
etc., etc., are used in promotional ad- 
vertising. The designer of a page gets 
by-lined with the author and Art Direc- 
tors are beginning to be regarded as 
the arbiters of editorial presentation; 
miracle workers who can pull up fall- 
ing advertising revenue with the visual 
magic. 

Every graphic trick is being worked 
and reworked. Pages are turned inside 
out and outside in and then reversed. 
Pictures are enlarged and exploded; 
grain in photographs picked apart and 
redistributed until the picture is lost; 
fashions are shown on girls under water 
and standing on lampposts; food pages 
have everything but aroma and even 
this is subtly suggested; rooms are 
shown with compelling authority and 
taste and the invitation to come in and 
live. It’s an explosion, a revolution, 4 
fireworks display. A tour de force of 
talent and excitement and quality, and 
technical excellence without parallc!. 

The last three years have seen 4 
greater advance in the technique f 
visual display in magazines than t ¢ 
past fifty. But breakthroughs, wheth r 
artistic or technological, spawn prc ~ 











Starte 
abou 


could 





lems while solving others, and the Art 
Director’s Great Advance is going to 
prove no exception. 


‘oo much excitement? 


Magazines seem to be accenting their 
ooks rather than their content. Do 
eaders wish to see fireworks rather 
han be instructed, amused or chal- 
enged? Have readers passed the point 
f no return in their soporific absorp- 
ion in the inanities of TV? Is it true 
hat nobody cares what a picture says, 
‘hat a story means, what the recipe is, 

ow a dress fits, what the type says, 

» long as the page excites? This one 

ord EXCITEMENT colors the promvo- 

onal trumpeting of all the newly de- 
gned magazines. For a few it could 

e a proper theme. But for many others 

yat use words like INFORMATIVE, HELP- 

UL, READABLE, INSTRUCTIVE in their 

romotional advertising, EXCITEMENT 

nuld be a useless commodity. It could 
ven obstruct the editorial idea. 

There is also a danger lurking for 

ie Art Director/Designer. We can un- 
cerstand this better if we go back a 
number of years to the dark days of 
the depression when Art Director/De- 
signers didn’t rate the attention they 
now do. Then, the advertising agency 
\D was almost low man on the or- 
ganizational totem pole. His place was 
somewhere near the production mana- 
ger, and he took the guff from almost 
anyone interested in the account on 
which he was working. Account execu- 
tives, copy chiefs, media men, research 
heads (what few there were) all had 
their say about his efforts. He was 
handed final revised copy at four thirty 
PM and told to have his crew work 
all night so the client could be pre- 
sented with fresh layouts by ten in the 
morning. His opinion was rarely asked, 
his talents were downgraded and if he 
didn’t have ulcers by the time he was 
thirty-five he was a washed up, tired 
wreck at forty. Magazine Art Directors 
didn’t have it much better. They were 
layout men in the true sense of the 
word. Most editors bought the pictures 
or illustrations and sent them in to the 
art department to get a layout down 
on “two pages black-and-white, head- 
ing and blurb copy is attached and 
leave room for fifty lines of copy.” He 
was especially lucky and had the edi- 
tor’s confidence if he bought humorous 
spots and designed some fancy head- 
ings from time to time. 

During this period Art Directors 
started to do something constructive 
about their lowly lot. They knew they 
could never outtalk the word boys in 


(continued on page 28) 





WE MAINTAIN QUALITY 
BY REFUSING BUSINESS 


That’s a fact. Take any fine working instrument— 
a precision watch, a purring motor, a profitable 
company—and examine it. The whole is made 
up of parts that tick, click, and work together in 
complete harmony. 


We don’t like a “Get-it-out-I-don’t-care-what-it- 
looks-like” attitude. 


We do care... 


That’s why our accounts include the most dis- 
criminating buyers of typographic quality and 
service in the graphic arts industry. 


Are you among them}? 


HUXLEY HOUSE, LTD. 
Advertising Typographers 


216 EAST 45TH STREET - NEW YORK CITY 
MU 7-1050 


Set in Trump Bold, Regular and Italic. 
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production 
bulletin 


Dycril plate to step up 
commercial use: new 
typeface and paper and new 
specimen showings offered 





This is Ad Lib 
A NEW ATF TYPE 
THIS IS AD LIB 











Type notes: new ATF face is Ad Lib. Dis- 
play face was designed by Freeman 
Craw. It’s a casual type with many al- 
ternate characters for use at random or 
by intent. Face was designed with a 
knife rather than with conventional 
drawing instruments. Several of the let- 
ters give additional variants by being 
used upside down (b and p, for exam- 
ple). In 18, 36, 60 points. For specimens, 
ATF, 200 Elmora Ave., Elizabeth, New 
Jersey. Also from ATF, new booklet 
showing the six presently available faces 
in the Univers family . . . booklet show- 
ing of Inserat Grotesk (designed in 
Switzerland by the Haas Foundry) from 
Franklin Typographers, 225 W. 39th 
St., New York City 18 ... A new 700- 
page type specimen book has been is- 
sued by Linocraft Typographers, 333 





West 52nd St., NYC 19. It was 414 years 
in the making, shows machine faces in 
paragraphs with three leading styles for 
each text size through 18 points. These 
pages also include cap and lower case 
character counts, all-cap lines, complete 
alphabet, u&lc&sc and figures. Complete 
u&lc alphabets of every available size of 
foundry types are shown. Book is loose- 
leaf to facilitate layout tracing and ad- 
ditions. There are also showings of rules, 
borders, ornaments, symbols, flourishes, 
machine and handset. Book is indexed, 
solidly bound. For information, write 
James Magnifico at Linocraft . . . over 
420 photo type styles are shown in new 
catalog of Master Typographers, 4404 
St. Vincent Ave., St. Louis 19. Each face 
takes half of an 11x11 page. Complete 
alphabet and suggested uses are shown. 
12-page index . . . a photo-composition 
department, based on the Monophoto 
system, is now in commercial operation 
at The Composing Room. NYC. 

On paper: There's a new sample book for 
Pine Tree cover and text, shows five 
colors, gives available sizes and weights. 
.. . DuPont's latest Design and Colored 
Paper (No. 5), is a series of six press 
sheets printed in four-color offset on 
different paper stocks. Each 17x22 sheet 
contains 15 different subjects with a va- 
riety of art, type and photographic treat- 
ments. For copies, check the DuPont 
Color Council, Wilmington 98, Dela- 
ware . .. three new colors in the Beckett 
Offset grade are Aqua, Bamboo, and 
Primrose . . . new sample book of Poto- 
mac Velour, Mead Paper's luxury cover 
paper, shows eight colors and brilliant 
white. Other new Mead swatch books 
show Printflex Enamel in glossy and 
dull finish for both letterpress and off- 
set: grades . . . showings of Calliope 
Cover from Peninsular Paper Co. Calli- 
ope comes in seven colors, with tiny 
black fiber flecks, vellum finish. This is 
a new paper. . . . No. 5 in series of 
Civil War Centennial series shows four- 
color offset on Standard Paper’s Sul- 
grave Text. . . . 48-page booklet on 
Heat-set Web Offset offered by Kim- 
berly-Clark, Neenah, Wisconsin. Deals 
with pressroom as well as paper require- 
ments, tells how to order efficiently . . . 
texture and colors abound in folder 
with swatches of Teton, Vicksburg, Cor- 
onado, Corinthian, and Corsican. Write 
to Simpson Lee Paper Co., Vicksburg, 
Michigan. . . . Linton’s Idea Kit No. 16 
contains nine pieces from commercial 
runs. . . . Linweave Color Sampler 
shows all Linweave grades, has flat pa- 
per and envelope data, color specifica- 
tion swatches. Cover samples show type 
styles and halftone screens to demon- 
strate printability. .. . 


Production notes: there’s likely to b 

stepped up use of Dupont Dycril plate 

Manufacture of the material has bee: 
increased, prices have come down (i: 
some cases by 31%). Also, technic: | 
kinks have been ironed out. Watch fcr 
more Dycril promotion and news i1 
1962. . . . Now you can use a Polaroi | 
camera to produce screened prints. J 

stant Photoscreen prints are made wit \ 
an adapter. Kit with 65, 85, 100, 1‘) 
and 133 ‘screen adapters costs $15 

Screened prints, including labor ar | 
film, run about $1.00 each. For furth r 
data, Instant Photoscreen Inc., 13: } 
Stanley Ave., Dayton 4, Ohio. ... A ne y 
electronic-controlled Integrated Col r 
System for professional color-processi: : 
labs will be marketed early this year. + 
offers automatic processing of all col r 
or b/w materials on a batch-type bas: ;, 
produces high quality prints on a v:|- 
ume basis. Developed by PEI Systers 
Inc., 410 E. State St., Ontario, Caii- 
fornia . . . new from Kurshan & Lang 
Color Service, paper base Colorstcts 
made from transparencies. Said to be 
much superior to acetate base prints 
Are dry mountable, retouchable, have 
white whites. 10 E. 46th St. NY 17... 
new Ansco Graphic Arts Handbook dis- 
cusses physical properties of film, dimen- 
sional stability, speed, color, sensitivity, 
filters, gradation, contrast potential, 
etc. as well as processing materials and 
methods . . . look for more photo studio 
use of slide transparency backgrounds 
synchronized with electronic flash front 
lighting: New projection equipment de- 
veloped by TelePrompTer Corp., NYC, 
makes library of slides available and 
cuts need for sets. Hot spotting and dis- 
tortion have been eliminated and color 
balance maintained. American Speed- 
light Corp. is distributing the projection 
system . . . new 16-oz. spray can for 
Grumbacher Retouch Varnish Spray re- 
tails for $1.75. It brings out dull or 
sunken areas of dry color, gives drag to 
dry color areas so they feel fresh when 
being painted on, and protects painting 
with temporary varnish during drying- 
out time. . . ultra fast photo processing 
gives permanently fixed and almost dry 
print in 15 seconds. Enlargements or 
contact prints are exposed, processed, 
ready for photoengraver in 15 seconds. 
For data, Fotorite Inc., Attention: 
Wally Moen, 6422 N. Western Ave., 
Chicago 45, Ill. . . . improvement may 
be on the way in newscolor inks. Water 
base inks have been tested by the Chi- 
cago Tribune. They reduce ruboff, rist- 
ing and showthrough, print half one 
dots more sharply. Other papers are 
testing them. For data, check A’'PA 
Research Institute. : . . ° 














NO SNAPPING, SKIPPING 
CRUMBLING or CRACKING 


,..Just the smoothest, richest lines you've ever drawn- 


THAT'S A GENERAL PENCIL! 





ne. ROUGH 








| 
| 
| 
i] ILLUSTRATION BOARD 
. 3 
3 
= - 
oa — 
= & designed and made especially for watercolor, 
Py pastel and charcoal. 
> Bainbridge #169 is the Rough Illustration Board 
with a perfect ‘‘tooth”’ for taking practically 
< every art medium. Try it soon! 
> ILLUSTRATION BOARDS + DRAWING BOARDS + MOUNTING 
a BOARDS + SHOW CARD BOARD + MAT BOARDS 
q At all art supply stores 
nen- q CHARLES 1. BAINBRIDGE'S SONS, 12 Cumberland St., Brooklyn 5, N.Y. 
vity, Test-Draw one today. ‘“ 





tial, Discover how a General 
and Pencil keeps a sharp point 
udio longer, draws smoother, > ; i 

unds resists breaking and crum- a ‘i The best advice 
ront bling. Amazing, too, how 


t de- General Pencils make ideas | ‘ ‘ you can give 


YYC ° ° ° 
‘ come alive in the richest . ° 

a crispest lines you ever saw! * a young artist 

is- . 
aie CJ There’s a General Pencil \ $s cts neliiiaenailiaitilinie 
yeed- that helps solve ever y art members of your art staff ad- 
tion problem. . . Cleaner , heater, ‘ _* vance their development several 

for faster and easier. Your art df, years—make them more valuable 
y Te supply dealer has them all. to you almost at once—simply by 
l or é See him today ! F : suggesting they mail the coupon 
ig to : - below. In fact, more than one out 

of five Famous Artists Schools 
vhen students were working artists be- 
tang ; : fore they enrolled—many of them 
ying- Lites a recommended to us by leading 
sing art executives. Why not suggest, 
. dry today, to one of your talented 
s or a hopefuls that he send for the 
ssed, free information offered below? 
KIMBERLY DRAWING PENCILS in 22 CHARCOAL SKETCHING PENCIL — HB- 

ynds. accurate degrees 6B-9H, Tracing 1-2-3-  2B-4B- 


al 4, and Extra B Layout Pencil. SENERAL’ LAYOUT PENCIL — soft, in- Norman Rockwell FAMOUS ARTISTS SCHOOLS 
10Nn: 3 
KIMBERLY GRAPHITE STICKS (Square Caneber black Magy) a. Jon Whitcomb Studio 5585 Westport, Conn. 


A & Rectangular) 2B-48-6B. B. 
ve., MULTICHROME Colored Drawing Pen- FLAT SKETCHING PENCIL - 28-48-68. Steven Gubenss Send me, without obligation, 


may cils in 50 Brilliant Colors. er ee information about the courses you offer. 


iter GENERAL'S DRAWING PENCIL KIT — An all-purpose sketching kit with Fred Ludekens Me 
Thi- a versatile assortment of drawing aids. Al Parker Hoa Ser... 
Ben Stahl 


For FREE SAMPLES write on your letterhead to: Robert Fawcett 
Austin Briggs 


we (GENERAL PENCIL COMPANY y-y | | “incon 


- 69 FLEET STREET, JERSEY CITY 6, N. J. 
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9 characters just bit the dust 


Henceforth Kurshan & LangisK+L... 
.and always will... 


the sake of brevity. K +L still.. 


a loss of 9 capital letters in our logo for 


mean the best in custom color 


services. Because something mighty like a heart goes into everything we do at 
10 E. 46th Street, New York 17, N.Y./MUrray Hill 7-2595. K+L, K +L, K+, 


K+lK+lK+L 


. now isn't that easier to remember than Kurshan & Lang! 





witterl lMering 


Instant Lettering is an _ incredibly simple 
method of lettering—anyone can do it. Self- 
adhesive letters, printed on a special plastic 
sheet, are just rubbed down into position on 
any art or drawing, wood, paper, glass, acetate, 
even crackle finished metal and rough textured 
papers. The finished result is superb—no back- 
ground film to letters, clean definition and 
sharp color. Letter sizes range from 8 point to 
142 inch display letters in a wide selection of 
type faces. 10” x 15” sheet only $1.50 
Send for sample and complete type chart 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 





8.95 Value for $1. 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter 
press, silk screen 

Many art proofs from “Art 
Director's Clip Kit" and 

Clip Book of Line Art’ 
enough for dozens of paste-ups. 
Satisfaction guaranteed—no 
Obligation—no strings 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 
customers only.) 


Harry Volk Jr. Studio 
Pleasantville 4, New Jersey 


M@!icrarixiines 3; 8 
Fd co 


New, perfected technique convertsmamm 

photos to unique line repros. Write 

for samples. Volk Graphics, ricer BE 
GM antville, New Jersey. 





thinking man 
(continued from page 25) 


conference, but they could play the 
publicity games as well or better. They 
organized exhibitions, forums, seminars 
with great publicity and expensive 
presentation luncheons at the Waldorf 
They wrote articles, they published 
beautiful annuals of their prize-winning 
work. Trade magazines started up 
which told about their doings, and ex- 
pensively printed periodicals showed 
their best efforts. On the other hand 
the word boys considered themselves 
individuals, no two of them were eve 
able to get together on anything and 
they were left far behind. Besides, you 
couldn’t go very far with an exhibition 
of the best copy treatment of the year 

All this has paid off. The graphic 
designers now share the room at the 
top where they really belonged all the 
time. They had been held down sc 
long that the Otto Storch explosior 
had an electrifying effect. Today’s new 
look in advertising and magazine page: 
comes not from a new way with words 
but from new and exciting presenta 
tions and ideas. 


a@ new responsibility . . . 


With this success comes a new re 
sponsibility: the responsibility of ma 
turity. It has always been so easy it 
the past to use the ready explanation 
that the Art Director couldn’t be to 
blame for many failures. He hadn't 
had the final say — others had changed 
his ideas: the campaign was stupid 
from the start and the AD had done 
his best with poor material: the copy- 
writer or editor had dominated the 
creative thinking, etc., etc., etc. 

How will we now explain? For one 
thing is certain. All the new brilliant 
formats are not going to pull in readers 
and advertising. The Art Director, hav- 
ing let himself be billed as the wonder- 
worker, is now going to have to pay 
the piper. It is going to come as a 
rude surprise to a great many designers 
that the ideas which they always felt 
would easily put a new product or a 
new magazine over if only they had 
been used are not quite so effective as 
they had imagined. Good design, by 
itself, cannot compensate for a poor 
product, weak copy, absence of idea, 
inadequate market, powerful compe‘ 
tion, etc. 

In the long run it is today’s svc 
cesses that pose the more serious prc 
lem. I believe that the new look 
sound and stems from a genuine nec |. 


(continued on page 37) 





Folio 
eXtrabold 


Salesmen Wanted 
Amateur Photography 








Today Is The Day To Stop... Swap...Save 
Semi-Annual Sale On Selected Items In Clothing 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 1234567890$ 
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BAUER ALPHABETS, Inc. 
305-313 East 45th Street, New York 17, N.Y. 
MU 6-1761-2-3 








FOLIO 
EXTRABOLD 








AMERICAN STEEL 
ROUGH RIDERS IN CUBA 


LITHO /LETTERPRESS 
INTERNATIONAL FILM FESTIVAL 


THE STRENGTH OF THE STRONGEST LINK 
ROAD BUILDING TRACTORS AND BULLDOZERS 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 1234567890$ 
abcdefghijkimnopqrstuvwnxyz _.,:’;--7!0& 














BAUER ALPHABETS, Inc. 
305-313 East 45th Street, New York 17, N. Y. 
MU 6-1761-2-3 





























7 to porsuaid to ia _ color to impress, to impel . . color to Bibuse. 


to announce... color to Suggest, to sell — these qualities help ‘create that favorabl- 
first imptabaion so vital in much of today's printed matter. £BR These are qualities 
found in Strathmore Cover's distinctive color range —14 solid shades (including 2 
whites) and 6 remarkable duplex colored papers (the only solid duplex colored’ paper 
available) — a range of Strathmore paper backgrounds unmatched by any other cover 
paper line, and selected and manufactured especially to help provide the unusuc! 
creative effectiveness today’s market demands. oe Because Strathmore Cover ‘s 
mold made, it is virtually free of two-sidedness in color and finish — an obvious a asset 
in work and turn printing. It is rugged and durable — with superior folding strength 
ideal for fine embossing. It is also remarkably adaptable to all major Printing 
processes ~ in a range of sizes to meet the needs of edch. 4% For printed booklets, 
brochures, programs and the like — add attractiveness and —_ impact plus the 
feel of strength and authority. Specify Strathmore Cover - its r reasonable. cost 
becomes a demonstrable’ economy in terms of its prove b, su 
nearby Strathmore. eras hete, for complete Si samp! mi 


rt, args 

~ t a Ty Cr» i 

\ iy | f (A ae 

Qe J | 4 | | i €F°4 i A 


- a. ene ug 


STRATHMORE PAPER COMP 





: . , a * 
x ’ , 
- “6 
‘ ’ 
: ® ° 
Ri ‘ 
. 
- ~~ . 
. ‘ 
. 
me . 
= 
P 
s - 
° . 
~~ 
¥ e 
° 
* ~ *” . 
‘ 
- ° 
- 
j 
/ ° 
. ‘ / 
ff 
4 ‘ 
~. “ = 
a . 
= - 
~ Fs . 
‘3 ‘ 
° 
~ 4 - 
P . 
. . . 
. = 
- 
° * 
~ : ¥ 
s 
‘ 
A PAPRPRPRPRPRPRPRPRS APRS PAE i ba . 











PRESS-PROOF 
IDENTITY 
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WHAT EVERY 
PRINTING PRESS 
iS SAYING 
ABOUT 


NEWTON 
FALLS 
PAPERS.... 


























IES FLAT 
INKS SURE 


LIES FLAT 


LIES FLAT 


INKS SURE 


LIES FLAT 


NEWTON FALLS PAPER MILL, INC. 330 west sana st., New Vork 36, N. Y. 


Mill at Newton Falis, New York 


/ February 1962 
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NEW ideas ! : sie 
» ‘ 
| NEW graphic trends 7 
| NEW aliens ate 
NEW auth 2 eg aa 
NEW scope error 
NEW techniques ‘ 
in the NEW 

ADVERTISING DIRECTIONS It : 

4 nc : 
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A} T DIRECTION BOOK COMPANY 
Af liated with ART DIRECTION ...CAM REPORT 
19 West 44th Street, New York 36, N. Y. 


tASE SEND ME for 10 Day 
REE EXAMINATION 





NAME 





FIRM 





_copies of ADVERTISING 


DIRECTIONS II STREET ADDRESS 





_copies of ADVERTISING CITY . STATE 


DIRECTIONS I .. 
SAVE POSTAGE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 
postage. Unconditional guarantee providing prompt refund if not satisfied protects you. 





O enclose $. 0) Please bill me. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS Ii 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“ ,. today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as described above. 

In either case, you'll want to see the 
new book because in it you’ll find: 


29 top advertising authorities ana- 
lyzing the newest trends and pre- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 8%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


. .. with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 OUTSTANDING AUTHORITIES 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 

COPIES OF 

ADVERTISING DIRECTIONS | 

are still available 

Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you'll want in 
your library. 


In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 

Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 
brought together a group of authorities 
like this. 


rial especially written for this book and 
never published anywhere else. 
@ NO ADVERTISING CONVENTION... 


...@ach a greatly respected specialist in 
his field have contributed to ADVERTIS- 
ING DIRECTIONS II—all original mate- 
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‘“‘BLAIR SPRAY-FIX IS THE BEST FIXATIVE I’VE EVER USED. 
It’s difficult enough to do a good drawing without fooling around with anything 
but the best materials. Spray-Fix doesn’t fill the grain of the fine French water- 
color paper, ‘Arches’, which I use for most of my recent work. When I make a 
line with my carbon drawing stick I know Spray-Fix will hold it exactly as I’ve 


drawn it; and allow me to work over it, too.” Fate 





thinking man 





(continued from page 28) 
But the Art Director may not be able We have completed a 
to meet success and live up to the 
new responsibilities. If he believes too 
deeply in the promotional trumpetings 
that are being made about his work 
he will be mistaken. 
He cannot continue to go the way 
alone. No matter how exhilarating the 


recent creations are, they will not long Same building / but UP to the 5th floor / UP to larger and more efficient 
> lA soggy oe oe effort of a Nees quarters in which to serve your Graphic Design and Production needs 
ee eee eS eee nt | FRANCIS & SHAW INC., 150 E. 35 St. N.Y. 17, N.Y. MU 5-8671. 


answer to editorial and advertising 
problems. The whole is more important i 
than its parts. If tomorrow’s AD is not 
able to create a working relationship 
with editors and copywriters, and to- Altention A-D’s! 
gether bring fresh approaches to old 





: : SPECIAL BA 
problems, he will fall before an in- e in ART = tanec 
evitable reaction to the present extra- 1 y pe and ART BOOKS 
ordinary situation. He must become an “Selem' » 
riem's Four Pages, 
equal member of a new team that will iN SECONDS! 
fuse the talents of idea and presenta- Tons of themmands of ertiem 
tion into a compelling whole. This will acdmen, printers, editors, stu- 


eas . dents swear by the Haberule 
be the new Thinking Man of Art Direc- Visual Copy-Caster . . . world’s 


tion. A creative designer who is aware tessest, angie, ty A.|l. FRIEDMAN INC. 
on ops copy-fitting tool. y at 
that he now holds equal responsibility art supply stores or direct. QUALITY ART MATERIALS 


with copywriters and editors for the Money-back guarantee! 25 West 45 St., NewYork 36 


success of their joint effort. * HABERULE 


Box AD 245. Wilton, Conn. Cl 5-6600 


our interesting art 
newsletter... 
FREE on request. 








booknotes 


ADC’s 40th Annual 

shows the best, coast-to-coast 

40th ANNUAL OF ADVERTISING & EDITORIAL 
ART & DESIGN. Art Directors Club of New 
York: Farrar, Straus & Cudahy. $15. 
ADCNY may well be proud of this An- 
niversary volume, which Editor Robert 
M. Smith describes as “the only continu- 
ing historical record of graphic art in 
the United States.” 

Its 356 pages offer 541 examples of 
outstanding advertising and editorial art 
and design. 534 of the pieces are b/w, 
the remaining 7 in color. 

This Annual has a clean, open look. 
Credits are easy to read; names are in 
bold face and numerals in red. Strath- 
more Grandee papers in different colors 
divide its 9 sections reproduced on War- 
ren’s Offset stock: Art Directors Club 
Medal Winners, Advertising Design, Ad- 
vertising Art, Editorial Design, Editorial 
Art, Television, ADCNY’s Annual Re- 
port, Advertising Directory, and the 14- 
page Index. 


White space shows the ads off to good ‘ is for Entertainment; you laugh, you'll cry. See the stars of yesterday; mad, glad, bad. 
idvantage. The ad art section illustrates [ Entertainment pictures to stir the art director’s imagination, give him fresh impetus. 


: "eee Bet on Bettmann for a rare and stimulating retrospective look at the rest of the 
he ave big, then reduced in its adver- world, too. Ask for approvals, specify by subject; free subject index upon request. 
ising applications. 


In the annual Report section, appro- 





The Bettmann Archive, Inc. 


Old Print & Photo Center 136 East 57th Street, New York 22, N. Y. Plaza 8-0362 
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THE FOTOFLEX CO. 207 EAST 37th ST. NEW YORK 16, N.Y. 


SPECIALIZING 


..in the 

accurate 
coordination 

of trick 
photography 
with our own 
process lettering, 
submitted type 
or designs. 


MU 2-1190 








DYE: 
TRANSFER 


REPRODUCTION QUALITY 


ONLY e STRIP-INS eo 
MONTAGES . COLOR 
CHANGING/MATCHING e 


ILLUSTRATED BROCHURE 


Ralph Marks Color Labs. 


344 E. 49 St. NYC EL 5-6740 











for 
catalog 26 








Mel Hammond Company, Inc. 
185 Madison Avenue, N.Y.,N.Y. 


MeCHanicALs, 
l- 20973 Ere. 





booknotes 


priately illustrated, Robert West and 
Club President Robert H. Blattner dis- 
cuss the NSAD and its activities. Also 
inserted are the Sixth Annual Visual 
Communications Conference, the Club’s 
40th Annual Exhibition and Awards 
Luncheon, officers, board-committee ros- 
ters and the list of individual members. 

Credit for production includes Mr. 
Smith for crisp editing; S. Neil Fujita 
for his concept of what an Anniversary 
piece should look like; Harold D. Vur- 
sall as production manager; Ernest Soco- 
lov as assistant designer; Sherman 
Weisburd, Elizabeth Reed, Thecla and 
Edward Diehle for the imitation stone 
cover and slip case photography. 


LIFE PICTORIAL ATLAS OF THE WORLD. By Life 
& Rand McNally Editors. Published by Time, 
Inc. Book store distribution by Rand McNally. 
$30; deluxe edition, $35. 

An impressive example of book manu- 
facturing and new concepts of editorial 
presentation. 600 1014”x1334” pages, 
440 full-color pages altogether. The 
physical world, its relationship to and 
influences on men’s and nations’ be- 
havior are interpreted region by region. 
The result of over 2 years of Life and 
Rand McNally teamwork, the book has 
4 distinct elements: 1. Earth views from 
outer space (50 full-color page photos 
of R-McN’s 75”-diameter Geo-Physical 
Globe, illustrating land-sea relative posi- 
tion and size); 2. 280 political and ter- 
rain maps show natural landscapes in 
6 colors; $. Photographs in Life's best 
tradition (110 pages of the world’s 
people, characteristics, agriculture and 
industry); 4. Color diagrams, charts and 
economic maps with raised reliefs and 
3-dimensional effects. ADs of this super- 
lative job were Time's Charles Tudor 
and Rand McNally’s Chris J. Arvetis. 


COLOR, FORM & SPACE. Faber Birren. Reinhold 
Publishing Corp. $11.50. 

Birren claims color can be design's start- 
ing point, with form secondary. He pre- 
sents many insights based on Gestalt 
psychologists’ findings in vision. He ex- 
plains color’s 3-dimensional uses, its 
constancy and operative effects, anoma- 
lies of seeing, form colors, spectrum in 
line with psychological-visual order. 
lights-pigments mixes and illumination s 
“human” nature. 3-dimensional mode's 
demonstrate colors’ malleable uses, poit : 
up new color expression. 24 color plate , 
plus b/w and line illustrations, inde: , 


bibliography. 





Engravings by Collier — one of a series 


. Automatic and it runs the show by itself. 
One caution, however. Don't buy 


just no question it. jectors, the amazing new Airequipt 
Airequipt slide magazines and fool- Superba Sonic, your commands are 
proof changing mechanism give your transmitted instantly by a unique four- 
slide show a special ease and smooth- control. 

ness. And—with the Airequipt Superba i irequi Airequipt Superba models starting at 
77, for instance — you can run the show i less than $60, you'll see the light. 





discover you can choose from five 











This full page magazine ad is reproduced with the per- 
mission of the Airequipt Manufacturing Co., Inc. and its 
agency, Sudler and Hennessey, Inc. Bernie Zlotnick was 
the Art Director and Vivian Shaknis was Production Mer. 


COLLIER 


PHOTO ENGRAVING & 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 

















The PHOTOENGRAVING - Plants in New York and Philadelphia to pro- 


vide the finest in service to Agencies and Publications. 


finest GRAVURE POSITIVES - Complete facilities to service Eastern Sea- 
board Agencies. 


and most 
ROTOGRAVURE CYLINDERS - Completely integrated facilities to 


service Package Printers and Converters anywhere in America. 


complete 


DYCRIL PLATES - A modern Dycril department to service Agencies 


Graphic and Letterpress Printers. 


Art OFFSET SEPARATIONS AND PLATES - A wholly owned subsidiary, 
rts 


Colorcraft Corporation, to service Lithographers in the Middle 


Atlantic states. 
Service 


LETTERPRESS PRINTING - A well-equipped plant specializing in 


of its fine quality color printing. 


SHEET-FED GRAVURE PRINTING - America’s largest sheet-fed 


kind gravure plant devoted to fine quality commercial printing. 


A BECK REPRESENTATIVE can help you with any graphic arts 


problem with which you may be confronted. May we have a rep- 


A merica . resentative call? 





Ea THE BECK ENGRAVING COMPANY, INC. 


Philadelphia 6, 105 S. 7th St. + New York 17, 305 E. 45th St. + Holliston (Boston), Mass. 





Strosahl named Creative director Wil- 
Esty’s exec vp liam Strosahl has been 

named to the new post 
of executive vp at William Esty Co. 
Strosahl came to Esty in 1942 as exec 
AD, was promoted to vp in 1943, and 
in 1956 was named the creative direc- 
tor and board member. As creative di- 
rector he was in charge of art, copy, 
and tv/radio. The agency recently ap- 
pointed 2 more creative directors, How- 
ard Shank and Robert Betts. Shank had 
been a vp in the copy dept., and Betts 
rejoined the agency after serving as a 
creative director of Kudner. 

Strosah] served on the board of Art 
Directors Club 1958-60 and is active in 
5 other art societies. His water colors 
have been widely exhibited and he 
holds 10 awards in the field. Before join- 
ing Esty, he served J. Walter Thomp- 
son for 11 years, joining in 1930 as an 
asst. AD and promoted to AD in 1932. 
Prior to JWT he had in turn worked 
as a cub cartoonist on the New York 
Graphic, 1927, was AD for Ohio Match 
C»., 1928, and AD of Lindsay Assn. of 
Artists, 1929. 
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Ad photo show 
deadline April 1 


The Third National Exhibition of Ad- 
vertising Photography, jointly sponsored 
by Professional Photographers of Amer- 
ica and Art Direction Magazine, will 
accept entries from American and Ca- 
nadian photographers until the April 1 
deadline. Any number of 1960-61 ad 
photo prints from any field may be 
submitted. Mounts of 16x20” are pre- 
ferred. Attached to each photo should 
be: a sentence telling picture’s purpose; 
names of photographer, studio, AD, ad 
agency, client company for which photo 
was produced; tearsheet of completed 
ad, where available. Send entries to 3rd 
Natl. Exhibition of Advertising Photog- 
raphy, Professional Photographers of 
America, Inc., 152 W. Wisconsin Ave., 
Milwaukee 3, Wis. 

Judging, to be held in Chicago the 
end of April, will be based on photo- 
graphic excellence and creativity. Judges 
will include well known agency and 
company ADs. Photos chosen for the 
exhibition will be shown in Art Direc- 
tion Magazine and the National Pro- 
fessional Photographer, and exhibited 
at the 7Ist Exposition of Professional 
Photography in Chicago, next August. 


Direct Mail Leaders 
available in color slides 


A complete set of 133 full color 2x2 
slides representing 22 Direct Mail 
Leader campaigns in 6 categories of the 
Direct Mail Advertising Assn.’s competi- 
tion can be rented or bought from 
DMAA, 230 Park Ave., New York 17. 
Any of the 6 categories included in the 
full set may also be rented or bought. 
The categories include: pharmaceutical, 
media, intangibles, fund raising, mer- 
chandising and retail, industrial and 
automotive. A_ 6-slide introduction 
comes with each complete set or section. 
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Closeup of A Wallace sterling design 


in detail against warm 
brown background incor- 
porates human interest photo. The color 
page stands alone or is used as open- 
ing to a 4 pager. The 4 includes inside 
b/w spread of silverware setting with 
space left for reader to put in her favor- 
ite plate—to see the combination; and 
back page cataloging prices and other 
styles. 

Credits: ADs Bill Harris, Bob Dolo- 
bowsky, Grey. Photographer Elbert 
Budin. Copywriters Bobbie Bender, Mil- 
lie Barsky. Type, Lightline Goth., Ad- 
set Service. Retoucher Archer Ames. 


a pattern 


Integrated graphics — 1 face, 
multiple gains — — Granados 
Graphic Directions president Antonio 
Granados told a symposium of 16 cigar 
manufacturers that the present trend 
toward integrated and controlled graph- 
ics not only results in a consistent theme 
and face for the industry employing 
such a program but also provides both 
short and long term gains. 

He listed as short term gains: savings 
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in stationery, brochures, etc., througn 
economies in printing; eliminatior of 
duplication of forms and other printed 
materials; dropping obsolete material; 
updating and increasing efficiency of 
graphic material. 

Long term gains, he said, included 
those which would follow the building 
of a fine reputation (the one image re- 
sulting from integrated controlled 
graphics, rather than a multiplicity of 
public faces); public confidence in prod- 
uct and organization; beneficial effect 
on stockholder; sales increase resulting 
from company’s increased stature; bet- 
ter employe-management relations re- .; 
sulting from better and more efficient 
in-company communications. 





















Dramatic lighting Series of trade inserts for ATF’s office duplicators has a work- 

ing part emphasized in closeup and intense color achieved by 

shooting in color-bathed light. This in red and yellow. All ads follow this layout, 
with red, yellow and white type block against black bar. 

Credits: AD George F. Post, Douglas Turner, Newark. Photographer Louis 

Hoebermann. Copywriter Gerald Verbel. Type, Cent. Exp. Ital., Wm. Patrick. 

Printed by Herst Litho on 80 Ib. Starwhite Offset. 
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Leadership for Campaign for Chilton 
trade books Co. magazines for jew- 
elry, department store, 
product design, aircraft and missile, and 
other widely varied industries is based 
on symbolic paintings, brief and pointed 
copy. Art and copy project desired im- 
age of authority, quality. This sample 
for Jeweler’s Circular-Keystone com- 
bines oil with collage of cards, photos, 
pri eer beepe asoe posh ny Static sweep One in series for cruise wear, this blurred red, white and blue com- 
to oh Owe = oo =_— -— ee 4 — and a 
ia redits: vin Chereskin, Hockaday. Copywriter Jean Ann Zuver. Photogra- 
Roger, Philedeiphie yo ngage Se pher Lillian Bassman. Headline, Ult. Bod. Ital., body, Cent. Exp. Ital, F. W. 
nah. Copywriter Art Benning. Type, Schmidt. 
Ven. L., Ven. Med. Ext., Alfred J. Jor- 
dan, Philadelphia. 
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studying artist/agent relationships, ex- tee heads reported progress, and guid 








SI preparing new contract forms tended use and reuse of art, charging forms for contracts were drawn up. S! 
for artist/agent/client relations for model fees, and the fight to estab- plans to publish standard forms for di:- 
Recent meetings were held at Society lish wholly professional status rather tribution to artists and agents. 

of Illustrators by the Professional Prac- than vendor status with the New York A report by S. B. Valentine on Joir: 









tices Committee and subcommittees. state tax board. In each area commit- Ethics Committee cases noted that mo: ' 
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involved artist/agent relationships, ra- 
ther than artist/client. 

Ray Doney, who heads the commit- 
tee studying contractual relationships 
between artists and their exclusive 
agents and between artists and “broker 
agents” (agents who sell anyone’s art), 
reported a variety of problems in the 
latter group who represent a trend de- 
veloped over the last 5 years. His com- 
mittee includes ADs, artists and agents 
to represent all 3 sides involved in sales. 
Doney presented a guide for contracts 
between artists and broker agents. The 
guide spells out details in the field 
where at present loose arrangements ex- 
ist and many complications often follow 
sales. A contract form for use by artists 
and their exclusive agents was also 
drawn up. 


guides 


SI plans to publish the forms which 
are meant to be used as guides, like the 
New York standard lease forms which 
cover recognized points at issue but al- 
low for changes in particulars where 
agreed to by parties concerned. 

The point was made that art agents 
are not governed as are agents in the 
performing arts where associations and 
unions franchise agents, check their 
backgrounds, business dealings, etc. 


Model fee charges will be recognized 
by SI as official policy. Tran Mawicke 
reported that his committee studying 
the problem referred to photography 
where model fees have been charged 


for, but artists have absorbed these 
costs. Now all model fee charges would 
be agreed upon at the time the assign- 
ment is initiated. 


extended use fees 


McCann-Erickson AD Bill Duffy, an 
SI member, pointed out that in tv the 
payment for extended use and reuse of 
work is an established procedure. Agen- 
cies recognize and pay residual rights. 
Artists, in fighting for payment for ex- 
tended use and reuse of art, therefore, 
would not be blazing a new trail but 
simply extending an already won right, 
he said. Discussions noted that agency 
forms do allow for these payments but 
often these points are not made when 
buying print art. SI plans an education 
program aimed at agencies, artists and 
their agents so that payments will be 
nade as a matter of course for extended 
ise and reuse of art. When these prob- 
ems have been brought to JEC, they 
ver amicably settled almost every’ time, 
t was pointed out. 

Bob Chambers, whose committee stud- 


ied payments for extended use and re- 
use of art, reported his committee will 
hold meetings with agency groups, such 
as 4As, to firmly establish the payment 
practice. 

Progress of the fight against paying 
the New York State unincorporated 
business tax was reported by William A. 
Smith and his committee. Although the 
state has retreated to the position that 
art for editorial use need not be taxed 
but art sold to agencies for advertising 
must be, the artists contend that the 
end result of their sales is not under 
their control, the same talent produces 
the art. SI wiil push for complete pro- 
fessional status for artists, as composers, 
industrial designers and other creative 
categories in the arts enjoy. 


Big point Bw/ trade ad for Cor- 
in small space mac Chemical Corp. 

tells saving possible 
with advertiser's photographic process- 
ing. 
Credits: AD William Mostad, Hazard. 
Photographer Bernie Gold. Copywriter 
Phil Peppis. Type, head in Frankl. 
Goth. B., body, Lightline Goth., logo, 
Microgramma, Morrell & McDermott. 
Retoucher Fornay Studios. 


Gorski named Riegel Former AD for 
pack design director the folding car- 

ton division of 
Riegel Paper Corp., D. M. Gorski has 
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been promoted to director of package 
design. He will report to corporate ad- 
vertising manager F. I. Triggs. 


A color tree shows off variety of Can- 

non towels. The 25 hues, 
shown here against black, are listed in 
a b/w graph half a column deep facing 
this page. Mailing tubes and wood pegs 
made holders for the towel blossoms, 
do not show in the illustration. 

Credits: AD Milton Weiner, art su- 
pervisor Donald Kubly, designer Suz- 
anne Schulze, Ayer Philadelphia. Pho- 
tographer Sol Mednick. Copywriter Sally 
Krueger. Type, News Goth., Ayer. 
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The big picture Ford’s corporate cam- 

paign tells sales points 

without showing the cars. This ad, black 

and gold illustration with blue accents 

in type block, points up parts durabil- 

ity. All ads in the extensive series will 
(continued on page 54) 








‘Who designed Tessera?” “Who brought the vinyl?” “Whocolored the chips?” © “Who sends a sample?” 
‘I’ said the Myna Bird. —“I"" said the Sparrow ‘T’ said the Thrush, ‘IY said the Wren 
“I'm the designer bird. “In my wheelbarrow “With my wing asa brush, “Pick up your pen 

| designed Tessera. | brought the vinyl | colored the chips” And write for a sample’ 
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Wite to Armatrong 
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mi tis cater is realy jut fora tr, because EY 

4 everyone knows that Armstrong designed Tessera » ; 

Pe Vinyl Corton tloors.” Tessera is one of the famous ; ~' 
\* (Armstrong|vinyijrioors Ag * >) 
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ii WHAT'S NEW...WHAT’'S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photogr«phy, 


packaging, newspaper ads, consumer and business magazine ads, posters, T\ 





Teil him, Mink ts warm. Weil, it is 

Tell Rim, MINK IS TEN COATS IN ONE. Don't 
sten a pledge, but just remind him what helt 
sive, when one natural dark mink does the 


work of a lamé coat, tweed coat, black coat, 
piok coat, short coat, long coat, travel coat, 
town coat, ad infinitum. (To be really biasé, 


* ao tt to the supermarket as well as the opera) 
|. | him, MINK LASTS LONGER, What other coat 
looks beautiful for five, ten, umpteen vears? 
(\ cain, sign nothing). Great Lakes natural dark 


th mink will stay in exquisite condition, 


4. pits glorious color and hustre year after year 


m, 


how to sell your husband a mink coat 


~ so really, what could be more economical? 
Tell him, MINK MEANS PRESTIC“. They can’t 
see the extra HP's in his car, but oh, the pass 
ing power of a minked wife on his arm. Then 
watch him notice that the most distinguished 
men dress their wives in mink. Dark dark 

mink Natural dark ranch mink. Magnificent 
Great Lakes mink 

Tell him, MINK HAS AN AMPRICAN HERITAGE 

That's why American mink has the edge on 
all the others. First born and bred in America, 
happiest and healthiest in this climate, Great 
Lakes mink is sought after in knowing inter. 


national cwrcles as the proudest, most glori- 


ously rich mink of them all. He couldn't do 
better than to hang an American mink on 
your family tree 


Tell him, Mink ts so HUGGABLE. Pampered as it 
‘son American ranches, accustomed to tender 
loving care and gourmet fare, Great Lakes 
mink has a deep soft pelt that’s naturally more 
caressable. Just to prove the point — when at 
last he makes vou close your cyes, and wraps 
you in that marvelous new mink (American, 
natural, dark and ranch), look wildly surprised. 
Then give him the thank-you hug of his life. 


CREAT LAKES MINK ASSOCIATION, PRODUCERS OF AMERICAN NATURAL DARK RANCH MINK 
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1) Gay and witty 

ad for Armstrong is all one illustration 
(except for copy)—artist’s gouache draw- 
ing in bright colors is done on Arm- 
strong’s Tessera Vinyl Corlon flooring. 
Integrated charm in concept, copy and 
execution. 

Credits: ADs William Gale and Har- 
old Olsen, BBDO. Artist Aliki Branden- 
berg. Copywriters Wallis Lawrence and 
Ralph Rewcastle. Type director Joseph 
Armellino. Type, Torino, News Goth. 
Cond., Typographic Service. 


2) Big crop 

Newspaper ad advises how to sell hus- 
bands on mink coats. Simple handling 
emphasizes intrigue of photo-headline 
combination, leads reader into full mes- 
sage. Part of an institutional campaign, 
each ad different, running in newspa- 
pers and fashion books. 

Credits: AD Jerry Andreozzi, Gilbert. 
Photographer Carl Fischer. Copywriter 
Judith Blumenthal. Type, Times New 
Rom., Provident. 








‘This is 2 lightweight USS “T-1 Stee! spiral case used in a 
1 lgoks bee 2 pent ora ooh Wate: gusbes thoough sade 
fee (Ret geeduces tect. » power Thaty-ene splee! caaes Nave 
Strat for wc ry power prewects 2s Niagara, Mew 
Browr les \date eran Rapids, Wa magion ang 




















3) Strong 

Type and illustration merge to form a 
visual not easily missed in trade and 
business books. Blue type, black illus- 
tration, for USSteel’s spiral case used by 
hydroelectric power plants. 

Credits: AD Gil Goodwin, BBDO 
Pittsburgh. Copywriter Theodore Ring- 
ness. Art, Federman Adams & Colopy. 
Type, Stand. Med. and News Goth. 
Cond., Davis & Warde. 


4) Battle of the grape 

Redesign of labels is part of the effort 
by Taylor Wine Co., Hammondsport, 
N. Y. to compete nationally with Cali- 
fornia wines. The new look, replacing 
historical image with a streamlined 
quality one, includes new logo incorpo- 
rating stylized grape leaf. Bottle tops 
are covered in lead gold foil with em- 
bossed leaf. 

Credits: Designer Lippincott & Mar- 
gulies. Printer Stecher-Traung. Lead foil 
capsules, Budde & Westerman. Bottles 
and screw caps, Owens-Illinois. 


5) Clearing 

If you saw this fashion spread in a re- 
cent Ladies Home Journal, you may 
have wondered how come the four gals 
were in sharp focus while the rest of 
the crowd was blurred. 

The football crowd was shot last 
summer at Randall’s Island. In the 
accompanying how-it-was-done photo, 
photographer Hal Conant is on the 
platform directing the crowd. On the 
field and looking like a cheer leader is 
model agency head John Harkrider. In 
shirt sleeves is LH] AD Tom Heck. 80 
extras in the stands are wildly cheering 
and waving while four fashion models 
chosen by Journal fashion editor Wil- 
hela Cushman pose in fall tweeds. 


6) Adult cereals 


Redesign of Quaker Oats cold cereal 
packages aims entirely at adults, rather 


Att Direction / The Magazine of Visual Communications / February 1962 


than wholly or partly at children, as 
competition does. Quaker began the 
switch from child appeal some 4 years 
ago. After the Life package appeared, 
Quaker’s agency Compton suggested re- 
design of the cold cereal line to follow 
the Life look—bleedoff art, basic white 
box with bright color accents, logo em- 
phasis. 

Credits: AD Edward Wallner, design, 
Dickens Inc., Chicago. Photography, 
Charles Kuoni Studios. Typography, 


Monsen, Chicago. Offset by Michigan 
Carton (Muffets pack by Corson Mfg.). 


7) Little pills in style 

Tums now comes in family size contain- 
ers suitable for a dressing table. Rede- 
sign included bottle, closure and graph- 
ics. 

Credits: AD Robert A. Fraser; bottle, 
closure and graphics design, Royal Dad- 
mun & Associates, Baltimore. Hand let- 
tering and News Goth. Label litho- 
graphed by Wheeler-Van, Grand Rap- 
ids, Mich. Bottle and cap, Owens-Illi- 
nois, Toledo. 


8A, B, C) Print techniques for tv 

Hockey show opening and closing for 
Esso of Canada combine action and de- 
sign to convey crowd excitement in the 
first view of ‘screened motion”—the ap- 
plication of engraver dot technique to 
live tv design. All live, no stills. The 
combination was achieved with an opti- 
cal effects camera simulating halftone 
screen. A) Game opens behind title, 
Hockey Night in Canada. B) People in 
the stadium. In addition to the closeup, 
camera catches standing and shouting 
crowd. C) Show closing. Dark headlights 
of a car—the crowd goes home. The 
headlights go on, then one sees string of 
headlights moving in the dark city 
street. Credits super over the closing 
scenes. 

Credits: Designer Roy Kuhlman. AD 
Sandy Ness, MacLaren Advertising, To- 
ronto. Producer Elektra, director Abe 
Liss. Optical house, Eastern Effects. 








9A), B), C) Humor, art, exoticism 

for an airline. Direct mail aimed at 
Americans by British owned Cathay Pa- 
cific Airways includes oversize pieces us- 
ing all approaches. A) Folder, 1814” 
deep by 13”, sells safety with cartoons 
of an Oriental and a pilot whose mus- 
tache is a propeller blade. Gold, red, 
blue, green, purple, white poster cover— 
it's a double sheet which can be de- 
tached to hang as a poster. Inside, the 
folder gives complete selling story, also 
contains 2 separate b/w prints of F. H. 
Halpern etchings, suitable for framing. 

B) Fan comes in triangular envelope, 
opens to show b/w photos of exotic 
ports of call, with black, red and yellow 
decorative art at top and bottom. Head- 
line in green and blue. Back of the fan 
details sales message in each panel, has 
decorative art trim in black, blue and 
yellow. 

C) White folder, 19” deep by 12”, has 
photos cut into yellow letters on a pale 
purple panel, spot art suggesting various 
countries served by CPA. Blue headline. 
Inside, illustrated map of routes plus 
lengthy message, plus chopsticks. 

Credits: Fortune Pty. Ltd., Sydney, 
Australia. AD F. H. Freeburn. A) and 
B) designer S. B. Smith. A) artists P. 
Leuver and G. Back. C) designer P. G. 
Noonan, artists Dina Dryhurst and H. 
Kannegieter, photographer G. Purcell. 
B) artist H. Kannegieter, photographer 
G. Purcell. Lithoed by Wing Fat Prtg., 
Hong Kong. 


10) Adroit 
handling of illustration and copy in a 
carpet ad that’s a departure in the field. 
Ihe offbeat approach, inviting design 
and color makes the Callaway label 
register. 

Credits: AD/designer Bernie Zlot- 
nick, Sudler & Hennessey. Photographer 
Horn/Griner. Copywriter Charles B. 
Straus, Jr. Type, Chelt. B. and Antique 
No. 1, Linocraft. 


11) Night lights 

Colorful reflections in the water are em- 
phasized in a night photograph which 
blurs the central part of the composition 
rather than background. Blue, red and 
pale gold design around a dark sampan 
are provided by lights of floating res- 
taurants in Aberdeen Harbor, Hong 
Kong. Photographer exposed  Ekta- 
chrome film for 14 sec. at between £/2 
and £/2.8, to catch a pattern. 


Credits: Photographer Ronny Jaques. 
For AD Anthony T. Mazzola, Town & 
Country, and article on Hong Kong. 
The photo also appeared in Camera 35, 
for AD Jack L. Terracciano, in article 
on phantom lights. 


12) Bright and daring 
departure for the field is this intense 
black and color silk screened poster for 
Tenneco. Principal colors are lavender 
(the letters of the car) and jet black 
background. Outdoor campaign in 
southern and southwestern states. 
Credits: AD/designer Marce Mayhew, 
Reach McClinton. Artist Saul Mandel. 


13) Contrasty display 


Eight-sided diamond shape has panels 
of art and themes that suggest variety 
of situations applicable to long distance 
calls. Contrast of the 3 major compo- 
nents in the 6 color silk screened AT&T 
display as well as of the surface art 
make for striking effect. Center dia- 
mond shape and arrow rotate clockwise 
(a 4 rpm motor is mounted in base). 
Display is 54” high, 30” in diameter, 
about 24” wide. 

Credits: AD/designer Ronald Shen- 
der, copy supervisor Richard Walter, 
production, Printing Dept., Ayer Phila- 
delphia. Finished art, Mel Richman, 
Inc. Copy set by Lettering, Inc. Printer 
Industrial Lithographic, New York. 
Stock, white coated blank cardboard. 


14) Design tells the story 


in the institutional ad (folder cover) for 
Alcoa. Accenting the Alcoa symbol the 
illustration shows off aluminum’s design 
adaptabilities: smooth surface, sculptural 
beauty of form, colors where anodized. 
This composition achieves effect of 24 
hues by overprinting transparent colors. 
Basic and background color is purple. 

Credits: AD/designer/artist Tom Kam- 
ifuji, San Francisco. Type, Venus Ext. 
Med. Lithoed on foil. 


15) Soft K 


Two teardrop or petal shapes make up 
Kimberly-Clark’s new symbol, first basic 
design change in Kleenex packaging in 
over 23 years. Transformation of angu- 
lar K to this abstract suggests product 
softness. 

Credits: Designer Morton Goldsholl 
Associates, Chicago. s 
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AD spots top creative direction in cur- 
rent newspaper, magazine ads 


To help you keep on your advertising 
toes, Art Direction has developed a new 
newsgathering system making it possible 
to illustrate and report ads just break- 
ing. The accompanying ads all make 
their first appearance in late January or 
early February publications. 
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We'd like t0 show you the 5,000,0001h Volkswagen. But is been sold. 
sSeteattes., cae . 


 ESESee =o: @- = 


1) Vacuum cleaned type. Advertiser: The Regina Corp.; Agency: Hicks & Greist; AD: 
Burt Klein; Photographer: Howard Gray; Engraver: Pioneer-Moss. 

2) Still dry as the you know what. Advertiser: Heublein, Inc.; Agency: L.C. Gumbinner 
Advertising; AD: Herschel Bramson; Photographer: Bert Stern; Engraver: Wilbar. 

3) “We'd like to show you the 5,000,000th Volkswagen. But it’s been sold” headlines 
European market ad, a variation of a Volks U.S. ad of last fall. Advertiser: Volks- 
wagen of America, Inc.; Agency: Doyle Dane Bernbach; AD: Helmut Krone; 
Engraver: Collier. 
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EACH DAY HUMBLE SUPPLIES ENOUGH ENERGY TO MELT 7 MILLION TONS OF GLACIER! 
‘Thas giant glacier has remeined unmelied for ||.0U0 years. Yet. the petroleum energy Humble supplies—if 
converted into heat—could melt :t at the rate of 80 tons each second’ To meet the nation’s growing needs 
for energy. Humble has applied amence to nature's resources to become America's Leading Energy Company. 
Working wonders with of through research, Humble provides energy in many iorms—to help heat our homes, 
provide traneportavien and ty furnuh industry @ith a great variety of versatile chemicals Stop at a Humble 
station for new Enc: Kxtra gasoline and see why the “Happy Motorings Sign is the World's First Choice! 


Tou 00 | Tn seven “iV oremee between sue make of grecery tag and anacher past by ‘eeking A: 
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4) Mexican volcano, Nebraska tornado, Hawaiian surfing, now an Alaskan glacier—- 
each theme in this ad series is carefully researched for energy-expenditure evalua- 
tions. Advertiser: Humble Oil & Refining Co.; Agency: McCann-Erickson; ADs: 
Gus Scheuer & Anthony Capone; Photographer: H. Roberts, Photo Library; En- 
graver: Knapp. 

5) More to bags than meets the eye. Advertiser: Union Bag-Camp Paper Corp.; 
Agency: Smith, Henderson & Berey; ADs: Hal Josephs & Sy Taffet; Photographer: 
Gene Moses; Engraver: Collier. 

6) Informing dealers of TV advertising support. Advertiser: Standard Packaging Corp., 
Fonda Paper Plates Div.; Agency: Smith, Henderson & Berey; AD: Hal Josephs; 
Photographer: Jim Steinhardt; Engraver: Collier. 

7) Product identification for gin-drinking sophisticates. Advertiser: Calvert Dist. Co.; 
Agency: Compton Advertising; AD: Herman Davis; Artist: Walter Einsel; Engraver: 
Rogers. 

8) Parkinson's disease drug, promoted in Worldwide Abstracts, house organ going 
to physicians. Advertiser: Warner-Chilcott Labs.; AD: Joel Le Bow; Photographer: 
John Bacchus; Engraver: Horan. 
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(continued from page 43) 


follow this layout. 

Credits: AD Clyde Baird, K&E. Pho- 
tographer Horn/Griner. Copywriter Les 
Heller. Type, News Goth. B., Schmidt. 


Don't 


rorget 
anti- 
freeze! 








Tongue-in-cheek newspaper ad for 
Volkswagen (“pre- 


sented . . . as a public service to people 
who don’t own cars with air-cooled en- 
gines.)”’. 

Credits: AD/copywriter Helmut 
Krone, DDB. Type, Fut. Demi., and 
Fut. Med., Typographic Craftsmen. 





Larry Ottino to Former vp 
Ad Agencies & Headliners in charge 
of letter- 


ing and design at Fenga & Donderi art 


A] 








studio for the past 8 years, Larry Ot- 
tino has been appointed executive di- 
rector of graphics for Advertising Agen- 
cies’ Service Co. and its affiliate The 
Headliners of New York. 






De clips belong in vour diamond wardrobe / 


Mamet bee ee rommerrs that hae = pe ow 



















The long story A new De Beers cam- 
in b/w paign running con- 
currently with the 
color art series for engagement dia- 
monds, is aimed at bringing a larger 
share of the market into jewelry stores, 
emphasizing diamonds as competitive 
with other jewelry, pointing out versa- 
tility of design and price. Many designs 
had to be shown—but none could be 
actual pieces, since the ads are for the 
trade generally (De Beers sells to them, 
not consumers). To avoid emphasizing 
one store or designer, the ads feature 
pieces designed specifically for the se- 
ries by a top New York jeweler. To 
break through the high-price sometime- 
purchase image, diamonds were shown 
as part of everyday accessory wardrobes. 
Each ad concentrates on one acces- 
sory use—this one for clips, others for 
rings, necklaces, etc. Each ad more or 
less follows this layout—several illustra- 
tions and much copy in editorial vein, 
to suggest readers visit jewelers for cus- 
tommade pieces, to see what is already 
available, to note price ranges and mod- 
ern design (the latter to break the im- 
age of traditional diamond pieces). 
Jewelers report favorable response 








from the public, with numbers of new 
browsers and buyers, and stores are be- 
ginning to show price range in window 
display, rather than only important 
pieces. 

Out of 88 ads—most with short copy— 
in the issue of the magazine Starched 
for this, women readers scored (in per- 
centages): noted, 33; seen-associated, 32; 
read most, 14. Readers per dollar: noted, 
$2; seen-associated $1; read most, 14. 
Cost ratios and rank; noted, 110, rank, 
34th; seen-associated, 135, rank, 22nd; 
read most, 175, rank, 20th. Note: This 
long copy ad, competing with 87 short 
copy ads, ranked 20th in read most. 

Credits: AD/designer Paul Darrow, 
Ayer, Philadelphia. Copywriter Frances 
Geriety. Renderer, Abel Dubois, Paris 
Type director Fred Weber. Type, heads, 
Egmond B., 24 pt., body, Bod. Book; 
Cent. B. display in last paragraph; cap- 
tions for illustrations, News Goth. 






















Extra dry The towel, that is. The Cal- 
laway towel draped around 
a bottle of Piper Brut makes the ab- 
sorbency point, introduced a campaign 
of unusual solutions for the usual prob- 
lems. The ad is backed by instore dis- 
plays. 
Credits: AD Bernie Zlotnick, letterer 
John Pistilli, Sudler & Hennessey. Pho- 
tographer Horn/Griner. Copywriier 


Larry Muller. Type, Lightline Goth., 


Linocraft. 
(continued on page 75) 
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“There are few effective art directors 
who do not appreciate beauty, order 
and fitness, and who do not have an 
unshakable belief in their practical 
value. These art directors have wielded 
a strong and constructive influence on 
the character of advertising and con- 
sequently on the taste and discrimina- 
tion of all the people advertising 
reaches.” 

Joseph Gering, President, 

ADC, Philadelphia 
The gold (*) and silver medal winners 
of Philadelphia’s 25th annual exhibi- 
tion shown here are examples of the 
togetherness of beauty and advertising 
effectiveness. Take a good look at the 
winners shown. Almost all feature de- 
sign or illustration. Just a few are 
photographic. 


Some of the committee who put the 
show across. Top row: Mort Kohn, Phil 
Snyder, Carl Eichman, Harry Casterlin; 
next to last row: John McCullogh, Sue 
Schulze, William Schilling, Lester La- 
Bove; right in the middle is R. Terry 
Oakley, committee chairman, and to 
her left, Gan Mears; down front, Philip 
Eitzen and Bob Cargill. Not shown: 
Philip Veloric (next year’s chairman), 
Wing Fong, Donald Jackson, Jeanne 
jackson and Boris Drucker. ADC of- 
ficers: Edwin H. White, VP; Nathan 
Berman, Sec’y; Joseph Gering, Presi- 
dent; and Treasurer Carl Eichman. 
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1) art director, artist, Herbert Bayer*; agency, N. W. Ayer & Son, Inc.; advertiser, Container 


Corp. of America 
2) art director, Gene Federico/Matthew Leibowitz; artist, Matthew Leibowitz; agency, Benton & 


Bowles, Inc.; advertiser, International Business Machines Corp. 
3) art director, Roger Cook*; artist, William Surasky; agency, N. W. Ayer & Son, Inc.; advertiser, 


Peoples Drug Stores 
4) art director, William Gale; artist, Jack Potter; agency, BBDO; advertiser, Armstrong Cork Co. 


5) art director, Ralph Eckerstrom/Charies Coiner/Ben Shahn; artist, Ben Shahn; agency, N. W. 
Ayer & Son, Inc.; advertiser, Container Corp. of America 
6) art director, Robert Darrach/Kramer, Miller, Lomden, Glassman*; artist, Kramer, Miller, Lomden, 


Glassman; advertiser, Saturday Evening Post 
7) art director, Wesley Shaw/Richard Hess*; artist, William Wallace; artist, N. W. Ayer & Son, 


Inc; advertiser, Peoples Drug Stores 
8) art director, Richard Hess/Wesley Shaw*; artist, William Wallace; agency, N. W. Ayer & Son, 
Inc.; advertiser, Peoples Drug Stores 


* gold medal 


/ Februory 1962 
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9) art director, Charles R. Lawliss/Lewis T. Ford, Jr.*; artist, Mel Richman, inc.; agency, Holiday 
Promotion; advertiser, Holiday Magazine 

10) art director, Wesley Shaw/Richard Hess*; artist, William Wallace; agency, N. W. Ayer & Son, 
Inc.; advertiser, Peoples Drug Stores 

11) art director, Charlies R. Lawliss/Tony Mandarino; artist, Bettmann Archive; agency, BBDO; 
advertiser, Holiday Magazine 

12) art director, Brooke £. Supplee/Joseph Suplina; artist: Joseph Suplina; advertiser, General 
Aniline & Film Ansco Division 

13) art director, William G. Fisher; advertiser, E. |. du Pont de Nemours & Co., Inc. 

14) art director, Richard Hess/Wesley Shaw*; artist, Saul Mandel, Mel Richman, Robert Boerner; 
agency, N. W. Ayer & Son, Inc.; advertiser, Chooz - Pharmaco, Inc. 

15) art director, John William Brown/William Woods; advertiser, TV Guide 

16) art director, Norman Tomases/Richard R. Reese*; agency, Reese & Tomases; advertiser, Typo- 
graphic Service, inc./Charies Moore 

17) art director, E. W. Hauser/Mel Richman Design Associates; artist, Mel Richman Design Asso- 
ciates; advertiser, Hershey Chocolate Corp. 

18) art director, artist, Jack Gregory*; advertiser, Mr. & Mrs. Jack Gregory 

19) art director, Marvin Wermen/Larry Alten; agency, Wermen & Schorr, Inc.; advertiser, Gladwyne 
Nursery & Kindergarten 

20) art director, Charles R. Lawliss/Tony Mandarino*; artist, Jerome Martin - Monogram Studio; 
agency, BBDO; advertiser, Holiday Magazine 

* gold medal 


/ Februory 1962 








NSAD 
Clubs 
nominate 
18 


for 
NSAD 


award 


Great interest in the 1962 NSAD Award 
was indicated by the record number of 
nominees for the honor, a 50% increase 
over most other years. 


The 4000 NSAD members will choose 
from among these nominees by voting 
through their local clubs. Ballots and 
instructions will be sent to the clubs by 
the NSAD. 


The brass-and-wood T-square will be 
awarded for the 15th time. It recog- 
nizes the winner as the field’s man-of- 
the-year and is the highest honor this 
field can give. 


Chairman of the NSAD Award com- 
mittee is Richard Prezebel of Kansas 
City. 


To help NSADers vote, Art Direction 
presents thumbnail bios and a few sam- 
ples of the work of each of the nomi- 
nees. 








John W. Amon 

VP, Needham, Louis and Brorby, Di- 
rector of the Art Department, Plans 
Board member. Joined NL&B 1948. 
ADCC. Member, Artists Guild, Art 
Harrison School of Art, Northwestern 
University. Member and past president 
ADCC. Member, Artists Guild, Art 
Institute. Former faculty member at 
Northwestern. 


JAGUAR 


Lect of pictures on the subi ouscvons: a psys holegica study 


Visual Persuasion 


Stephen Baker /steGnow-s4i 


Stephen Baker 

AD, Creative Director, VP In Charge 
of Special Projects at Cunningham & 
Walsh. Writes column for Art Direc- 
tion, articles for other trade papers, 
served on Executive Committee of New 
York’s ADC. Wrote and designed six 
books: “How To Live With A Neuro- 
tic Dog”, which is being made into a 
movie; “How To Play Golf in the Low 
120’s”; “Propsmanship”, and a chil- 
dren’s book, “The 5 White Balloons.” 
Two of his books have been important 
to admen, “Advertising Layout and 
Art Direction”, and “Visual Persuasion 
—the effect of pictures on the sub- 
conscious.” 


Art Direction / The Magazine of Visual Communications / February 1962 


Freeman Craw 

AD and VP, Tri-Arts Press, Inc. De- 
signs type faces including Craw Canter- 
bury, the Craw Clarendon family, Ad 
Lib, Classic, Chancery Cursive, Chan- 
cery Italic, Modern (with bold and 
cursive). 

Member: NY ADC, STA, TDC, 
Typophiles. Much work published, has 
lectured and exhibited widely. Studied 
at Cooper Union ’35-39. Joined Tri- 
Arts in °43. 
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Van Crews, Jr. 

VP, Dickie-Raymond Inc. Graduated 
Vesper George School of Art, Boston, 
1933. Worked in agency art depart- 
ments then freelanced. Joined Dickie- 
Raymond in 1946. The company spe- 
cializes in creating direct mail adver- 
tising. 


Robert M. Daniels 

AD of the Chamber of Commerce’s 
new’ monthly, Atlanta Magazine. This 
civic publication has become a show- 
case both for local talent and national 
designers and illustrators (in recent is- 
sues, work of Milton Glaser and Es- 
quire’s Robert Benton). Bob is a na- 
tive of Dexter, Georgia, studied at the 
University of Georgia. He’s VP of Ad- 
graphics, Inc., and Ist VP of Atlanta’s 
ADC. 


“Red Roses Cologne by Yardley 
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Paul Darrow 

N. W. Ayer AD, (has been ADing De 
Beers ads since 1939). he came to Phil- 
adelphia from the Midwest. Graduated 
DePauw U. and attended the Chicago 
Art Institute. Other accounts, past and 
present, French Line, Steinway, Can- 
non Mills, Yardley, DuPont Textile 
Fibers. He’s also a fine oil painter and 
water colorist, is chairman of the il- 
lustration committee of the Philadel- 
phia Art Alliance. 





Stephen O. Frankfurt 

VP and Director of Special Projects 
and TV Art Supervisor for Young & 
Rubicam. Studied at NYU, graduated 
from Pratt Institute. Lectured at The 
New School, The School of Visual 
Arts, and Pratt. Worked for CBS, UPA 
and as free lance designer for film stu- 
dios in England before joining Y&R. 
Is currently involved in packaging and 
print advertising as well as TV and is 
working on several projects for the 
1964 World’s Fair. 
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Bob Gage 

Vice President and head AD at Doyle 
Dane Bernbach since the day it opened 
its doors. In recent years has been con- 
centrating on TV. 
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Morton Goldsholl 

Chicago born and educated (Art In- 
stitute), Goldsholl opened his design 
studio there in 1941, after studio and 
paper box manufacturer experience. 
Was 1959 program chairman of the 
International Design Conference in 
Aspen. Member of Package Designers 
Council, Artists Guild of Chicago, 
ADCC, AIGA, and is past president 
and honorary member of the STA. His 
major work is in complete design pro- 
grams and consultation. 








As AD at Needham, Louis & Brorby 
he has worked on Morton Salt (con- 
sumer and industrial), Turboflight, 
Campbell’s Pork & Beans, has contrib- 
uted to Cummins Engine Co. and 
Kraft Foods ads. Before coming to 
NL&B he worked for BBDO, and in 
Seattle for Miller, Mackay, Hoeck & 
Hartung. Member of Chicago’s ADC. 
Studied at Butler University and the 
American Academy of Art. 


“= 


Stanley B. Hodge 

Manager of art direction at General 
Dynamics/Astronautics in San Diego. 
Joined GD/A in 1957. Had been with 
studios in L.A. and was a faculty mem- 
ber at Long Beach State College. Has 
an M.A. from UCLA, is Ist VP of San 
Diego’s ADC, is regional representative 
to the 1962 International Design Con- 
ference and a member of the National 
Management Association. At GD/A he 
pioneered program in human commu- 
nication, developed an integrated pro- 
gram of design in industry. 


ee 


John Hubley 

Designer, director, script writer for TV 
commercials and films at Storyboard 
Inc., Hubley graduated L.A.’s Art Cen- 
ter School in 1936. Apprenticed with 
Disney (Snow White), AD’d Fantasia, 
Bambi, Dumbo and Pinocchio. AD’d 
training films for USAF, joined UPA 
in 1945 directing Mr. Magoo, Gerald 
McBoing-Boing, others. With Story- 
board he’s directed commercials for 
Ford, Heinz, Bank of America and 
others and design-directed Seven Live- 
ly Arts and Twentieth Century titles 
and Maypo commercials. In collabora- 
tion with Faith Hubley he directed 
“Children of the Sun,” produced by 
Storyboard and United Nations Inter- 
national Children’s Emergency Fund. 
Voices were by the Hubley children. 
Other films he did with Faith Hubley 
include “Adventures of *”, “Harlem 
Wednesday,” “Tender Game”, “Moon- 
bird.” The Hubleys won Venice and 
Cannes Film Festival awards, Academy 
of Arts and Sciences award, other 
honors. 
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Budweiser 
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Gene M. Kowall 

Joined D’Arcy in St. Louis as VP and 
Executive AD. Completely reorganized 
the art department, has given Bud- 
weiser ads a new look and supervised 
art for all the agency’s St. Louis ac- 
counts. Previously, at Arthur Meyer- 
hoff, Inc. in Chicago, had won recog- 
nition for work on Wrigley’s Gum and 
Brach Candy. Studied at Morton Col- 
lege, Art Institute of Chicago, Mizen 
Academy of Art, and the Harrison 
Academy of Art. 
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Helmut Krone 

Recently elected VP at Doyle Dane 
Bernbach, Krone has been with the 
agency for 7 years. Accounts include 
Voikswagen and Polaroid. New York 
born, studied at School of Industrial 
Art (now High School of Art & De- 
sign). Free-lanced and AD’d in several 
agencies before joining DDB. 
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Herb Lubalin 

VP and Creative Director of Sudler & 
Hennessey, Inc., he’s the “L” in SH&L, 
Sudler & Hennessey’s design division, 
which he directs. Graduated Cooper 
Union in 1939, AD’d for agencies and 
Men’s Wear Magazine before joining 
S&H. Member of the TDC, New York’s 
ADC, was 1961 Calendar Critic for 
Tileston & Hollingsworth. Is currently 
designing editorial spreads for the Sat: 
urday Evening Post. Recently rede- 
signed SEP’s logo. 








William J. Pearce 

AD of Group Productions Inc. in De- 
troit, produces animated TV commer- 
cials. Studied at Art Center School in 
L.A. and worked as a cartoonist before 
founding, with Tully Rector, Rector- 
Pearce Studio in 1955. R-P became 
Group Productions which now has 
studios in New York and Toronto. 


Art Shipman 

Came to Neiman-Marcus from the 
West Coast where he was a design con- 
sultant to industry and agencies and 
worked on everything from letterheads 
to exhibitions. At N-M for the past 
four years he directs a group of 7 
artists and 3 layout artists. Group pro- 
duces up to 25 ads a day plus direct 
mail and product design, packaging, 
gift wraps, stationery, etc. 


Henry Wolf 


AD of Show magazine and free-lance 
designer. Formerly AD at Harper’s Ba- 
zaar and Esquire, he was born in Vi- 
enna, studied in Paris. Came to the 
U.S. in 1941. Has taught at Cooper 
Union and The School of Visual Arts. 
Was chairman of the AIGA Magazine 
Clinic and of the 38th Annual Exhibi- 
tion of New York’s ADC. 
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1 Advertising, Gold Medal 
The Ladies Victoria and Daphne 
Artist: Mia Carpenter 
Publication: New York Times 
AD: Marvin Fireman 
Agency: Regina Ovesey, inc. 
Client: Joseph Love, Inc. 


The International Hour 

Artist: Alex Tsao 

AD: Mort Rubenstein 

Client: CBS Television Stations 


Advertising, Award of Excellence 
Pan Am Reduces Jet Fares 
Artist: David Blossom 
Publications: Life, Holiday, SEP 
AD: Andrew Nelson, Wm. House 
Agency: J. Walter Thompson Co. 
Client: Par American 
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Institutional, Award of 
Excellence 

Artist: Austin Briggs 
Publication: announcement 
AD: Suren Ermoyan 

Agency: BBDO 

Client: Famous Artists School 


Advertising, Award of Excellence 


Saturdays are Special 
Artist: Al Parker 
Publication: Ladies’ Home 
Journal 

AD: Frazer Purdy 

Agency: Young & Rubicam 
Client: Travelers Insurance 


Unpublished, Award of 
Excellence 

Girl Reading 

Artist: Ben Wohiberg 
Editorial, Gold Medal 
Artist: John Gundelfinger 
Publication: Metronome 
AD: Jerry Smokler 
Advertising, Gold Medal 
Artist, AD: Wm. E. Bond 
Agency, client: The McCullers 
Press 
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Unpublished, Gold Medal 
79 A.D. 
Artist: Lorraine Fox 


Book Illustration, Award of 
Excellence 

The Happy Lion’s Guest 
Artist: Roger Duvoisin 
Publisher, Whittlesey Books, 
McGraw-Hill 

AD: Eleanor Nichols 


Editorial, Award of Excellence 
Hockey Goalie 

Artist: Andre Francois 
Publication: Sports Illustrated 
AD: Richard Gangel 

Publisher: Time, Inc. 


Institutional, Award of 
Excellence 

Volley Ball at Ramey 
Artist: Frank Mullin 

AD: Lt. Comdr. R. Bales 
Client: U.S.A.F. 


Institutional, Gold Medal 
Sheep Farmers 

Artist: Michael Bramman 
Publication: The Fabric of the 
Golden Fleece 

AD: Jim Hall 

Agency: Kape 

Client: Carleton Woolen Mills, 
Inc. 


Editorial, Award of Excellence 
Boxing #4 

Artist: Bob Peak 

Publication: Esquire 

AD: Bob Benton 
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15 Unpublished, Award of 
Excellence 

Landscape 

Artist: Arthur Shilstone 
Exhibitor: Frank H. Koste Assoc. 


Advertising, Award of Excellence 
Grand Prix de Monte Carlo 

Art: Van Kaufman & A. M. Fitz- 
patrick 

Exhibitor:Graphic Trends, Inc. 
Publication: national magazines 
AD: James E. McGuire 

Agency: MacManus, John & 
Adams 

Client: Pontiac 


Book Illustration, Award of 
Excellence 

Gwendolyn the Miracle Hen 
Artist: Edward Sorel 
Publisher: Golden Press 
AD: Ole Risom 


Book Illustration, Gold Medal 
The Duelists 

Artist: Peter Helck 

Publication: The Checkered Flag 
AD: Greta Lyons 

Agency: Charles Scribner’s 
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vwhat’s new 


LIBRATED DRAWING & FORMS RULER. Rol- 
iler expedites drawing of circles, arcs, 
iares, quadrants, crosshatches, vertical- 
rizontal-paralle] lines in measured 
tances. It is a combination triangle, T- 
are and parallel ruler with a trans- 
ent index window automatically in- 
j ating distances between horizontal 
{| angular lines as close as 1/16”. Rolls 
« k and forth—no need to lift. Rol- 
ler Co., Riegelsville, Pa. 
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ity LAMPS. #5975 is high-intensity 
ity lamp, the Fold-Away Tensor, with 
‘action joints for regulating height; 

reaches 15”; insulated cork light 
le rotates 160° around central axis; 
; GE 1133 glare-free automotive lamp; 
t beige wrinkle finish; other special 
ws. #5979 is a sub-miniature all-pur- 
> lamp; 12” tall when extended. Port- 
ab.< in attache case or overnight bag; 
lar p shade 114” in diameter; uses GE 55 
bub; finish in various colors. Tensor 
Electric Development Co., 1873 Eastern 
Parkway, Bklyn 33, N.Y. 
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PHOTO PRINT DATA: A glossary of terms, 
useful in ordering photo prints or tech- 
nical photo processes, is available from 
Universal Photo Service—also a 12 point 
checklist for photo print uses in PR and 
marketing. 45 W. 29th St., New York 1. 


GLASS SLIDES HOLDER: 200-lb. corrugated 
board mailing holder for film slides pre- 
vents breakage enroute, folds to 4x8, 
and acts as its own mailer. $9 per hun- 
dred. Free sample from Die-Cut Spe- 
cialty Co., 229 N. 13th St., Philadelphia. 


AEROSOL VARNISH SPRAYS: Krylon Damar 
and Retouch varnishes, both with damar 
gum base, protects oil paintings. Damar 
withstands dirt, dust and moisture, pro- 
vides hard finish and permanent high 
gloss that brings out “sunken-in” colors 
and accentuates color brilliance. Re- 
touch, for drying oils, restores dull col- 
ors permitting accurate color compari- 
son, and dries fast so that surfaces may 
be reworked immediately. $1.95 (16 
ozs.) and 98¢ (6 ozs.) respectively. Kry- 
lon, Inc., Norristown, Pa. 


CCNY FILM/STRIP LIST: 3rd ('62) edition of 
“See .. . Hear . . . Mr. Businessman,” 
rental catalog, is available from Audio 
Visual Center, The City College, Ber- 
nard M. Baruch School of Businéss & 
Public Administration, 17 Lexington 
Ave, New York 10. 20¢ mailing-han- 
dling charge (no stamps). 
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The service package Color spread in a series emphasizing Olin-Mathieson client 
servicing pulled a No. | Starch readership rating in a Busi- 


Credits: AD Stan Paulus, VanSant, Dugdale, Baltimore. Photographer Charles 
Thill, Muray Associates. Copywriter Sy Levin. Type, Craw Clarendon Book, News 
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and first copy lines tie the ads to one Chemstrand emphasis. 








Protas. Type, Frankl. Goth., Lightline Goth. 
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Tying a variety Two Y page ads ran on outside facing pages, to show Chem- 
strand’s Acrilan and Nylon in different bathing suits. Design 


Credits: AD Frank Kirk, DDB. Photographer Allan Arbus. Copywriter Judy 









trade talk 
ART DIRECTORS SALTO, E. 


John Schmitz & 

Sons’ campaign, which won 3rd place in 
national Printing Industry of America 
Self-Advertising contest, was ADed/de- 
signed by Frank Mirabile, Welch, Mira- 
bile & Co. Small space ads were later 
adapted to giant postcards. Vp Jack 
Schmitz said much of a 10% business 
incrzase was traced directly to the cam- 
paign . . . Emery Advertising did the 
newspaper ads for Baitimore Community 
Chest/Red Cross United Appeal drive. 
AD Thomas E. Parlette. Designer Bob 
Thomas, Major-Keesey Studios. Copy- 
writer Thomas S. Mallonee. Supervision, 
Mary E. Busch. Photography from 
United Appeal stock, and Blakeslee- 
Lane Studio .. . Stan Paulus, BADC 2nd 
vp, promoted to AD at VanSant-Dugdale. 
. VanSant's Gary Goldman and Bar- 
ton-Gillet’s Fred Worthington now on ac- 
tive duty with the Army .. . Jane Strick- 
len, asst. AD at VanSant, studied abroad 
at Salzburg University recently . . . Ran- 
dall Shaull’s studio at 415 St. Paul Pl. 
. Dick Gettier, asst AD at VanSant, 
was named Man of the Year by the North 
Carrol County Junior Assn. of Commerce. 


. BADC members and Women’s Ad 
Club held joint meeting to hear George 
W. Kellner, Jr. of SEP .. . BOSTON: ADC 
and Production Club held joint meeting 
to hear Rodney Erickson, president of 
Filmways . . . BUFFALO: Gottleib & Weil 
which became Weil, Levy & King, named 
Armold Eschwege vp/exec AD: He was 
AD at G&W since 1959, before that had 
his own art agency in New York. Robert 
H. Walsh named AD at the newly re- 
organized WL&K ... ADC added ADs 
Robert White and Charles R. Gregoire, 
of Melvin Hall Adv.; artist Tom Peters, 
Loblaw; heard Bernard T. Neuner, head 
cameraman, Manhart-Alexander; Robert 
A. Evans, president Headliners Interna- 
tional . . . CHICAGO: Franklin C. John- 
son, asst. director art dept., was named 
a vp at Needham, Louis & Brorby ... 
Jack C. Terrazas, who was promotion AD 
of Chicago Tribune, now creative adver- 
tising director, a new post at A. Daigger 
& Co... . Don Avery from Dancer- Fitz- 
gerald-Sample to Herbert Baker Adver- 
tising as associate AD... Tatham-Laird 
added William Collier to AD the Mon- 
santo and Bauer & Black accounts. Col- 
lier had been with McCann-Erickson and 


Post & Moore . . . Show Business Illus- 
trated associate editor Fred Schnell 
named picture editor . . . COLUMBUS: 
James E. Shockley from Nationwide In- 
surance to Howard Wellman & Associ- 
ates where he is production AD. . 

DECATUR, ILL.: Nichols, Flink & Associ- 
ates named Dudley Gray senior AD. He 
had been with Gabel & Associates and 
with Ward Hicks in Albuquerque, and 
with Allstate Insurance, Chicago .. . 
MEMPHIS: Joe McChesney was in charge 
of the ADC display at Memphis Arts 
Festival and Kathryn Huckaba designed 
the poster... MONTREAL: PR consultant 
Leonard Knott was recent guest speaker 
for ADC . . . Club’s committee chairmen 
are Harry Aslin, membership; Alan Gold, 
publicity; Trevor Hall, entertainment; Da- 
vid Feist, program; Mrs. Hewittson, tele- 
phone/secretarial; Pierre Garneau, exhi- 
bition; Harry Croucher, house .. . Aaron 
Burns, president and director of design, 
Graphic Arts Typographers, New York, 
addressed a joint meeting of the Mont- 
real ADC and Society of Typographic 
Designers of Canada. Occasion was the 
opening of Typography ‘61, displayed at 
the Montreal Museum of Fine Arts and 





Illustration 


specialized divisions, individual talents 


Photography Package Design 

















We take pride in servicing: The Aitkin-Kynett Co.; American Home Magazine; Arndt, Preston, 
Chapin, Lamb & Keen; Armstrong Cork Co.; Avisco; N. W. Ayer & Son Inc.; Campbell Soup Company: 
Container Corp. of America; The Curtis Publishing Company; Dougherty Distilling Co.; E. 1. du Pont 
de Nemours & Co.; Farm Journal; Fawcett Publications; The R. T. French Company; Fritzsche 
Brothers, Inc.; Gray & Rogers; Green Giant Company; Hershey Chocolate Corp.; Holiday Mage zine; 
Insurance Co. of North America; Ladies’ Home Journal; Lee Rubber & Tire Corp.; 


ohn B. Stet: 
yPogra phic 
Wyeth Labor, 


Art Direct 


all at mel 


he 100th meeting of the ADC . . . NASH- 
ILLE: ADC added freelance artist Don 
‘jelds, and AD C. Bert Wade, Jr., Clay- 
on-Fuller . . . Dan M. Berry, Jr., general 
,anager of Nashville's Better Business 
ureau, was guest speaker for ADC... 
.DCer Gerald Holly, staff photographer 
r the Tennessean, married Tennessean 
ature writer Sarah Taylor . . . Jim Pat- 
son & Associates moved to 1029-31 in 
1e 3rd Natl. Bank Bldg. . . . Haskell 
ichardson was named membership com- 
ittee chairman for ADC, will be as- 
sted by Charles Matthews and James 
Patterson .. . NEW YORK: Juke Good- 
rvan resigned as vp/AD of Warwick & 
sgler, after 4 years on the Revlon ac- 
sunt . . . Mort Heineman, now vp in 
narge of creative services, North, was 
nior vp of Kastor, Hilton, Chesley, 
Clifford & Atherton . . Charles Fox, 
vho was Y&R AD, now heads creative 
services at Buchen Advertising . . . Amer- 
ican Type Founders promoted Jan van 
der Ploeg to manager, foreign sales, and 
Emil J. Klumpp to sales magr., type divi- 
sion. Van der Ploeg is a director of As- 
sociation Typographique Internationale, 
Type Directors Club, Typophiles, STA, 
and a past director of AIGA. Klumpp is 


a member of TDC, Artists Guild of Chi- 
cago and Sales Executives Club of New 
York. He has designed many type faces 
including ATF’s foundry faces Murray 
Hill and Murray Hill Bold .. . BBDO AD 
James R. McKinley now with W. L. 
Towne, succeeding Ewing Strom who 
left to form his own agency .. . Robert 
Brown resigned as vp/secretary/AD of 
Preiss & Brown, will continue in graphic 
arts. Preiss & Brown's exec AD is Leonard 
Pearl, and the agency's new address is 
660 Madison . . . William Mostad from 
Hazard to de Garmo . . . Monroe Green- 
thal Co. named Edwin Brodkin senior 
AD, and 3 associate ADs: Paul Crifo, 
Robert Cohen, James Pearsall .. . This 
Month is a new pocket-size publication 
out last month, published by Gilberton 
Co. AD is Sidney Miller, who also ADs 
other Gilberton publications. For This 
Month, he is using illustration and pho- 
tography not restricted to any type or 
technique, will buy freelance work that 
is dynamic, experimental photography, 
photo stories, design for title pages to 
introduce each of the book's 5 sections: 
Around the World, Across the Country, 
Close to Home, the Lively Arts, Book 
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for comfort 
convenience and 
economy 


On Michigan Avenue’s ‘‘Mag- 
nificent Mile’’ near fine shops, 
dining, sightseeing, medical 
center, Furniture Mart, univer- 
sities, yet just a stroll from 
he Loop and the Lake. 


26 Floors of reasonable rates 
designed for the businessman, 
family of special group. . .Full 
hotel service. . .Convenient 
municipal patking. . . 


HOME OF THE TIP TOP TAP 


Try the Allerton 

and see on your 
| next Chicago visit. ; 
See your travel agent or 
“Ask Mr, Foster’’ 


Telephone SU 74200 
TWX CG 3083 





Direct Mail 


richman 


Sales Promotion 


15 n. presidential bivd. 
bala-cynwyd, penna. 
tennyson 9-6660 

new york — walker 5-0470 


Merchants Green Trading Stamp Co.; Needham & Grohmann; Penn Fruit Company; 

Philco Corp.; Progress Manufacturing Co.; Publicker Industries inc.; R. C. A.; 

Renuzit Home Products; The Saturday Evening Post; Scott Paper Company; Seabrook Farms; 
ohn B. Stetson; Topco Associates, Inc.; Towers, Perrin, Forster & Crosby Inc.; 

ypographic Service Inc.; VanSant, Dugdale & Co. inc.; Stephen F. Whitman & Son Inc.; 

Wyeth Laboratories; Yale & Towne 
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in , 
Philadelphia 


Philip A. Schoettle 

John Robinson 

Ann Sullivan 
FARAGHAN 


Photography 


Art Dir.—Vince Hoffman 
Represented by 
1934 Arch Street 
Philadelphia 3, Pa. 
LO 4-5711-12-13 


Agency—N. W. Ayer 
Client—Ohio Oil 


MARATHON® 


Carousel jf, 


Plan the design That’s the 
with the paper in mind slogan aimed 
at designers 
by Hamilton’s sample book of text and 
cover papers. And that was how the 
book itself was planned and executed. 
All the colors, textures and varieties of 
the line are visually keyed in both shape 
and color. First page lists paper codes, 
cuts across samples to show colors in 
paper classifications in trickily simple 
technique. This is for a quick overall 
glance. Complete showings occur dee} er 
in the book, and are categorized and 
cross referenced according to color, ‘n- 
ish, paper variety. Design of divi:‘er 
pages used combinations of red, pur; le, 
blue. 
Color selector divider is offset in b: te. 
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Finish and individual section dividers 
ire 3 color offset. Subdividers are 1 color 
ithoed on the cover weight paper of 
ine it displays. 

Credits: Designer Albert Storz. 


/hiladelphia clips 

DC named Ayer for 8 gold medals in 
ub’s 26th. Cited 6 color newspaper 
ls, color magazine ads, and _ posters. 
fel Richman Inc., with a trade ad, 
BDO with trade ads and posters, and 
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WALLY NEIBART 
LOCUST 4-5167 
1715 WALNUT ST. 
PHILA. 3, PENNA. 


AG officers Front row: president Ted 

Carr, nationally known 
designer and humorous illustrator, rep- 
resented by Promotional Arts; exec vp 
Phoebe Moore, winner of several design 
awards and the first woman to win the 
Gold Brush Artists Guild award; second 
vp Fred Steffen, former AG president 
and illustrator/studio owner. Second 
row: secretary Carl Grether, AD/illus- 
trator, Feldkamp-Malloy Studios; treas- 
urer Ruth Maisel, freelancer; first vp 
Charles Bracken, designer/AD owner of 
Charles Bracken Studios. 

Carr is the 26th president in the 
Guild’s 40 year history. Council mem- 
bers elected for 3 year terms are Alex 
Yaworski, Ted Carr, Steve Heiser, Jack 
Strausberg, Phil Austin, Bill Clark, Jean- 
nette Burke, Joe Pearson and George 
Suyeoka. Carl Grether and Sheldon 
Goldman were also added to the coun- 


cil. An amendment to the AGC consti- 
tution provides that 1/5 of the council 
may be composed of associate members. 

Recent Guild activities include the 
22nd annual fine art exhibit, 3rd an- 
nual small fry art show, and the Visual 
Arts Seminars. The Fine Art show 
awards: AG $200, to Irving Titel, for 
The Entrance; Monsen $100, Hope 'Tay- 
lor, To Nina; Collins, Miller & Hutch- 
ings $100, John Solarz, Composition T; 
Whitaker Guernsey $100, William 
Neebe, Long Meadow Fantasy; Grant 
Jacoby $50, Jack Freeman, Fatigue; 
Harry Port $25, George Suyeoka, Pond. 

Jurors were painter/teacher Claude 
Bentley; painter Frances Biesel, direc- 
tor of exhibitions, Renaissance Society, 
University of Chicago; painter Harold 
Haydon, associate professor of art, Uni- 
versity of Chicago, and president of 
Chicago Society of Artists. Each judge 
made his own selections and any work 
chosen singly or by any combination of 
judges automatically appeared in the 
show. Award winners were chosen by 
the jury as a whole. 

The small fry show, held in conjunc- 
tion with the fine art exhibition, was 
chaired by Jack Strausberg. AG mem- 
bers’ children and grandchildren, age |! 
through 14, were allowed to enter 2 
illustrations each. Competition was 
judged by Ruth Van Sickle Ford in 
a breakdown of age groups. Each ex- 
hibitor was presented with a certificate 
designed by Alex Yaworski during a 
luncheon which also featured gifts and 
entertainment. Awards were contributed 
by local art suppliers. s 











| BLAZE 


Nationally proved and accepted black 
and white retouchers photo bleach since 
1955. Send for FREE SAMPLES and instruc- 
tions. Dealers invited. 


| 
URBAN ART SERVICE | 
| 


25 Loke View Ave Chicago 14 











Linn 
TET 


Modern career college founded 1876 to train 
artists, designers and art teachers. Coed. Ac- 
credited. 4-year BFA and BS degrees. Evening 
Division and summer pre-college art workshops. 
Send for free booklet, ‘Your Career in Art." 


PHILADELPHIA MUSEUM COLLEGE OF ART 
Dept. H, Broad & Pine, Philadelphia 2, Penna. 





4 Every Shot Counts 


SERVICE TYPOGRAPHERS, INC. 2 
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HA 7-8560 











WE PRODUCE 
COLOR PRINTS? 
4 DYE-TRANSFER, 
EKTACOLOR AND PRINTONS. 
ANY QUANTITY. 
write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 











NOW IN NEW YORK CITY! 


LONG RUN SILK SCREEN 


SCREEN PROCESS PRINTING CORP. 
116 Nassau St., B’klyn 1, N.Y.—UL 5-2588 











Underwater Photography 


JERRY GREENBERG 
6840 S. W. 92nd Street 
Miami 56, Fla. 

MO 7-405) 





on the 
West Coast 





© 4CHRISTMAS GIFTS FROM BULLOCK'S DOWNTOWN + 





Personalizing Cover for LA’s Bul- 
a holiday catalog locks Downtown 52- 
page gift suggestion 
book is 4 color messenger appropriately 
starry eyed, wreathed and bearing a 
present. Predominant colors are red 
and metallic gold. 
Credits: Designer/illustrator Rose 
Farber. 


Program committee 
for broadcasting awards 


General chairman Kenneth C. T. 
Snyder, vp NLB, has named 7 men to 
the program committee for the 1961 In- 
ternational Broadcasting Awards. To be 
held in the Hollywood Palladium, Feb. 
13, the affair will be a blacktie ban- 
quet. Chairman is Fred Brogger, NLB 
Hollywood producer. Committee mem- 
bers are Tim Scott, Y&R; Fred Mac- 
Kaye, B&B; Robert Stefan, BBDO; Cal 
Kuhl, JWT; Dave Hanson, Leo Burnett 
Co.; William Gaye, McCann-Erickson. 

A part of the program will be tele- 
vised and feature Hollywood personali- 
ties. IBA trophies will be presented to 
winners in 25 categories of tv commer- 
cials and 15 of radio. Special awards 
and runners-up certificates will also be 
given. Judging, which was secret, was 
tabulated by a CPA firm. 

The IBA competition is a yearly non- 
profit activity sponsored by the Holly- 
wood Advertising Club. 


Coast clips 

LAADC added Dominick Arbusto, Car- 
son/Roberts AD, and Howard Bierman, 
Habco Arts AD/partner . . . William 
Chambliss and Doug Anderson were 
ADLA speakers . . . Art/copy consultani 
Ed Mitchell serving on the public rela- 
tions advisory committee of the LA 
County TB & Health Assn. LAADCer: 
Luther Weare, Harry Diamond, Ca 

Freedman screened and judged loca! 
entries to the national Christmas seal 
contest . . . San Francisco’s 12th in book 
form available at $3. Details from clul 
at 609 Sutter St. Adrian Taylor was gen- 
eral chairman of the exhibit . . . ADAC 
of San Francisco held annual miniaturé 
auction, sold more than 85 paintings 
Co-chairmen were Alice Harth and Raj 
Ward. Auctioneers included Cy Snyder 
Alex Anderson, Bill McDonough, anc 
guest auctioneer Al “Jazzbo” Collins . . 

Copywriters Club of San Francisco am 
ADAC held a joint Christmas party . . 

Stan Sollid and Leo Duerr, San Fran 
cisco Art Institute students, won schol 
arship awards from ADACSF. Sollic 
won the Herman Flax Memorial awar: 
of $600, made by Jerry Flax in memory, 
of his father. Duerr won the $300 of- 
fered through the Lloyd Meyers Me- 
morial Award. Fred Herschleb, Honig, 
Cooper & Harrington, is scholarship 
committee chairman. . . . Al Dorne and 
Norman Rockwell were recent guests of 
of the ADACSF. Dorne spoke on “Cre- 
ativity—So What.” . . . Designer Tom 
Kamifuji to 525 Pacific Ave., San Fran- 
cisco . . . Honig, Cooper & Harrington, 
San Francisco, now has only one cre- 
ative director since Ted Krough left. 
Krough was co-creative director, retired 
from the agency, to teach advertising. 
Robert Haumesser who was co-creative 
director, now is in sole charge of cre- 
ative work in copy and art in tv, radio 
and print . . . Jack Vibber is vp and 
head of art and graphic services at Hal 
Stebbins, LA. . . . The wildly western 
and happy handful that is the “Jrregu- 
lar Bulletin of Immaculate Heart Col- 
lege, The Gloria Issue,” is available 
from their Dept. of Fine Arts, 5515 
Franklin Ave., Los Angeles 28. Send do- 
nations of $10 and up. A thank you in 
the form of the new Sister Corita cata- 
log will be sent in return. The Bulletin 
includes . . . well, everything. 3 








CAMERA HAWAII 


Advertising and editorial 

illustration photography. 

Hawaii's top photographers 

directed by WERNER STOY 

CAMERA HAWAII, Inc. 

206 Koula St., Honolulu — Cable:-CAMHAWA 
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Impression maker 
for the world of 
travel: 
HKROMEKOTE® 


To turn vacation dreams 
into a paid reservation, 
the travel industry turns 
to a thousand 

varieties of 

travel literature ...and 

to Kromekote. 

Finest 

printing surface 

ever created, 

Kromekote papers capture 
the romance of a 

distant sunset or 

the clean new facade 

of the Highway Motel 
with equal facility and 
unmatched faithfulness. 
Postcards or brochures, 
letterpress, 

gravure or offse-— 
whatever the paper, whatever 
the chosen printing method, 
there’s a Kromekote paper 
or board 

to master the challenge... 
and to make travel 

come alive. 
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KROMEKOTE by CHAMPION PAPERS 
Knightsbridge 
Hamilton, Ohio 





designed by Henry Wolf 


N EWS National Society of Art Directors 


SAD meeting dates 
finitely April 7-8 


ILA, host club to the 16th annual 

eting of NSAD, has moved up 

convention a week. The April 

-17 dates announced as tentative 
ave been dropped in favor of the 
vcekend, Saturday, April 7, and 
Sunday, April 8. Delegates should 
arrive the afternoon and evening 
of April 6. Those expecting to 
attend must notify NSAD, at head- 
quarters, 115 E. 40 St., New York 16. 
Accommodations information and 
other details are available from 
ADLA, 4315 W. 2nd St., Los Angeles 
14. 

Ted Poyser, ADLA arrangements 
chairman, urged early reservations so 
that the host club can plan 
programs which will include social 
activities for delegates and their wives. 


Touring shows 


The NSAD exhibition has been 
booked to State of Louisiana Art 
Commission, Baton Rouge, Feb. 5-24; 
University of North Dakota, Grand 
Forks, March 5-26; Wustum Museum, 
Racine, Wis., April 6-27; Flint 
(Mich.) Institute of Art, May 7-28; 
Bowdoin College, Brunswick, Me., 
June 8-29; University of Maine, 
Orono, July 9-Aug. 25; Tennessee 
Fine Arts Center, Nashville, Sept. 5-26; 
Unversity of Georgia, Athens, Oct. 
5-25; University of Missouri, 
Co umbia, Nov. 5-26; Arkansas 
Ars Center, Little Rock, Dec. 5-26. 
rt Direction’s Creativity on 


Paper show will be at the Art Center, 
Mansfield, O., sponsored by Fine 
Arts Guild and North Central 
Ohio Advertising Club, Feb. 6-25; 
Art Directors Club of Indiana, Feb. 
9-23; Carpenter Paper Co., 
Library of Creative Ideas, Grand 
Rapids, Mich., March 19-31. 

Are Direction-prepared selection 
from the Type Directors Club 
(New York) show will be at the 
Art Directors Club of San Diego 
Feb. 21. 


Nashville plans 
show May 13-20 


For many years the club’s annual 

has been held during the annual 

Arts Festival sponsored by the 
Nashville Arts Council. The 1962 
festival has been set tentatively for 
May 13-20. Judging will be completed 
during the festival week. 


Chicago officers 


Club’s officers, elected by member- 
ship vote, began official duties at 
ADCC board meeting Jan. II. 
ADCC membership attended a 
cocktail hour to meet the new officers 
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and committee heads. President 
Norm Ulrich, center; standing, from 
left: treasurer. Dick Naugler; 
secretary Ed Wentz; first vp Tom 
Gorey. Emil Cohen, second vp, is 

not shown. 


H. Davis Clymer named 
constitutional revision chairman 


St. Louis’ corresponding representa- 
tive H. Davis Clymer, AD 
Southwestern Bell Telephone, has 
accepted NSAD appointment, chair- 
man of the committee on constitutional 
revision. He will study the national 
society’s present constitution and 
review improvement suggestions from 
legal counsel and member clubs. 

A revised constitution will be pre- 
pared for consideration and action 
by NSAD officers and the NSAD 
representatives at the annual meeting. 


Washington plans 
a summer show 


The Washington D. C. club’s annual 
will be held June 3-10. 


New Jersey’s first 

in Newark, March 19-24 

The New Jersey Art Directors Club's 
first annual exhibition will be at 
the Public Service Electric & Gas 
Auditorium, Park Place, Newark, 
March 19-24. 














Visual Communications conference 
in New York April 18-19 
Eleven speakers, exclusive of 
luncheon programs, have been 
announced for the two-day 7th 
Visual Communications conference 
sponsored by the New York club. 
Ihe conference is scheduled to 
synchronize with the Second Inter- 
national Meeting of Advertising 
\gency Leaders, sponsored by the 
tAs, April 22-May 4, in New York, 
Washington and White Sulphur 
Springs. International representation 
is expected at the Visual 
Communication conference. In- 
vitations have been sent to 4A’s 
overseas delegates, and one or more 
of the European leaders will be 
asked to participate in the conference 
program. 

The program, to be held at the 
Waldorf-Astoria April 18-19, will 


be “inspirational and exciting, but Charles Coiner 


will contain elements of practical 
application for the art director/ 
designer on his job,” according to 
program director Robert O. Bach, 
vp/managing AD Ayer Philadelphia, 
and chairman Arthur Hawkins, 
consultant AD/designer. 

The Visual Communications— 
Seven symbol keying all graphic 
material for the conference, from 
letterheads to poster, was designed by 
Don Kubly and Jim Miho, Ayer 
Philadelphia. 

Speakers include 

§. 1. Hayakawa, professor of 
language arts at San Francisco State 
College, and author of a number 
of books on semantics. Dr. Hayakawa 
participated in the 1957 Visual 
Communications conference, speaking 
on Pictures in Action. Silas Rhodes, 
director of the School of Visual 
Arts, will discuss Art Education 

\ Wasteland of Talent. He founded 
SVA and has been its director for 
15 years. Rhodes conducts a course on 
The Artist and Society, has assembled 
a faculty composed of artists at 
the peak of their careers, and 
introduced unorthodox courses in the 
humanities. 

Ralph E. Eckerstrom, director of 
design, advertising and public Art Kane 
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Robert O. Bach 


Arthur Hawkins 


Henry Koerner 
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Rolph Eckerstrom 


Sila 


stin Briggs 


Rhodes 





relations, Container Corp. of 
America, and chairman of the 1962 
International Design Conference in 
Aspen. He joined CCA in 1957 

after, in turn, teaching industrial 
design and serving as associate 
professor and AD of the University 
of Illinois Press. Ken Baynes, 
assistant editor, Graphis Press, Zurich, 
Switzerland, will present Graphics 
on Both Sides of the Iron Curtain. 
This will include an introduction 

by Graphis publisher Walter Herdeg. 

William Duffy, tv AD McCann- 
Erickson, and Samuel Magdoff, 
producer Elektra Film Productions, 
will present TV International, a 
showing of the most significant work 
from European studios. Duffy will 
comment on the work. Charles Coiner, 
N. W. Ayer & Son; painter Henry 
Koerner; illustrator Austin Briggs; 
photographer Art Kane; and a 
nonebjective artist to be announced, 
will present a panel discussion on 
Who Is Really Communicating. 

Coiner will act as moderator. 

Koerner, whose work is represented in 
the Metropolitan Museum, Museum 
of Modern Art, the Whitney, the 
Art Institute of Chicago, and other 
museums, came to the United 
States from Vienna in 1939. He 
served with the OWI and the OSS 
in England and Germany, held a 
show in Berlin in 1947 and then a 
first show (of paintings of postwar 
Germany) in New York at the 
Midtown Galleries which established 
his reputation as one of the most 
interesting contemporary American 
painters. 

Briggs is interrupting his Paris year 
to participate in the conference. 
Among the more verbal of well known 
illustrators and a champion of 
the role of the illustrator in 
advertising, Briggs is spending a 
year at his Paris studio, 1 Place 
de L’Estrapade. 

Kane, AD turned photographer, has 
both advertising and editorial 
photography credits. He has been 
an AD for magazines and agencies 
and has taught advanced design 
at the New School. 

Registration fee for the two days 
of programs and luncheons is $75. 
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Reservations may be made with 
Conference Secretary, Art Directors 
Club of New York, 115 E. 40 St., 
New York 16. 


Portland’s new officers 


Recently reorganized Portland, Ore. 
club, now known as Portland Art 
Direction Group, is led by these 
officers shown at work in their new 
posts. From the top: president Robert 
Reynolds; left, Donald Condit, 
vice president; right, Douglas 
Lynch, secretary-treasurer; center, 
Charles Politz, art improvement 
committee chairman; left, Donald 
Kopp, professional art committee 
chairman; right, Byron Ferris, 
communications chairman; bottom, 
Donald MacGregor, art-in-the- 
community committee chairman. 
Membership, now expanding from 
base of 50, will, in addition to ADs, 
include graphic designers, architects, 
industrial designers, photographers, 
typographers, commercial artists and 
art educators. Committees will work 
in the fields of art improvement, 
professional art standards, design 
communications, and public projects 
of art interest. 














NY’s education committee 
holds lectures for students 


Top senior art students, chosen by 
schools in the greater New York area, 
will attend a series of lectures 
sponsored by the New York club 
at the Y&R auditorium. Six meetings, 
to be held Feb. 5, Feb. 19, Feb. 26, 
March 5, March 12, March 19, will 
present speakers and graphic 
presentations on all areas of 
advertising art—types of 
types of agencies and the AD job in 
each, case histories, procedures, 
employment prospects, salaries, etc. 
Hector Donderi, Fenga & 
Donderi, is education committee 
chairman and chairman of the first 
meeting. Other chairmen include 
Michael Wollman, Dean Avery, 
Garrett Orr, Wesley Heyman, Dana 


Vaughn. 


accounts, 


Seattle elects 

Cole & Weber AD Doug Sandland 
has been named president of the 
Seatle Art Directors Society. Other 
new officers are vp Dick Paetzke, 
AD Cappy Ricks & Associates; 
secretary Rachel Osterlof, freelance 
artist; treasurer Farrell Dunham, 
\D Bozell & Jacobs. Ted Rand, 
immediate past president, was elected 
to the board of directors. Board 
members include Will Purvis, Fred 
Milke, and Bob Lally. 


Wen 
ao 


7 " 
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¥5 
Boston’s show 
committee heads 

Top, from left: C. Hurwitz, exhibit; 
G. Whimmen, entries; L. Pistone, 
scholarship; P. Hardy and J. Havens, 
advisors. Seated, from left: R. 
Schneider, design; R. Malloy, general 
chairman; L. Harrington, awards; 
L. Addington, copy; B. Briggs, judges. 
luncheon will be 


The annual awards 


held March 14. 
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Gene Schacht 
heads St. Louis 


Officers 


at the club’s 
Jan. 25 meeting were headed by 
president Gene Schacht, first vp 
Harry Holmes, second vp Harold 
Jones, secretary-treasurer Blythe 


installed 


Baebler. Board members are Werner 
Henze, Hal Poth, Tom Quinlan, 
and J. Sartoris. 

Other club activities included 
showing of the traveling NSAD 
exhibition, and participation in the 
Famous Artists School schoiarship 
award. 


Chicago names outdoor awards 
April 25 
The awards luncheon of the 30th 
annual national competition of out- 
door advertising art, sponsored by the 
Art Directors Club of Chicago, will 
be held April 25. Three Grand 
Award winners, and first, second and 
third place winners, as well as 
honorable mentions, in 16 poster 
and painted display classifications 
wil be named from among American 
and Canadian entries. Outdoor 
Advertising Inc. will publish the 
annual. The book will include all 
poster designs accepted by the jury, as 
well as the prize winners. 
Competition chairman is Thomas 
Gorey, AD NLB. Judges are Donald 
Dickens, vp/associate copy director, 
NLB; Ralph E. Eckerstrom, director 
of design, advertising and public 
relations, Container Corp. of 
America; George M. Guido, art 











supervisor, Leo Burnett Co.; all of 
Chicago. Also, Dante Bonfigli, 
executive vp Guild, Bascom & 
Bonfigli, San Francisco; John R. 
Bowers, manager, car advertising dept. 
Ford Div., Ford Motor Co., Dearborn 
Mich.; Patrick H. Gorman, director 
of advertising, Jos. Schlitz Brewing 

Co., Milwaukee; Marlowe Hartung, 
vp/executive AD Miller, Mackay, 
Hoeck & Hartung, Seattle; John C. 
Macheca, vp D’Arcy, and Robert 
Stolz, vp advertising and publicity, 
Brown Shoe Co., St. Louis. 

J. J. McGill, ad/merchandising 
director, Imperial Tobacco, 
Montreal; Arthur Shipman, creative 
director, Neiman-Marcus, Dallas. 
Arnold Varga, creative director, BBD‘ 
Pittsburgh; Robert Wheeler, 
executive AD Y&R Los Angeles. 
Also, Edward Madden, vice chairmai 
plans review board, Interpublic; 
John F. McManus, vp Doyle Dane 
Bernbach; Bernie S. Owett, AD 


JWT; all of New York. 





















San Diego officers 


Sitting, from left: president Geoffrey 


C. Relf, Barnes Chase AE; vp Stanley 
B. Hodge, chief of art direction, 
General Dynamics-Astronautics; 
second vp William E. Noonan, 
freelance designer. Standing, from 
left, secretary Durward P. Graham, 
AD Arts & Crafts Press; treasurer 
Richard C. Prochaska, AD Ryan 
Aeronautical. 

Club’s second annual show, 
held Jan. 26-Feb. 2, will be toured in 


the area. Judges were Frank Bruguicre, 


editor Western Advertising; Jack 
Roberts, executive vp/creative 


director, Carson Roberts, Los Ange’es; 


Robert Runyan, owner/AD Art 
Direction Studios, Los Angeles. 
The show, hung in the Convention 
Center, El Cortez Hotel, debuted ; 
an opening night party cosponsore< 
by the San Diego Chamber of 


Commerce. e 
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Yondensation. Early American type faces 
o be used, to print 1 color and black, 
im page size, 514x7%. First cover by 
saul Leiter. Logo by Irving Bogen. First 
tle pages by Charles Goslin.. . Loewy 
tempel Zabin’s new sales service it is 
ffering clients (and increasingly find- 
g takers) will affect graphic services, 
nd research, etc. Reports of salesmen 
yntacting the trade at point of sale will 
used, more point of sale graphics 

id other collateral including packaae 
id product design—latter recentiy ef- 
cted when salesmen brought back sug- 
2stion for redesign to help a product 
ympete. Art dept. has been expanded. 
bout 80% of collateral is done inside, 
it will buy high fashion, retouching, 
gh style art servicing. AD is Dick 
laberman. I. R. Stempel is exec vp and 
ad of the new sales div. Dow 
nes’ new National Observer, published 

t of Washington, has Delmar Lipp as 

: D/designer and Dave Seavey as art 
1ffer. Both are from New York. Lipp 
1s managing editor of Suburbia Today, 

d Seavey freelanced. Lipp will buy 
raotography and art (recent issue had 
out 50 photos and 18 drawings includ- 

i: g line decorative spots), later may buy 
fine art type illustration for news stories. 
Wants to see material from all over the 
untry, photo stories on any subject— 
7 photos apiece. News pix will be 
ught from UPI, background reportage 
from the picture services, will also make 
signments. The weekly is b/w, won't 
use fiction, has Wall St. Journal page 
ze, lots of white space, no column rules, 
columns, each 152 pi wide, per page. 
Body type, Ionic, heads, Caledonia. A 
family style publication, it will have 
heavy but not exclusive slant to youth 
and will have variety of subject matter— 
news background, community interests, 
the arts, etc. Lipp can be contacted at 
The National Observer, 1213 K Ct., N.W., 
Washington, D.C. . . . Albro F. Downe, 
a vp and creative director of Lippincott 
& Margulies, heads the company's new 
corporate identity services Larry 
Ottino from Fenga & Donderi to Adver- 
tising Agencies Service Co. as exec di- 
rector of graphics . . . Marvin Fireman 
from Regina Ovesey to Jamian. New AD 
at Ovesey: Arnold Meyers ... Arthur 
Dell now with Kurk & Castle ... Allen 
Herbert Osofsky was appointed AD of 
Continental Records .. . Lennen & Newell 
a ded Lawrence Fertig & Co. as a wine 
ard spirits div. Fertig’s National Dijstill- 
er accounts move, too, of course. Fer- 
tic s key personnel came, including Lee 
Bleomgarden, creative director of the 
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new unit; ADs Fred Widlicka and Sophie 
Zamist ... ADC's recent programs in- 
clude scientist-photographer Dr. Roman 
Vishniac; a party at Paul Wing studio; 
Dong Kingman; luncheon at Tony Venti 
studios; Alex Nesbitt's and Keith Rey- 
nolds’ film, Campaign in Russia; Nick 
Muray and NYAthletic Club fencing 
team; interior/industrial designer Wil- 
liam Pahlmann; photographer Burt Glynn. 
. Larry Alvaro, now promotional AD 
at Sales Affiliates, manufacturers of Zoto 
beauty prcducts, was with Spencer Ad- 
vertising, and Ken Saco Associates ... 
Hal Halpert is new editor of the NYADC 
Newsletter Ruth C. Jennings was 
named head of a new art/production 
service at Babcock & Wilcox. Frank J. 
Felden was named corporate AD 
Margit Varga, Time Inc. art consultant, 
planned and supervised the Christmas 
exhibition at the Time & Life building. 
The 25 illuminated color transparencies 
of great Renaissance paintings, repro- 
duced in painstaking techniques cf color 
photography and controlled light process- 
ing, by Color Corporation of America. 
CCA technicians visited the National 
Gallery in Washington to compare and 
correct minute detail in many of the 
reproductions NYCity Community 
College alumni held a reunion recently. 
Prof. Mayer Schlesinger, commercial art 
dept. head, noted famous grads: Onofrio 
Paccione, executive vp/creative direc- 
tor, Leber/Katz/Paccione; Jack Wohl, 
creative copy and design consultant for 
tv; art studio owner Al Corchia; BBDO 
AD Walter Kaprielian; studio owner 
Joseph P. Maggio, AID member, and on 
the college commercial art evening fac- 
ulty; Sudler, Hennessey & Lubalin ADs 
Tony Nappi and Tom Carnase; Sukon 
Studios owners Joe Harris and Jimmy 
Ortiz: Playtex Corp. AD Aldo Biondi; stu- 
dio owner Paul Lawrence; Zlowe ADs 
Joe Goldberg and Maurice Mahler; Ric- 
ardo Quinones-Vives, area art super- 
visor, Puerto Rico PITTSBURGH: 
Domenico Mortellito, duPont design ad- 
visor, recent AD and AAP speaker. 
.. . ADSP added John Antlake, asst. AD 
Houze Glass; Alan Amster, layout AD/ 
partner Dart Studios; Bill Brown, sales 
and production head, Headliners service 
at Davis & Warde; Bill Cooper, resident 
mgr., Progressive Composition; E. Del 
Bianco, Jr., production partner, Dart Stu- 
dios; Ron Esposito, AD Herbick & Held; 
Fred Kirschman, Jrt., ad AD Houze Glass; 
Bill MacDonald, AD Craig Chambers 
Inc.; Jack Ranick, illustrator/partner, Dart; 
Ken Scott, AD/asst. to vp, Herbick & 
Held; Gene Whalen, sales rep, Guild 
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dye transfer 
type “C” ektacolor 
black & white 


& flexichrome 


retouching 


involving the use of bleaches, 
dyes, electronics, chemistry and 
abrasives for the sole purpose of 
insuring the most faithful repro- 
duction of your photography is 
truly an art as prepared and pro- 
duced by Archer Ames Associates 


& now... 


a new mechanical art and photo 
service department insuring fac- 
simile color conversion, black & 
white copyprints, & screened velox 
prints for the most faithfvl repro- 
duction of your advertising art. 
Write to Leon Appel for FREE 
copy of “Fundamentals of Re- 
touching” for Art Directors. 


ARCHER AMES 
ASSOCIATES INC. 


16 East 52 Street, Dept. AD-2 
New York 22, N. Y. Mu 8-3240 





RTIST 
MATERIALS CO. 


MODERN 
ART 


Print and Art Gallery 
Expert Picture Framing 
Art Type and Bourges 
Cello-Tak and Drafting Equipment 
Prompt Delivery 
Mail and Phone Orders 
Open Saturdays 


32 w.53St.nvc19 JU 2-6470 











JOUNS TONE £ CUSHING 
137 E.57™ST., N.y.c. 
PL-3-5770 











Greene Street *« CA 














for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . it's SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 





studio; Rudy Lauro, AD Papercraft Corp.; 
August A. Saul, Jr.. AD Mellon Bank... 
Paul Marin ADing at Reuter & Bragdon. 
, . PORTLAND: Art Direction Group 
has heard Gene Leo discuss income tax 
for the professional artist . . . Martin 
Allen discussed typography for ADG .. . 
Homer Grcening’s film Timberline Lodge 
was featured at recent ADG meeting ... 
Studio 1030 AD Jack Myers is compiling 
list of art education facilities for ADG .. . 
Irwin McFadden moved to Wilcox Bldg. 
.. . The Oregon Museum of Science and 
Industry Annual Report is by AD Jack 
Myers, type director Martin Allen, Studio 
1030, Abbot, Kerns & Bell Co. . . . RICH- 
MOND; ADC's recent activities included 
hearing guest speaker NSAD president 
Arthur Lougee; meeting at Art Guild 
Screen Process Co., and discussion by 
its president Jimmy Swann .. . ROCH- 
ESTER: Tom Paul, vp of Mel Richman 
Inc., Philadelphia, addressed RAD... 
Club’s committee chairmen: Jerry Kilborn 
and Dick Lubey, program; Bud Sibley, 
education; Ben Peters, membership; Carl 
Zollo, publicity; Walt Shaw, placement; 
Seth Fagerstrom, exhibition rules survey; 
Paul White, ways & means; Bud Sibley, 
exhibition; Sherm Nelson, reorganization 
survey; Bruce Thon, RAD News... ST. 
LOUIS: Judges for a Junior Advertising 
Club contest included Ted Simpson, cre- 


ative director, Gardner; Fred Bohrman, 
AD Famous-Barr. Winners received a free 
course at Institute of Advertising . . 
Gardner named Lee J. Hall an AD i: 
the technical creative services dept. He’ 
from Southwestern Bell . . . Katzif-George 
Wemhboener won 8 art awards from th 
ADC’s recent annual show. These ir 
cluded 2 first place gold medals for ou 
door for Prudential Savings & Loan, 
second place silver award for a new 
paper ad; and 5 merit awards which i: 
cluded one for Ozark Air Lines annu 
report . . . TOLEDO: Fred E. Chapma: , 
who was with Frank M. Phillipps Studi 
bought interest in Cre-Ad Mail, we; 
named a vp, will direct the firm's e) - 
larged art dept. . . . Toledo ADC add« j 
August Schug, AD Slayton-Racine; Me - 
tin Weisman, illustrator, Phillipps A+ 
Studio; Roger Crawford, Crawford Studi ; 
Jim Seed, illustrator, Academy Art . 
Slayton-Racine AD Jim Harris join: 4 
Academy Art. . . Toledo club preside:t 
Hal Kinder, Techway Hall Designers A ), 
won first prize with a watercolor pair t- 
ing at the Natl. Bank show. The pairt- 
ing was beught by Columbus Fine Aris 
Gallery. Other ADC members exhibiting: 
Walter Chapman, Ray Block, Jim Harris 
. . . Club tentatively plans an exhibit for 
this month . . . Louise Bruner, art editor 
of the Toledo Blade, did a feature with 
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color illustrations of the fine arts work 
of James E. Harris, asst. AD Academy 
/rt, and president of the Toledo Federa- 
tion of Art Societies; Walter Chapman, 
AD Phillips-Thackeray; Ray Block, chief 
e jitorial artist for the Blade; Paul Sulli- 
ven, asst. AD Beeson-Reichert; Julius 
C osz, Coen & Folger; Ruskin Stone, Rus 
Sone Associates; Ernest Spring, art 
te cher, Macomber Vocational High; Don 
$: inew, illustrator/cartoonist/layout art- 
is the Blade; Hal Kinder, Techway Hall. 
._ + UTICA: Jay C. Anderson who had 
been AD/treasurer of Farquhar & Co., 
w is promoted to vp... 


AT & DESIGN CHICAGO: Screen 
writer Bruce Henry 


wes named creative director of Fred A. 
Ni 2s Communications Centers. Vp Ruth 
L. Ratmy who was creative director now 
he idles special assignments on a differ- 
en management level .. . NEW YORK: 
Designers 3 moved to 555 Fifth Ave., 
YU 6-5454 . . . Chuck Weber repping 
photographer Charles Van Maanen, Art 
Center grad and west coaster who 
moved to NY. He did Tenneco print cam- 
paign for AD Marce Mayhew at Reach 
McClinton . . . Erik Simonsen has exclu- 
sive representation for George Giusti and 
john Falter .. . Eugene M. Ettenberg, 
former manager of Gallery Press, now vp 


of Marbridge Printing . . . Pratt art prof. 
Herschel Levit holds his 3rd one man 
show. At RoKo gallery, 867 Madison, 
through February .. . Ted Wasserman 
added to sales staff at Henry Pergament 
Color Labs .. . Marty Rapecis and Her- 
bert Sipp terminated Rapecis-Sipp Inc. 
Rapecis Associates Inc. and staff contin- 
ues under new name at 566 7th Ave.... 
Syndicate Photo Lab, 3 W. 61, owned and 
operated by Karl Mirasola cond Louis 
Hicks, has formed Colorific, Inc. under 
direction of Louis Van Camp, color spe- 
cialist and former president of Van Camp 
Color Corp. Colorific will produce cc=m- 
plete line of color prints and transparen- 
cies without usual size limitations .. . 
AD Stan Moldoff and vp/exec AD Lou 
Magnani, Marsteller Inc., selected win- 
ner in recent UPI Commercial Photogra- 
phy Div. Photo of the Month contest. 
Named was James M. Brown, Cincinnati, 
mgr. of UPI’s Ohio Valley region... 
Mort Rosenfeld added to Stephen-Biondi- 
DeCicco. e 


booknotes 


FUTURISM. Rosa Trillo Clough. Philosophical 
Library. $6. 

Futurist writings & contributions. 297 
pps., 11 chapters, footnotes in rear, bib- 


liography, index, 16 b/w plates & Mari- 
nette jacket pix. 


SPIRIT OF THE LETTER IN PAINTING. Jean 
Leymarie. Hallmark, Inc. Distributed by World 
Publishing Co. $8.95. 

Popularity of letter theme in 17-19th 
century paintings. $2 masterpieces in full 
color. Designer, Albert Skira. Printed in 
Switzerland. 


WINE, WOMEN & TOROS. Vincent J. R. Kehoe. 
Hastings House. $12.50. 
Author-photographer’s panoramic photo 
essays extol “Fiesta de Toros” in Span- 
ish culture. Companion piece to his 
Aficionado. 


OF INTEREST 

Lyonel Feininger. Hans Hess. Harry N. 
Abrams, Inc. 372 pps., 834”x12”; 540 
illustrations, including 30 in full color. 
$20. 


Kandinsky: Watercolors, Drawings, Writings. 
Introduction by Jean Cassou. 12”x13”. 
$2 reproductions, including 16. matted 
& in full color. $17.50. 


Maids, Madonnas and Witches. Photos by 
Andreas Feininger; introduction by 
Henry Miller; text by J. Bon. 150 gra- 
vure plates. $17.50. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


240. The Technique of Television Pro- 

duction. Gerald Millerson. Covers 
TV production creative basics, including 
settings’ requirements and graphics, titling 
& captions. 1,150 studio operaticn dia- 
grams & tables, bibliography & index. 
$10. 


241. Art Career Guide. Donald Holden. 
Tips on stuciies, schools, art field 
selections & training requirements, job 
hunting, portfolio planning, etc. Lists pro- 
fessional & guidance groups. $5.75. 


242. The Graphic Artist & His Design 
Problems. J. Muller-Brockman. Dis- 
cusses illustrative-subjectivist and objec- 
tive-constructivist modes of expression; 
designer evolution; design elements’ char- 
acter, significance, use & effects in all 
ad fields; form-content identity, planning, 
creative thinking and Zurich School of 
Arts & Crafts’ training methods. $14. 


243. The Nerman Rockwell Album. Sum- 
marizes NR‘’s 40 years of illustra- 
tion, including full-color repros of Post 
and other magazine covers, book illustra- 
tions, and sketchbook drawings. Photo- 
sketch illustrations of technique, anecdotes 
and comments on work problems round 
out this warm, personal record. $20. 


244. Typography. Aaron Burns. 131 crea- 

tive ad-promotion typography ex- 
amples, analyzed by a leading typogra- 
phic design consultant. Full-size illustra- 


typographic texture, headline-text integra- 
tion, figurative letterform & expressive 
typography. Actuai ads are followed by 
their thumbnail repros & analyses. Dis- 
cussed & illustrated are letter-word spac- 
ing, alignment, underscores, setting varia- 
tions, leading, face combinations, initials 
& other refinements. $10. 


245. Visual Persuasion. Stephen Baker. 

With 1000-plus illustrations & in- 
cisive text, documented by MR, admen’s, 
psychologists’, artists’ & photographers’ 
findings, Cunningham & Walsh’s senior 
AD shows how VP works. Wide subject 
range: Art, copy, print-TV ads, layouts, 
symbols, taste, models’ changing faces, 
sex in ads, pictures’ effects on subcon- 


ANNUALS 
231. ‘60 Annual of Advertising Art in Japan. 
Edited by Art Directors Club of Tokyo. 
Annual features award-winning ads, 1960 World 
Design Conference notes, and bi-lingual reports. 
300-pp. 8Y2" x 12”. $12.50. 


12th Annual of Advertising & Editorial 
Art of 1960. Toronto Art Directors Club 
presents 291 examples of best Canadian ad- 
editorial art of 1959. $10. 


232. 


234. Advertising Directions 2. Arthur Hawkins 

& Edward Gottschall. Advertising, grap- 
hic arts, production & communication trends, 
particularly sophistication, are discussed by 28 
outstanding pros—from illustration, typography 
and photography to ads tailored for different 
industries and media. Valuable reference sec- 
tions. Successor to last year’s Advertising Direc- 
tions 1. $11.50. 


236. Graphis Annual 1961/62. 10th Anniver- 

sary Edition of the tri-lingual Interna- 
tional Yearbook of Advertising Art, edited by 
Walter Herdeg. $15. 


237. Visual Communication: International. Sy- 

nopsized talks by 15 domestic and 
foreign government, industry, pubiishing, edu- 
cation, broadcasting and art authorities at 
ADCNY’s 1960 5th Annual Visual Communica- 
tions Conference. $6.95. 


1961. 
posing list 
of contributors provide —in English, French, 
German, Italian and Spanish text — analyses 
of historic and contemporary print designs and 
materials — processes — machines technical 
developments here and abroad. $12.50. 


239. Advertising Art: International 1961/62. 

Encyclopedic survey of ad art in wide 
media range from 26 countries, compiled by 
editors of Studio Books. London. A fine idea- 
starter and technique file. $10. 


Vol. 55, 





PRODUCTION 


208. The 4 Color Process Guide. Sure to be- 

come standard reference work for 4 
color process reproduction. This 11x14 200 
page book showing full range obtainable in 
print using the four process colors was ADed 


and designed by Louis Dorfsman, in collobro- 
tion with Harry and Marion Zelenko. Scientifi-, 
accurate, objective and orderly system for 
determining precise color wanted. Over 5600 
large color patches, $110 prepaid. 10-day tri ./ 
period. 


The Grand Three-Color Blending Box «. 
Hans Gaenssien. Unique guide. 50 12x 2 
pp. letterpress and 50 pp. offset, in 1 editic ;, 
show 2-color combinations with black, and 3 
colors in various combinations — more th n 
10,000 shades of color. $45. 


216. 


218. Color Swatch Book. Contains 500 pax »s 
of printing ink colors, with over 24,0 0 
perforated color swatches for easy remov ||. 
One section is printed on coated, another 1 
uncoated, to facilitate exact matching. Ind i- 
dua! color sections can be reordered, $29. 5, 
prepaid, 10 day money back guarantee. 


Lee Streamlined Copy-Fitting Handbo «. 
Arthur B. Lee. Comes with the + 
Streamlined Copy-Fitting Gauge, made of Vi y- 
lite, which fits into a pocket inside 2nd cov +. 
The book has 32 pp. of Linotype and Interty .e 
faces with complete alphabets of all availa le 
sizes up to 18 pt. The gauge scale to be u:-d 
for linear character count is indicated next to 
each alphabet showing. Many other aids n- 
cluded. Printed in 2 colcrs, 6x9 pp. $4.95. 


219. 


229. Haberule Visual Copy-Caster. 6th Editi»n. 

Quick character counter, 2 colors, pla:tic 
bound, 4-48 pt., over 800 faces, alphabetized, 
manufacturer-grouped — plus 29 caps-l.c. most 
popular face specimens. 53 precision pica vnit 
character scales expedite counts of over 4,000 
fonts. Plastic type gauge has 6-11 agate and 
12-pt. scales, Elite-Pica typewriter character 
counts and 6” rule. $10. 


230. Creative Color. Faber Birren. Psychologi- 

cal concepts in color manipulations, dom- 
inant harmonies, law of field size, chromatic 
light, color systems, iridescent-luminous effects. 
“Rarely achieved effects” finish each chapter. 
$10. 


GENERAL 


Visual Design in Action. Ladislav Sutnar. 
His early modern concepts & design 
progress principles. Subjects include typo 
graphy; visual interest, continuity, simplicity 
and unity; corporate image, logos, trademarks, 
slogans, symbols, consumer-trade ads, direct 
mail, p-o-p, books, catalogs, magazines, PR and 
store personality. $17.50. 


233. 





scious, charm of being old fashioned, 
making readers feel in the picture, wo- 
men’s minds, corporate image — and re- 
sults. $13.50. 
246. NYADC 40th Annual Advertising- 
Editorial Art & Design. Edited by 
Robert M. Smith, designed by S. Neil 
Fujita, its 356 pages present 541 out- 
standing art examples in 6 categories, 
some in color, handsomely reproduced in 
clean, crisp format, with colored sectional 
dividers. Annual report, directory, index 
and slipcase round out this wel 
Anniversary Annual. $15. Also available, 
39th Annual, $15, No. 225; the 38th, $15, 
No. 197; the 37th, $12.50, No. 182; the 
36th, $12.50, No. 165; the 35th, $12.50, 
No. 146. 
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ART DIRECTION BOOK CO. 
19 W. 44th Street, New York 36, N. Y. 


146 165 182 197 208 
231 232 233 234 236 
243 244 245 


Please send me, postpaid, the books corresponding to numbers circled below. 
216 218 219 
237 238 239 240 


225 229 
241 242 


All orders shipped postpaid. No. C.O.D.’s. Add 3% sales tax with orders for 
New York City delivery. Payment must te made with order. Add 5% per 
title for delivery outside USA, except APOs. 
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(continued from page 79) 


Sudler, Hennessey & Lubalin with Hol- 
iday promotion, won other gold med- 
als . . . African scene source material 
it Academy of Natural Sciences. In- 
ludes a new habitat group donated by 
Mr. and Mrs. Rodolphe Mayer de- 
ichauensee—he’s vp of the academy and 
urator of the bird dept. Treetop scene 
5 long-haired b/w monkeys near Mt. 
<enya. Scene built under direction of 
darold T. Green, chairman of the ex- 
iibits dept., with painted Mt. Kenya 
vackground and recreated flora by asst. 
lesigner Stephen T. Harty. . . . Sam 
Jalton gave a $1,000 gift to Museum 
ollege scholarship fund, in the name 
f ADC . . . Westvaco consultant de- 
gner Bradbury Thompson was recent 
uest speaker for the ADC... ® 





what’s new 


APPOINTMENT CALENDAR: 148-pp. ‘62 cal- 
endar, 6th from Museum of Modern 
\rt’s Junior Council, has 38 MMA 
woodcuts, 6 in color; 2 dated pages for 
each week, and red-yellow board with 
caligraphic pattern and spiral binding. 
Designed by Peter Bradford. $2.75, at 
MMA, 11 W. 53rd St., New York 19, 
and bookstores; $3.05, by mail from 
MMA ($3.25 west of Mississippi). 


INK MARKER: Bright blue ink marker de- 
signed for oily, slick or dry surfaces in 
metalworking, tool and diemaking lay- 
outs, has refillable dispenser bottle with 
spring-action valve and felt writing tip. 
39¢, 69¢ and $1.10 sizes; refills in varied 
size cans. Flash Mfg. Co., 305 Plane St., 
Newark 2, N.J. 


ACS TAPES brochure suggests usage ideas 
for 20 self-sticking tapes in transparent 
colors with glossy or matte surfaces. 
Lists colors, sizes and prices and fea- 
tures samples. 217 California St., Dept. 
OB, Newton 58, Mass. 


NEW 48-PAGE ILLUSTRATED RICH ART catalog 
(#62) of artists’ materials contains 
many new items—brushes, water color 
sets and new lines of colors. Limited 
number available. Cover designed by 
William Clark. 4-page index. Rich Art 
Color Co., 31 W. 21st St., New York 10. 


PLASTIC SIGNS FOLDER: 19 different effects 
achieved through custom plastic signs 
are depicted in a 4-pp. color folder from 
Anplex Mfg. Co., 2325-31 Fairmount 
A-e, Philadelphia 39. 





FOR ALL 


TRANSFER TRACING 


ON ANY SURFACE 


Waxfree—no smudge—erases like 
pencil—won’t repel ink or wash. 

5 COLORS: 

Graphite, Red, Blue, Yellow & White. 
Introductory (5 shs. 8%”x12”) $1.00 
12-ft. rolls (x12%”") . 3.50 
Ask your supplies’ dealer or write 








S,B Albertis, 5 Tudor City Pi, N.Y. 17 / 








COLORFLEX 


makes your colors 
behave on acetate 





STOPS CRAWLING 
STOPS CHIPPING 

















Act Diroctors Cwert 


A BOOK OF TYPE AND DESIGN 
By Oldrich Hlavsa. Encyclopedia of text and 
display faces used in modern typography, in- 
cluding complete alphabets for study and ref- 
erence. Basic principles of t ic layout 
and design; selection of faces for specific uses; 
blending type and illustrations, etc. 489 large 
pages, printed in two colors. $12.50 


THE COMPLETE AIRBRUSH BOOK 
By S. Ralph Maurello. Instructive text and 
425 graphic illustrations will enable ——~ to 
understand and apply the procedures and tech- 
niques of airbrush operation: aan. 
studio methods of retouching, tricks of the 


HOW TO DO PASTEUPS AND MECHANICALS 
By S. Ralph Maurello. Clear text and 322 
step-by-step drawings and photo-illustrations. 
Covers every procedure and technique in the 
preparation of art for reproduction: cutting, 
trimming, positioning, pasting of proofs and 
ad how to mount and indicate color separa- 

, ete. $7.95 


HANDBOOK OF DESIGNS AND MOTIFS 
Nearly 7,000 geometric patterns and decorative 
devices for artists, hobbyists, designers in all 
fields. The largest, most varied collection avail- 
able — to study, use, reproduce. $4.50 

LETTERING FROM A TO Z 
By Clarence P. Hornung. The origins and de- 
velopment of our basic letter forms, principles 
of proper letter drawing and spacing, designing 
monograms and trademarks. With 116 full- 
faces and - 


At book and department stores, or from 
TUDOR Publishing Company, New York 3, N. Y. 








JACK 
WARD 


COLOR SERVICE, INC = EKTACHROME = ANSCOCHROME = EKTACOLOR © PRINTON 
DUPLICATE TRANSPARENCIES © ART COPIES = RETOUCHING = PHOTO-COMPOSITION 
ASSEMBLIES = REPRO DYE TRANSFER = TYPE C PRINTS = SLIDES = COMP-STAT 
202 EAST 44TH STREET, NEW YORK 17, N. Y. © MURRAY HILL 7-1396 
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TYPOGRAPHIC SERVICE, INC. 
250 W.49th STREET, NEW YORK 19 


CIRCLE 56-2445 





VISUALIZERS 





Smati, compact, 

floor space, yet combines ai! im- 

portant features of larger mode! 

400% enlargement or reduction 
T OESK TOP VISUALIZER. 


Fits on top of desk. Easily port 
adie. Work area 10° x12". 4 times 
enlargement or reduction 


VISUALIZERS FROM $177 UP 


DISCOVET: 


Graphic Design with sales sense 


LARRY KERBS STUDIO 


ANNUAL REPORTS & HOUSE ORGANS 
DIRECT MAIL @ ILLUSTRATION 


135 East 44th St. NY 17 & TN 7-0040 





Send for Catoleg 8 
LACEY-LUCI PRODUCTS, INC. 
J) Central Ave. * Newark 2, M. J. 
DEALERS. Choice Territories Open 
































ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials, Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 
Experienced and trainees—all phases 
Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocom- 
posing, processing. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 

112 W. 48 St., NYC 36 PL 7-7777 


K & L Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
K & L colorstats. 

Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 11 years. 

10 East 46th St., N. Y. 17, N.Y. MU 7-2595 


Norman Kurshan, Inc. Color Service 
Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Calt Norman Kurshan directly at 


8 West 56th St., N. Y. 19, N. Y. JU 6-0035 


Jack Ward Color Service, Inc. 
Type “C” prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MU 7-1396 
RETOUCHING 

Ted Bellis 

Color and B/W retouching 

19 West 44th St., NYC 36 MU 2-6570 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 
58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 


experts. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome “C” Prints. 
509 5th Ave., N. Y. 17 MU 7-6537 





Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Donald D. Van Vort 

Creative retouching. Flexichromes, dye trans. 
“C” Prints, Ektachrome & b/w retouching. 
41 East 42 St., NYC YU 60755 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-737; 


Maximilian & Rita Kerr Studios 

Design, Art, Photography: Slides & Filmstrips 
Brochures, Sales Aids, Charts, Maps & Lettering 
171 €. 33rd St., N.Y.C. LE 2-4879/ 488: 





Person-to-Person Visuals, Div. Visual Identity, Inc 
Selling backfield. 


101 Park Ave. (40th St.), N.Y.C. MU 4-806 


Presentation Department 
* Visual Aids * Promotional Material * Silk Scree 
4 W. 40th St., N.Y.C. LO 4-459 


Rapid Art Service, Inc. 

Creative Art Studio * Silk Screen * Typesettin 
& Letterpress * Bookbinding * Charts and Maps 
* Exhibits & Displays * All under one roof, wit) 
50 craftsmen and 15,000 sq. ft. of space to 
give you the fastest service in New York. 

304 E. 45th St., NYC 17 MU 3-8215 


Wiener Studio 
Charts © Posters * Slides * Hand Lettering 
12 East 37 St., N.Y.C. MU 6-0656 


SILK SCREEN PROCESS 


The Chromart Company 
Screen Process Specialist for over 30 years. 
711 Spring Garden St., Phila., Pa. WA 2-6066 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays, Inc. 
20 years leadership in silk screened 


posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown’s largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MU 3-8215 


STILL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TE 2-8876 


STOCK COLOR TRANSPARENCIES 
E. J. Cyr Color Agency 
All subjects ¢ reasonable rates. 
111 Forest St., New Canaan, Conn. 203 WO6-0772 


STOCK PHOTOS 
Biff Baughman, Foto/Find Picture Agency 


Advertising & Editorial Photography & File 
128 Engineers Bidg., Cleveland, O. CH 1-0!22 


Walter Chandoha 
Animal Photography-Specializing in Cats & [gs 
Annandale, N. J. 201 ST 2-2566 














Underwood & Underwood Illustraticn Studios 
Reserve illustrations for advertising . . . Edi- 
torial & promotional use. Not connected or 
associated with any other company using the 
Underwood & Undérwood name. 

319 East 44th St., N. Y. 17... MU 4-5400 
646 No. Mich. Ave., Chicago 11, Ill. DE 7-1711 











Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. Y. C. 36 JU 6-5910 


TELEVISION SERVICES 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 Ci 5-6781 


National Studios 
4ot Press, Slides, Telops, Filmstrips, Flips, etc. 
42 W. 48 St., N. Y. 36, N. Y. JU 2-1926 


TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 


30 W. 46 St., N JU 2-0100 


Linocraft Typographers 
333 West 52nd Street 


New York 1, N. Y. PL 7-8295 


H. O. Bullard, Inc. 
Linotype, Monotype, Ludlow, Foundry 
150 Varick Street, NYC 13 At 5-1770 


Vv &M Typographers 
Advertising and Book Typographers. 
507 Kings Highway, B’klyn 23, N.Y. Ni 5-1621 


CLASSIFIED 


DESIGNER-COLORIST — Permanent position in 
Company’s new Styling Center located in 
Lancaster, Penna., available for an experienced 
man interested in creative assignment in the 
flooring field with the following qualifications: 
B.F.A. degree required with a major in 
Advertising Design, Illustration or Graphic 
Design preferred. Must have a design sensi- 
tivity to textural effects and decorative all 
over design. Experience in art preparation 
for reproduction and printing techniques and 
methods desirable. 
Interviews will be arranged at Company’s ex- 
pense for selected candidates. Send details in 
letter to — Personnel Administration Department 
(A)RMSTRONG CORK COMPANY 
Lancaster, Penna. 





» 6. write up this job 


ticket ...it’s another order from 
our ad in ART DIRECTION—it gets 
results!...call yukon 6-4930 at 


19 w. 44 st. n.y. 36 9@ 





INDEX TO ADVERTISERS 


Allerton Hotel sameie 

Ames Assoc., Archer . 

Amsterdam Continental Type 
Armstrong, Inc., Walter T. 
Bainbridge’s Sons, Charles T. 

Bauer Alphabets, Inc. - a 
Bebell & Bebell Color Labs. he ie a 
Beck Engraving Co., The 


Bettmann Archive, The ere mes 


Blair Art Products 

Boro Typograpbers, Inc. sainidinchiatetie 
Brown & Bro., Inc., Arthur cael 
Bundzak, Bill liana 
Camera Hawaii ea An 
Chaite Studios, Inc., Alexander E. 
Champion Papers ‘ : 
Circle Graphics — ‘ss 
Collier Photo Engraving Co., Inc. 
Continental Arms ___. aiden 
Cooper School of Art _.. 

Crescent Cardboard Co. 

Davis & Warde, Inc. 

Eberbard Faber Pen & Pencil 
Edstan Studios _.. sosisilipiesdadeialel 
Famous Artists Schools, “Inc. 
Faraghan Studio, George 


Federman, Adams & Colony eR 
Fenga (aa 


Fotoflex Co., Inc. — 

Francis & Shaw, Inc. 
Friedman, A. I. 

Friedrichs Co., E. H. & A. C. 
Galloway, Ewing - 

General Pencil Co. _. 
Graphic Directions 


SS - paar, 


Grumbacher, Inc., M. - — 
Gussin Co., Inc., Lawrence ids 
Haber Typographers, Inc. 
Haberule Co., The 

Hammond Co., Inc., : 
Headliners International, Inc. ___ 
Hunt. Pen Co., C. Howard 


Hurlock Bros. Co., Inc. GK TEA EE 


Artists 


Materials 


va 3 


PHONE FOR PROMPT SERVICE 

2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 

363 Lexington Avenue / TW 7-0220 


57th Street Area 
140 West 57th Street / Circle 7-6608 


In Philadelphia 
HENRY H. TAWS, INC. 
1527 Walnut Street /LOcust 3-8742 


i 
i 





davis & warde, inc. and the headliners 
of pittsbur h join in congratulating 
adsp on their fifth annual exhibition 
704 second ave. , Pa. CO. 1-1904 








Huxley House 


Johnstone & Cushing __.. WORLAAS SI 


K & L Color Service 

Kent Typographic Service, Inc. 
Kerbs Studio, 2 Se 
LaDriere Studios te 
Lacey-Luci Products, Inc. 4 th 
Langen & Wind Color Labs, Inc. 
Lewis Artists Materials 
Lucygraf Mfg. Co. eae 
Madison Avenue Handbook ‘ 
Marks Color Labs, Ralph 
Mask-O-Neg 

Morilla Co., 

National Card, Mat & Board Co. 
Neibart, Wally 

Newton Falls Paper Co. 
Permanent Pigments, Inc. 


Philadelphia Museum College ‘of Art haicaeaei 


Photo Lettering, Inc. 

Plaza Artist Materials 

Richman Studios, Inc., Mel - 
Saral Paper Co. ‘i 
School of Visual Arts: epiieees 
Screen Process Printing Corp. 
Service Typographers, Inc. 
UN MO TE iicciceniercene 
Shiva Artists’ Colors 
ge ee 
Strathmore Paper Co. 

Sweet, David - 

Talens & Son, Mili. 
OE ne: 
United Artist Materials 

Urban Art Service 

V & M Typographical Co. 
Voisin Restaurant __ de wt 
Volk Jr. Art Studio, Harvy 
Ward Color Service, Jack 
Weber Co., F 


Weer Sadie, Nate f. __________. 


X-Acto, Inc. 


“~~ Twist 


THE PERFECT to open 
THINNER DISPENSER ) 12'%:.. 


@ guaranteed leak-proof 
@ no evaporation 
@ no cap to lose 
@ controlled flow from 

any position 
@ ideal for filling 

cir brush cup with water 
@ 2 models, 4 and 6 fl. ozs. 

with refill funnel 

at leading art supply stores 


Valvespout 


CONTINENTAL ARMS CORP. 
697 Fifth Ave. N.Y. 2 
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Looking for 


or art studio 
or retoucher 
or art supply 
house? 


You will find them in the 1962 

Madison Avenue Handbook, obtainable 
through Peter Glenn Publications, |.td. 
444 E. 52nd St., NYC 22, MU 8-7940. $4.00 
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Someone (he had a college degree in 
Business Economy not in Business Psy- 
chology) said that people work for 
money. 

If this is true, then creative people 
aren't people. Whoever heard of an art 
director who worked only to make a 
living? 

Successful creative people are not, 
deep down, obsessed with getting finan- 
cial rewards for their work. There are 
two reasons for their paradoxical atti- 
tude toward money (it is paradoxical 
because these are just the people who 
get the handsomest paychecks—in spite 
of themselves). 

The burning desire to rise to the top 
does not spring from money-hunger. A 
thorough—and fascinating—study made 
recently by a leading business publica- 
tion revealed that men who wait breath- 
lessly for their paychecks were not mod- 
ern Horatio Algers. 

This is not to say that successful busi- 
ness executives (and that includes some 
art directors) are not charmed by 
money. As a matter of fact, they respect 
it and want to get paid for their efforts. 
But to them salary has a peculiar con- 
notation. The coins and bills lose much 
of their original function; i.e., to serve 
as a means of exchange. The paycheck 
becomes a symbol; usually a symbol of 
the individual's worth to his company. 
And because the driving individual is 
so keenly preoccupied with the value of 
his contributions, his income level pro- 


DIRECTIONS 


Ne 
r 


vides him with a convenient measuring 
device with which he becomes very much 
emotionally involved. Yet, it is not the 
dollars he loves so dearly but the feel- 
ing that goes with making a lot of 
money. 

Creative people are especially reluc- 
tant to confuse money with happiness. 
When and if a creative person gets ul- 
cers, it isn’t because he is worried about 
his next raise; it’s because he feels cre- 
atively frustrated. He may complain 
bitterly about the smallness of his pay, 


. but what he really means is that he 


doesn’t like the quality of work he is 
pressured into doing. 

The emotional make-up of good cre- 
ative people has long astonished those 
who deal with them. Employment agen- 
cies often find that the waving of im- 
pressive paychecks in front of outstand- 
ing art directors can be a waste of time. 
The man may choose not to move be- 
cause—surprisingly enough—he likes his 
job. This is why some of the more pro- 
gressive “hot” shops sometimes attract 
some of the best brains in the field 
while the larger, richer, but less excit- 
ing enterprises can’t get whom they 
want even .for more money. 

What makes creative people stay put? 

The prestige factor is one reason. 
There is prestige in working for big, 
important firms and to some this is 
enough. To most good creative people, 
however, prestige means something else. 


by Stephen Baker 


There is prestige in doing fine work. 

Creative art directors, especially, like 
to be recognized for their ability. It is 
important to them what other profes 
sionals in the field think of them. Com- 
plete anonymity makes most creative 
people unhappy. 

The immediate environment must be 
friendly toward a truly creative effort. 
There must be at least a few people in 
the organization with whom the art di- 
rector is creatively in accord. Most of 
these people exist in the shape of copy- 
writers and account executives. If the 
art director feels that he is constantl) 
waging an up-hill battle, he just maj 
one day ask himself what he is doing 
and why. 

Interesting accounts often attract 
competent creative help from other 
agencies even for less money. Dull cli- 
ents, unenthusiastic account men, lack 
of challenge put the art director in a 
mental stupor which is inconsistent with 
an active mind. 

The existence of colleagues par excel- 
lence in the same organization means 2 
great deal to some art directors. Con- 
stant exposure to the work of imagin 
tive minds stimulates everyone to do his 
best. 

Money? Yes, it is very important. Top 
people do not work for peanuis. Bul 
take away the satisfaction that c:mes (0 
creative people from simply ing ? 
good job, and chances are that ) ou will 
lose them sooner or later. e 
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Alexander E. Chaite Studios inc. + 35 West 56 Street * PL 7-3131 





